se Dy 
2 ea ae, ag 
« 


ay OF 
ste ae 


x 







































































LA ... MORE FEMININE 
WILL REACH FOR 








= 


<' i = 


33 
* a 
“ 
2 














GIFT PACKAGE 


. .. designed with the simplicity and dignity 
that is appropriate to fine jewelry 


ORATION °° thru wholesalers PROVIDENCE 3° Re [f° 
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A. SAUER & COMPANY 


e MANUFACTURING JEWELERS 
Custom Designing, Repairing, Diamond Setting, Lapidary 


KON-ITE BLDG., CINCINNATI 2, OHIO 
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Marcé has created for Fall an exciting series 
of important diamond-studded bracelet 
watches like-the one shown above. ..each 
dramatically different and meticulously 
executed in the superb manner that has 


become characteristic of WBO craftsmanship. 
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WILLIAM B. OGUSH, INC. , 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 
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g n the city of Baghdad lived Wakeem the 
Wise one, and many people went to him for counsel, 
which he gave freely to all asking nothing in return. 
There came to him a young man, who had spent 
much and got little, and said, “Tell me Wise One, 
what shall I do to receive the most for that which 
k I spend?” | 
, Wakeem answered, “A thing that is bought or sold 
has no value unless it contains that which cannot be 
bought or sold. Look for the priceless ingredient.” 


Over 25 years of rigid adherence ‘““But what is this priceless ingredient?” asked the 
a : young man. 

m to the highest standards of Spoke the Wise One, ““My son, the priceless ingredi- 
ent of every product in the market place is the honor 
and integrity of him who makes it. Consider his name 
before you buy.” : 
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THE NEW Salty BY SIMMONS 


Funny how things happen. Here we design a brand new, distinctively 
different tie clip, when all of a sudden one of the boys in the shop picks 
one up and says, “Look, it also makes a perfect money clip.” 


“Yes,” added one of the gals, “and a wonderful hair clip as well.” 


From there on the idea has mushroomed. Our new Stubby* Tie Klips 
... Some in Simmons Quality ... some in Sterling ... have become 
positive favorites almost overnight. Jewelers are ordering and selling 
them, fast. Order your supply today. 


R. F. SIMMONS COMPANY : ATTLEBORO, MASSACHUSETTS 
MAKERS OF SIMMONS QUALITY GOLD FILLED JEWELRY 
* Reg. Applied For. 





SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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This hea always been Cue with Prantldin., 


~— GENUINE REPAIR PARTS 
é a 


> 
~ ARE AVAILABLE FOR EVERY 
6 \ WATCH WE EVER MADE/ 


4c 
we 


\ o Hamilton movement is ever out-of-date—none need 
ever be obsolete. Since 1892 there has always been a supply of 
genuine Hamilton parts—not just for some Hamiltons, but for 
every Hamilton ever made except in a few wartime instances when 
all Hamilton materials and production were reserved for our 
country’s armed services. This fact is important to you. It means 
that you can sell Hamilton, the fine American watch, knowing 
full well that you will always be able to service it. And your 
customers can buy a Hamilton with the same feeling of con- 
fidence and trust. But this is nothing new; it’s standard Hamilton 
practice—it’s part of the Hamilton tradition. 


And now, to make your servicing of Hamiltons even easier, 
this new Hamilton Material Assortment Cabinet 1s available 
through your material wholesaler. You’ll find at your fingertips 
genuine parts for even the most recent Hamiltons—the 747 and 
748 movements. Extra parts bottles are included for future 
lines. This is a standard size cabinet as agreed upon by material 

wholesalers. Height—344"; width— 
134%4""; depth—104”. 


Order yours now through your Hamilton 
material wholesaler. Be ready for the 
repair business that will be stimulated by 
the Jewelry Industry Council’s ‘‘Watch 
Inspection Time’’, September 12-17. 


HAMILTON WATCH COMPANY 
LANCASTER, PENNSYLVANIA 


Member, Jewelry Industry Council 


me | 


THE FINE AMERICAN WATCH 
: C — ws C) 


-* 


Case replacement parts for Hamilton’s new line of cfd (sealed) models can be 
obtained through Hamilton material wholesalers. 
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WATCH INSPECTION WEEK 


mu 


September 12-17 


There is profit in fixing up old watches... 
Jewelry Industry Council’s Watch inspection Week 
is a practical program—designed to build up that 
very important part of your business, me watch 
repair department. There is real profit in watch 


repairs—and in addition... 
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ES, even a Hamilton should 

be checked over by an 
expert watchmaker occasion- 
ally—to make sure that you are 
getting the true and dependable 
performance built into it in the 
factory. It may need re-oiling— 
or perhaps a touch of the regu- 
lator will set it right. 


WE USE GENUINE 
HAMILTON MATERIALS 


If your Hamilton needs repair- 
ing, our expert watchmakers 
will’ do it promptly and 
dependably. Only genuine 
Hamilton materiais used. 


YOUR NAME 
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Write to 


DEPARTMENT OF 
DEALER SERVICE 


HAMILTON WATCH COMPANY ° LANCASTER, PENNSYLVANIA 
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Every repair customer presents a sales 
opportunity... Store traffic makes sales. Here 
is a real opportunity to use your watch repair 
department to bring people into your store! Traffic 
is sales in the making... every person who comes 
into your store is a potential purchaser. Show them, 
sell them a new Hamilton for other members of 
their family —or for themselves if your in- 
spection reveals that their watch has out- 
lived its usefulness. 
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RINGS ENLARGED 


BRISTOL SEAMLESS RING COMPANY e« 71 NASSAU ST e NEW YORK 7, N. Y. 
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ALICE + $60.50 
17 Jewels. 


14K Natural or White 
Gold-filled case. 
With Bracelet, $64.00 


DARRELL «+ $57.75 
17 Jewels. 


10K Natural Gold-filled case. 
With Bracelet, $65.00 


WENDA + $60.50 
17 Jewels. 
14K Natural or White 
Gold-filled case. 
With Bracelet, $60.50 


CHATELAINE * $55.00 
18 Jewels. 


With sweep-second hand 
and Sterling Silver case. 






AMERICA'S FINE WATCH 


DEWITT 


of 





GAIL 





© $5775 


17 Jewels. 


10K Natural Gold-filled Case, 
With Bracelet, $67.59 





© 9§7.75 


17 Jewels. 


10K Natural or White 
Gold-filled case. 
With Bracelet, $60.50 


Here’s a new group of Hamilton models 
styled and priced to attract a ready market... 
a market that insists upon smart styling and, 


above all, accurate Hamilton performance. 


When you sell Hamilton, you sell fine mer- 
chandise widely accepted for high quality, 


ood value, and accurate timekeeping. 


We’re proud to present to YOU Hamilton’s 
newest and finest. In response to your cus- 
tomers’ insistence upon good value, we proudly 


offer Hamilton, the fine American watch. 


0.0. Perrival & Cn., Jur. 


ESTABLISHED (864 


Authorized Distributors of Fine 
Hamilton Watches in Zones 2 and 3 


373 WASHINGTON ST., BOSTON, MASS. 


annie 
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————————————— 
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EWELERS HAIL THEIR 
CHANCE OF A LIFETIME 


MORE PEOPLE buy watch bands 
than any Other single item in 
‘ewelry stores! Therefore, any plan 
that doubles and triples your watch 
band traffic, increases tremendously 
your opportunity to sell all higher 
priced merchandise, too! 

Now at last, the most spectacu- 
lar radio program in jewelry his- , | | 
tory will do just that for you! It’s ; 
called ‘Chance of a Lifetime”! And a 
when you hear it, you'll agree it’s 
one of the greatest audience-par- 
ticipation programs of them all! 
It’s a full half-hour every Sunday 
night! Sponsored only by Bretton! 

Border-to-border, coast-to-coast; 
187 ABC Network Stations! Fea- 
turing John Reed King, Radio’s 


No. 1 Master of Ceremonies! Star- —- : Hat 
ring the great American public! Sales Slipping? Here’s your “Chance of a Lifetime” to get more 


In one of radio’s choicest spots— customers, do more business, make more money. How? Tie-in with 
following Walter Winchell and _ Bretton’smillion dollar plan to increase watch band traffic 2 to 3 times, 
Louella Parsons; and just before double and triple your opportunities to sell higher-priced watches, 
Jimmie Fidler! What a line-up! rings, Silverware—everything! : 

What an audience! What a natant 

program! — 


It's Got Everything  ._ : | ‘ a \ € 














Laughs, thrills, suspense, surprise, 
romance! Plus radio’s most excit- 
ing prizes! Each worth $200 to 
$20,000! And to top it all, radio’s 
most spectacular Giant Jack-Pot 
—a house and lot and everything 
init! The vast telephone audience 
of millions can get in on the act 
too—can grasp their ‘“‘Chance Of 
A Lifetime.”’ 

This sensational new program 
will be heavily promoted through 
personal appearances in major mar- 
kets; sparked by local hard-hitting 
newspaper publicity . . . powerful 


i 












local radio announcements...news- BW. sw. ek oe. Se | ce 
paper advertising. Chance Of A Lifetime features popular John Reed King; stars the 
Starts September 4th American people; offers the most wanted prizes of all time to millions 





of telephone listeners. No wonder hard hitting Bretton commercials 
Consult your local paper for time and station. will make more people conscious of watch bands; dissatisfied with their 
930-10 P.M. (E.T.) 8:30-9 P.M. (C.T.) present bands; anxious to give and get Bretton Bands as the perfect 
7:30-8P.M. (M.T.) 6:30-7P.M. (P.T.) gift! Result: More traffic, sales, profits for you! 


EMR MORE WATCH REPAIR BUSINESS FOR YOU, TOO! 


Listeners to “Chance Of A Lifetime” will be sold the idea that “a little watch care 


now saves big watch repairs later.” Result: More traffic for your store — additional 


Opportunities for you to sell more watch bands, watches, rings— everything! 


pihphphphhbpha hah hha hah 
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NEW JEWELED LEADING LADY’ 
STEALS NAC) CHICAGO SHOW! 


The whole jewelry industry is talking about the smash success of 
Bretton’s new, exclusive Leading Lady Jeweled Collection, unveiled 
for the first time to the trade at the Chicago Convention, July 25th. 
And no wonder! It’s the only woman’s expansion bracelet with spar- 
kling simulated jewels hand-set in every link! Each bracelet luxuriously 
gift packaged in the distinctive new Bretton Plastic Case. 


No wonder, too, that fashion ‘ 


editors, leading jewelry wholesalers 
and dealers, juries of women from 
coast-to-coast predict a brilliant ca- 
reer for the Jeweled Leading Lady. 

In natural, pink, and white 
(1/20-12K gold-filled top). Hand 
set with these stones: Crystal, 
Aqua, Rose, Ruby, Emerald, Sap- 
phire, Amethyst, Topaz, Peridot, 
Zircon, Garnet, Pearl (pink and 
white). Retails at $12.50, federal 
tax included. Also available with 





> : 





engraved, diamond-like links at 
$10.95 retail, federal tax included. 

The Jeweled Leading Lady is 
the bright star of the brilliant 
Bretton line of the world’s finest 
watch bands. Only Bretton has so 
wide a variety to fit every taste, 
every pocketbook, every watch! 
Including the Bretton “Princess” 
styles, plus the exquisite Bretton 
““Queen”’ series, plus the widest 
variety of men’s watch bands in 
the business! 
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Now! Get More Traffic, 


Sales, Profits! 


To get more customers, do more 
business, make more money—fea- 
ture Bretton—pre-sold for you on 
‘““Chance Of A Lifetime’’—the 
band they’ll demand—the best 
band in the land! Order from your 


wholesaler today! Order plenty! 
You’ll need them! 
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7 “Golden Clipper” 


Thinnest, lightest-weight men’s | 
watch band, yet thoroughly 
masculine. Richly gift-packaged. 
Natural, pink, white. 1/20-12K 

gold-filled top. 





bracelet because of Breiton’s patented 
expansion action. Exquisitely engraved with 
diamond-like brilliance. Luxuriously gift- 
packaged! Natural, pink, white, 

1/20-12K gold-filled top. 


*Uu.S.PAT.NO. 2433657 
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Everything You Need 
To Cash In! 


Bretton’s campaign is a big campaign 
to put over a big idea—to popularize 
watch bands as they’ve never been 
popularized before! Nothing has been 
overlooked to make this campaign a 
terrific success for you. 

So get set now for your ‘Chance 
Of A Lifetime.’’ Cash in with these 
extra special promotional helps: 
Smashing newspaper ads, in all pre- 
ferred sizes; including ‘‘drop-ins.’’ 
Dynamic radio commercials, plus big 
time radio recordings to make your 
own local programs sell more. Window 
and counter display “‘stoppers’’ which 
hold and feature the Bretton bands 
spot -lighted on “‘Chance Of A Life- 
time.”’ 

For your complete kit of these 
FREE Bretton Promotional Aids, 
write now to: Advertising Manager, 
Bruner-Ritter, Inc., 630 Fifth Ave., 
New York 20, N. Y. 


$10.95 


retail 
(Fed. Tax incl.) 
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retail 
(Fed. Tax incl.) 


“Gold Cup” 


The only man’s expansion band 
with contrasting gold-cup domes, 
hand-set in each link. Handsomely 
gift-packaged. Natural, pink, white, 
1/20-12K gold-filled top. 

Also plain, to retail at $10.95 
(Fed. Tax incl.) 
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$11.75 * 


retail 
(Fed. Tax incl.) 
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HE TOOK HER TO A SUNDAY SCHOOL PICNIC 





Big things often start in a small way. And the sale of many 
a diamond ring or flat silver set has been spurred by the purchase 
of a tie klip, key chain or other inexpensive jewelry. That’s why 
smart jewelers feature the country’s fastest-moving line of men’s 
jewelry — SwANK. Priced from $1.50 to $75, it brings in flocks of 
customers. Men who buy for themselves. Women, who know that 


Men prefer Ss WANK. 


e) 


FOR AUGUST, 1949 


15 











SHOWN IN SATURDAY EVENING POST 


IT’S WATCH 
INSPECTION 
TIME 


Join forces with 
the Jewelry Indus- 
try Council’s Watch In- 
spection Time—September 12th 
to September 17th. This is a special sales- 

building event for your watch repair and 
inspection department. Back up the campaign 
in your store. The handsome, permanent Watch 
Repair Display Panel shown here is available 
to you free. Write to Gemex! 
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SEMEX 





Here is the ladies’ watch band that you have 
been asking for — that your customers have 
been waiting for. 

The GEMEX GEM is the first fine Expansion 
Band to combine new slim slenderness with 
such sturdy durability. Because 125 riveted 
pivots — 5 rivets for each pair of tiny links — 
are used: the same long-lived construction that 
has made GEMEX Expansion Bands the stand- 
ard of high quality throughout the world. 

See your GEMEX distributor now. Let the 
GEMEX GEM bring customers into your store: 
increase your store traffic — and sales. 
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UNION © NEW JERSEY 
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Because they're so popularly priced in a large 
array of elegant styles . . . exotic in color with 


each stone meticulously cut to look even larger 


Sesh 


DIAMOND RINGS OF MASTERPIECE QUALITY 


are the first and final choice of newly engaged 
couples who are attracted by such incomparable 
quality—backed up by the Lovebright Certificate 
of Guarantee and Registration. 


feowelers interested in prestige and profits 
make a wise choice when they select the nationally 
advertised Lovebright Line. And available without 


cost to each Lovebright Dealer are powerful 
newspaper mats, beautiful radio transcriptions, 


wedding photo albums, ring display boxes... 
and many other sales-boosters. 
















WELCOME TO THE 
ANRJA CONVENTION 


We shall be happy te 

Greet vou personally | 
in ovr suite of the « 
Waldorf-Astoria. You 
are invited to make 
our offices your head- 
quarters during your 
New York stev. & 


A. EDWARD FISHER 


x 


Importers of Diamonds . . . Over 35 years of Service to the Trade 


980 FIFTH AVE. 


FOR AUGUST, 1949 
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Call or write to our 
New York offices 
dela aiiadsl-samel-t cont te 
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KESTENMAN BROS. MFG. CO. 


280 Kinsley Ave. 
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A “First” in Demonstration Selling for Watch Bands on 





New Profits in Gift Selling 


_A “First” in’ Extra-Bold Styling for Men’s Models in 


KESTENMADE BOLD 
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Prices Inciude 
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KESTENMAN BROS. MFG. CO. 
280 Kinsley Ave., Providence 3, R. I. 
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One Carat lo Fifly Carats, those who 
tnow diamonds, choose from the House 
of Diamonds...one of the world's largest 
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Merchandise ihiifed on Momorandum 
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COMPANY 


XHIBIT 


THE WALTH 
CORDIALL 
0 visit ITS E 
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The first trade showing of Waltham’s excitingly 
beautiful new series of all-American made watches. 
Superbly styled. . . precision-crafted to the highest 
standards of watchmaking skill. See the new 
Walthams —the finest watches ever produced by 
this century-old company. 


WALT HA/X\ 


Made by Americans —— for Americans —= in an American plant 
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82 FULTON Sti new YORK 7, N.Y. 


Fett cape: Conn: . Chines mW. les Angeles, coe . * Providence, R. { . + Toronto, Cone ' ‘ 
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YOU'LL RE-ORDER 
AGAIN AND AGAIN 


° 
Seg 
Se 3 


allie 
AAS 


meet k2 5 5.92.> tala 


GENUINE SNAKE CHAIN 


Youll find this one of the most popular, fastest 
selling items you ever carried. Famous Forstner 
Quality— available in Sterling Silver; | 20-I2 Kt. 
Gold Filled and I4 Kt. Gold. Small circle charm 
and heart and key charm are also available in 
(OM Sam Crel (ep 


Sold by Authorized Distributors 








JEWELRY’S NAME FOR QUALITY 
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Smart Creation 
Only 


Superbly constructed, 


Flex-Let j ingenuity could Produce 


fully gvaranteed. r pile. 
Conscious customers. 1/20 I2Kt 


top caps and ends. 
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SENSATIONAL NEW 


WATCH BAND DISPLAY UNIT 


Specially Designed for 


WATCH REPAIR DEPTS. 


8 Band Styles on Rotating Wheel + Uses | Sq. Ft. Space 


ABSOLUTELY FREE! 











DIAMOND RING SETS 


Bs 27 Diamond 
ngs enlarged 
to show detail Combination Set - 

Due to popular acceptance and volume 
Se production, there is no extra charge 


\\ for the patented Interloc’ feature. 


\ 
\\ 
4 
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Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
.--no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme- 


The Diamond Engagement and Wedding fry of the Miracle rings. 


rings so ingeniously designed that they The Miracle-Interloc clasp keeps the 
can be bought separately or together... matched bridal ensemble perpetually 
and worn separately or together. aligned...prevents awkward ring 

twisting and shifting, saving rings 
NONE GENUINE UNLESS STAMPED “MIRACLE” from costly wear! 


For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Miracle Sets priced from $20.00 up Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle’ Diamond 
Styled to Sell - - Priced to Sell! Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 


WARNING: you, write us. 


Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 


of the law *Patented and Reg. U. S. Pat. Off. & Patents Pending 


. MANUFACTURERS FOR OVER 50 YEARS 
SHIMAN BRO S. & CO., I nc. Originators and Sole Monufocturers of Miracle Set Diamond Rings 


No connection with any other firm , 234 WEST 39th STREET NEW YORK 18, N. Y. 


————, 





THE JEWELERS’ CIRCULAR-KEYSTONE 
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at diy worn by America’s 
t glamorous women... 








proudly sold by America’s. 


leading jewelers 


x /p.EY TEMPLE starring in « 

ue STORY OF SEABISCUIT’’ 
Varner Bros. Production 
TECHNICOLOR 


| Above — Shirley Temple wears 
'Deltah's Couturier “Clichy” 
/motched necklace and bracelet 


At Right—the ‘‘Madeleine"’ 
/~ #in-] set, Diamond-like rhine- 
| Sone centerpiece, shown in 

large view, is worn as part of 

necklace, or seporately as a 

pin, when small clasp is substi- 

tuted for centerpiece. 





MULATED PEARLS 








Manufactured EXCLUSIVELY ‘ | 


for the wholesale and je pbing trades | : 


since 1910. 


. a Bh £2 S ae 
Manufacturers of Gold and Platinum “Watch Gases 


8 th S: 7:28 2 N E W YO RX 
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More than ever... 














es people know that even the 
most beautiful precious stone ts “‘lost” as an 
article of personal adornment without a , 
mounting that compliments and displays, 
it with equal taste and brilliance. 2 





Kushner & Pines, tn 


21 WEST 46th STREET 
NEW YORK 19, N. Y. 


MEMBER 
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Sarkin Says: 
g . C 


These Low Prices 
Are Your Answer 


To Sluggish 





de 
i 
K yellow or white gold 


FAIR 


M1020 ~—swO'1030 D1022 
$12.00 $8.00 PRICES ARE ER SERT 


6 diamond set RETAILER’S COST 6 diamond set 


Rings Enlarged to 
Show Detail 











M1018 
$7.25 
Center diamond wedding ring 
engraved to match 


M1016 
$7.25 


Center diamond wedding ring 
ake le-hA-Xo MoM aat-bicls 


Mats New Catalog on Requesy 


available Oaud & i Ine 


on these l 

Cading R; 

spectacular J King Stylist f 
37 ra Quarte, ee 

entury 

Y. 


promotion rings © 47 $+. 
| « New Yor, 19, N. 
ANRJA Convention * Booth 311 * Jade Room, Waldorf Astoria, New York 
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GOTHAMATIC 


1949 IS THE YEAR FOR 
SELF-WINDING WATCHES 


also 


WATER-RESISTANT 
ANTI-MAGNETIC 
SHOCK-BILT 


SPORTS QUEEN 
NOW! A self-winding watch 
for ladies. Stainless Steel 


$71.50* 
STIMSOR 


for Him 


AMERICAN SPORTSMAN 
Stainless Steel $65.00* 
Champion-Yellow $71.50* 
Winner—14K $165.00* 


Beautiful Dress Style—Yellow 
Gold Filled $71.50* 


GOLD CUP 
14K Gold 


$145.00* 





(Not water resistant) ae 








L : 


Lotham Watches ‘ 
Product of Wanaats Natch @ INC , 20 W 47th STREET. 


MA FE F¢\D A Lt & 


AS ADVERTISED IN... 





CATALOG 





ON REQUEST 


FREE NEWSPAPER MATS 


14 Post: Colliers: LOOK 3 


RADIO TIME SIGNALS 


C84 Ae NEW YORK 





se f 
















Brightest stars in today's market . . . Walter Lampl's Pearl Planets*! 


Creating a new selling sphere that's destined to stir up greater 
sales... you'll thank your lucky stars for 
Wa'coli-1alKelisle)Melslemalam-elam mel -1cae 

meallolal-\on lain 40m 4 Sele) (om ill(-copRolslom lO iceleces ile] (el (re) 
e\=1e La @tololgellalel(-\emelgele] oe) necklaces, bracelets, 


oluhifelame)melge) ok-leladiale|-nelalomeeli(-1m ela nelk= 








available in sets or individually. The wholesale cost 
allows you maximum mark-up . . . retailing at a 


customer-pleasing price—that's profitable for you! 


tNo. 2632/4004 - 
Bracelet with disc 
fommusleliass 


$8.50 


tNo. 2633N—-Sautoir 
Necklace. Lustrous simu- 
lated pearls with gold 
elolslok ame lo} lo MMIII -toME tale] 4- 
chain. Adjustable slide 
olammel-lali-lamelastelil-lale 


1/20 12K GF $17.50 


“by lampl”’ 
IS A REGISTERED TRADEMARK 
OF WALTER LAMPL. INC. 


'From our extensive line of 10K and 14K gold, 


All Prices Keystone. 


STOP IN TO SEE THIS PROFIT-MAKING NEW 
LINE AT OUR SHOWROOM. MAKE BOOTHS 
85, 86, 87 A MUST STOP AT THE A.N.R.JA. 
CONVENTION AT THE WALDORF-ASTORIA 
HOTEL. NEW YORK CITY, AUGUST 15-18, 1949. 


co iste 2 | ‘‘creators of the unusual — as usual”’ 
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gold filled, sterling silver, charms and rhinestone jewelry. 











Afr 


NEW YORK ; 


tNo. 2633E-?e 4 
earrings to™ 7 
Front and side’? & 

55 9 
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Sn 


608 FIFTH AVEN 





THAT WILL HELP YOU SELL MORE 
WATCH BANDS THAN EVER BEFORE! 


q? The hich truly different and 


original watch band styling in more 





than a decade! 


The LEA End Attachment that 


Steps up gift sales because it fits 
99% of all ladies’ watches. Anybody 


can attach it in seconds! 





The had watch band box that 


becomes a handsome mono- 


grammed Cigarette Box when the 


band is removed! 


IGEN | N 


JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 




















I) BL OAM One Universal End 





Attachment that Fits 99% of All Ladies’ Watches 


Here, at last, is the end of your end-fitting problems . . . 
one end-attachment that fits just about every lady s watch 
ever made! With the revolutionary new EN D-O-MATIC 
END youll be able to make gift sales you never could 


make before. 


Attaching the END-O-MATIC END is so easy you 
can do it in seconds . . . or let the customer do it. And... 
if you don’t attach the band yourself, you save time and 


pocket the end-attachment money as extra profit. 





EY PATTERNS that wilt. MORE GOLD FOR MORE ot ' 


JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 


ROYAL CROWN— (No. 6070) 
ROYAL SEA SHELL—-(No. 6080) 
ROYAL HEART — (No. 6090) 












All available in 









:  Wean—Anote big soa Yellow, Pink, White. 
why JB is known as “Jewelers’ Best’ .1/15 1 9.50 
12-kt. gold-filled top shells on. all “full eee CUR 00 fot ti 





sion bracelets . 50% more goa. than in 
other expansion bahia of comparable price. 


Opens IX Sap! IC Cat's Al 





fits fits 

small medium 

lugs lugs 
fits fits 
large straight 
lugs ends 








That's all there is to fitting the END-O-MATIC 
END. No tools required. The customer can 
do it herself. Unique spring device holds the 
band securely ...can't slip off or work loose. 


*Patent Pending 













FOR THE ff, 711 ME FOR HER éxgraved Shins Plastic 


FOR HIM Exgraved Silver Plastic 
A WATCH BAND BOX THAT 


CUSTOMERS REALLY WANT 


First, it’s a smartly styled presentation 
hox. Then, when the band is removed, it 
becomes a handsome Cigarette Box . . 

personalized with any initial your cus- 

























tomer may choose. ee 


Theres never been anything like it in 
the watch band field. JB even supplies : 
you with a full set of specially designed, ¢ 
die-cut, instant-adhesive initials . . . at no 
extra cost for either the cigarette box or 
the initials! | 


In Men’s Bands, too 
FEATURE 


THE ROYALTY 


of 


$1 WATCH BANDS 








(From left to right) 


ROYAL VICEROY (No.6286) 
Yellow only. Retail $11.75 
Fed. tax incl. 


ROYAL BRIGADIER— (No. 7284) 
Yellow, Pink, White. Retail $11.75 
Fed. tax incl. 
ROYAL ARCHER — (No.7287) 
Yellow only. Retail $11.75 
Fed. tax incl. 


ROYAL CHEVRON— (No.6285) 
Yellow, Pink, White. Retail $11.75 


S 












Fed. tax incl. 4 yi j Og, Z rS Ra 4 see | f ...your guide to the finest 
+ = * se | in Watch Bands 
“vy 
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THE POWERFUL NEW JB ROYAL" 
COUNTER AND WINDOW SALESMAN 





MULTIPLY YOUR SALES with a display designed 
for selling. Needs very little counter or window 
space. Compact — comes set up — it’s a gem 
in design and point-of-sale effectiveness. 
Extra Cigarette Box with facsimile cigar- 


ettes furnished with every display. 





HURRY! THIS OFFER 
IS GOOD FOR A 
LIMITED TIME ONLY! 

FROM YOUR 


| I | Il ij! WHOLESALER 


WIRE — PHONE — OR MAIL THIS COUPON 


























Entire Deal will be shipped in One Carton 


(Please mail this Coupon fo your Wholesaler 
and not to Jacoby-Bender, Inc.) 


Please ship me ( .-) JB “ROYAL” DEALS (Limit 3} 
as advertised, complete ‘with extra display material and 























initials. Bill me in the usual manner. ettes for display purposes . . NO CHARGE 
PACKET OF 49 INITIALS for personalizing each Cigarette F 
FIRM NAME Box with any initial your customer may choose . _NO CHARG 
es TOTAL RETAIL SELLING PRICE "i $922 
: Fed. Tax 
CITY POSTAL ZONE STATE 
YO » e » * : deducting 
INDIVIDUAL N $14.70 Fed. Tax 


a 


SMALL INVESTMENT—FAST TURNOVER—EVERYTHING YOU 
NEED TO START MAKING ROYAL PROFITS RIGHT AWAY 


START WITH ONLY 9 BANDS 


2 Royal Crown Ladies’ Bands 

2 Royal Heart Ladies’ Bands YO U 
2 Royal Sea Shell Ladies’ Bands 

1 Royal Archer Man’s Band 

1 Royal Brigadier Man’s Band 


PAY 
$4 £00 
1 Royal Chevron Man's Band ON LY 36 


YOU GET ALL THESE EXTRAS WITHOUT COST 


The JB “ROYAL” COUNTER AND WINDOW DISPLAY... Made 
of expensive luminous plastic...Magnificent full- 
color Crown with JB Medallion in relief... Genuine 
oak base. A $5.00 VALUE! O CHARGE 


EXTRA JB “ROYAL” CIGARETTE BOX with facsimile cigar- 
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THE NEW 


Self-Winding 


Self- Protecting 
Self-Selling 


Wie 
A 


VISIT 
THE WYLER EXHIBITS 


at the Jewelers’ Convention 
in New York 


Wyler 


incafle.x 


world’s only watch with the flexible balance wheel that absorbs shock. 


WYLER WATCH AGENCY, INC., 630 Fifth Avenue, New York 20, N. Y. 


FOR AUGUST, 1949 





Styled Kig 


1169/89—10/2 & 11! ligne, 
6/OE, 6/OW. Dome, flat & 
pagoda crystals. 


1138/86—10!, & 11!/2 ligne, 
6/OE, 6/OW, Flat. 3 way, dome 
crystals. 

1168/89—10!/7, & 11'/ ligne, 
6/OE, 6/OW. Dome, flat & 
pagoda crystals. 


We manufacture a complete line 
of rolled gold plate cases in all 
sizes. Also famous Elite Water- 
sealed Case. 


New Catalog on Request 


ht by 


Le 


WATCH CASE CORP. 


150 Varick Street 
New York 13, N. Y. 


Katzman, 


In Chicago 
5 N. Wabash Avenue 
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WATCH CASE CORP. 
150 Varick Street 
Ch ae A) a ae en, Pe 


In. Chicago 
Katzman, 5 N. Wabash Avenue 


862/88 —63/, rectangular & ton- 
neaux, 4 AH, 8x10AK, 6!/ oval, 
7¥,/11-7AP_ & TAH, 15/OE, 
14/0OH, 7/44W, 8%, 18/068, 
750W, 8AE, 6!/2-343G, Dome. 
diamond & 3 way crystals. 
981/86 — 934 ligne, 10/O8€, 
10/OW Sunburst, split & 3 way 
crystals, 


862/86—same as 862/88. 


1137/86—10!, & 11!/ ligne, 
6/OE, 6/OW Flat, 3 way & 
dome crystals. 


We manufacture a complete line 
of rolled gold plate cases in all 
sizes. Also famous Elite Water- 
sealed Case. 


New Catalog on Request 





“a 


42X641—Masonic 
Emblem on Genuine 
Onyx; also available in 
Genuine Synthetic Ruby, 
slightly higher price, 
**Handset”’ in 10K Gold. 
$10.50 each. 


41X536— Diamond 
Initial Ring, Genuine 
Onyx, 10K Initial 
**Handset”’ in 10K Gold. 
$7.50 each. 





“Ry 

42X652— Bold 
Masculine Man’s Initial 
Ring, 10K Initial, 
Genuine Onyx, 
‘*Handset”’ in 10K Gold. 
$6.50 each. 


= 


42X692— Masculine 
Type Boy’s Ring. 
Genuine Onyx with 10K 
Initial, ‘“Handset’’ in 
10K Gold. $4.25 each. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Now, Ostby & Barton offers you direct—at lower prices 
—a complete and varied line of rings outstanding for 
style, quality and value... with the assurance of 

a friendly, rapid service whether your orders are large or 


small. ... And, in addition, to help you sell more rings, 
more quickly, OSBEE will provide without charge newsmats for complete 
advertisements as well as individual cuts of over 100 rings, counter and 
window displays, radio scripts and SelF it training material. 









al 


2K4181—Synthetic 
Birthstone, 12 colors 
with Delicate Triangle 
Synthetic Cut Side 
Stones, ‘“‘Handset’’ in 
10K Gold. $12.00 each. 






iG 


43X781—Flashing One 
Carat Zircon, Masculine 
and Bold in detail, 

“‘Handset’’ in 10K Gold. 
$5.50 each. 









= 


27X121—Synthetic 
Birthstone, 12 colors, 
Delicately Fashioned 
and ‘‘Handset”’ in 10K 
Gold. $5.00 each. 


7X44A—Lucite Tray of 
twelve 10K Gold Baby 
Bands—A powerful 
promotion item. 

$7.50 each. 


F 








| 
2X588A 
Birthstones* Miss’s ring in = ex 
12 colors. Feminine Design —— 
with Flashing White 
Sidestones. “‘Handset’’ in 
10K Gold. $24.00 dozen. 


*Simulated 





Soo 


WE'LL BE AT 


ANRJA SHOW 
BOOTH #512 


Le Perroquet Suite 
Waldorf-Astoria Hotel 
New York City 


FOR AUGUST, 1949 
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Yes! 


J. W. JOHNSON, INC. 


ESTABLISHED 1869 


has the enchanting new pattern 


EVENING SIAR 


BY 



















For 80 Years We've Welcomed Retail Jewelers 


While you are attending the 1949 convention, come down 
to old historic Maiden Lane and visit J. W. Johnson’s show- 
rooms, You'll find many profitable suggestions there to 
include in your stock, and when you leave for home you'll 
know you’ve had a worthwhile visit. 


J. W. JOHNSON, INC. 


Established in 1869 
15 MAIDEN LANE NEW YORK 7, N. Y. 


*Trade-marks of Oneida Ltd. 
NER OE IRATE TOROS EOE ABORT EOS 
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DIAMOND RINGS 


@ MORE Value than ever before! 


@ MORE consumer acceptance 
than ever before! 


@® MORE sales than ever before! 


@ MORE profits for you than ever before! 


You can’t miss with the Rhapsody 
prestige line — Rings of guaran- 


teed beauty, quality and value. 





Write today for information and prices 


| M. SICKLES & SONS 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. 


YTHOLESALE JEWELERS FOR NEARLY 100 YEARS 
® * 


FOR AUGUST, 19.19 39 





Here is an example, STAR Ring 4X8 
above (men’s) with onyx and diamond. 


Unique symmetry of curved shoulders 
creates illusion of generous spread. 
Thereby lending an attractive masculine 
air to this men’s onyx and diamond ring. 


Ask your wholesaler to show you this 
STAR Ring of Style and Quality. News- 
paper mats of the above and other STAR 
Rings are available. 








| MANUFACTURING COMPANY, INC. 


nd 


2s’ and Mens 10K and 14K Quality Rings 
887-889 MAIN ST. BUFFALO 3, NEW YORK 
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EVERBRITE’ 

NEW 
PACKAGING 
ENSATION 


during the 
ANRJA Show... 

























Aug. 14% to 18 


WALDORF-ASTORIA 
4*" FLOOR 
PARLORS L&M 








Aucust, 1949 
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Tn the distinguished creations that 
bear the Seidman name, no compromise 
is ever tolerated. Designed for consumer 


appeal—priced for rapid turnover—no 


oe] 
a} 
<< 





wonder so many progressive jewelers con- 


centrate on the Seidman Line. 


Visit us at the ANRJA Convention— 
Waldorf-Astoria Hotel, New York. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47th STREET 


NEW YORK 19, N. Y. 


FoR AuGust, 1949 43 
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\ .. | Quality always sells 


LeStage Chains sell be- 


cause quality always sells. 
Honest value — superb crafts- 
manship “ heavy, sold-filled 
chains ... all bring steady vol- 
ume, repeat sales, better prolits 
All 1/20 12Kt. GF for you. 


e¢ SIE5CO9O5 T a gf OA TE gg It pays to Carry a full line of 
LeStage quality chains. 

ro Soy a” Se a Or Sao Cn Ot Go 

as a i Lg 


Sold only through wholesalers 





New York Chicago Monrovia, Calif. Le S ; f.Xe é 


9 Maiden Lane 29 E. Madison St. 110 El Nodo St. 
A. H. Betz A & Plnere James F. Loveridge MANUFACTURING COMPANY 


NORTH ATTLEBORO MASSACHUSETTS 


CHAINS + BRACELETS ¢ LOCKETS ¢* KNIVES ¢ BABY JEWELRY © IDENTIFICATION BRACELETS 
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If it’s matched sets, look to Kaplan- 
made diamond rings and wedding 
ba nds. For <a years Morris Kaplan 
& Sons have given the utmost i in 
combined Quality and Value. Matched 
~ gets in a wide variety of original 
designs from $25.00 and more. 


These exclusive ring sets come in 10% 
- iridium platinum, 14K yellow and 
white gold, all set with diamonds 
of the finest quality and color. 





RE MBBER 





Dedicated to Quality and Value since 1893 
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in watch bracelet: 


Ratchets have come, and ratchets have 
gone, but here is a new Marvel-designed 
ratchet* buckle that is not only mechanically 
perfect, but as simple and trouble-free ¢, 
: it is slim... New for Fall, too, is the MARLEDA 
<< series, a new, single-action expansion 
that stretches to more than double its origina! 
length. Yes, here at last, is an expansion 
that, combined with snake chain or mesh, 
will fit over your customer’s hand, 
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W830? 
Retail (T.1.) $: 


WB304 
Keystone, $4 


Retail (T.1.) $7.75 
Keystone, $5.63 





WB301 
Retail (T.1.) $5.75 
Keystone, $4.38 





WB307 
Retail (T.1.) $6.50 


Ww8325 
Keystone, $4.88 


Retail (T.1.) $5.50 
Keystone, $4.25 
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35 SERIES 
a NEW ratchet* 


SIMPLE ¢ EASY * SURE 


* Patent Pending REGISTERED TRADE HAI 








thru wholesalers 





“‘Marlock”’ Series — 1/20 12K Gold Filled 


mM A RV | MARVEL JEWELRY MFG. CO. 
All snake chain numbers available in square, i 
round or oval chain, either single or double. All SYMBOL OF QualIT! 
bracelets in Hamilton, Pink or White. ANIN cosere Ante 
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Inc., 87 Nassau St., New York 


[ 


Ring Co., 


1949 
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FOR AUGUST 








PRESENTS a new DELUXE JEWEL BOX 


Style 55 


Magnificent! Fashioned of brilliantly lustrous Genuine Aniline-Dyed Leather. Regal 24Kt. 
gold tooling. Exquisitely-detailed interior (befitting a much higher-priced box): Veivet 
lined case; glimmering satin on lid. Magic Tray is 24Kt. gold tooled, with four earring bars 
and individual ring slots. Velvet-lined Secret Compartment. All solid-brass fittings, with 


snap-hasp set-in lock and key. Size: 10 x 7 x 3144”. Colors: Wine, green, blue, chestnut. 


Suggested Retail: $5.95 Cost to you: $3.50 


New FALL CATALOGUE upon request 


MELE MANUFACTURING CO. INC. 


366 Fifth Avenue, New York 1, N. Y. Established 1912 
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ANOTHER SENSATIONAL 
PACKAGE FOR THE NEW MIGHTY 





| \ peidel 
SIR GALAHAD .. . just part of Speidel’s 
integrated program which once again leads the way in 
delivering the goods, the customers, and the tools with which to 
sellthem .. . a program geared to increase your 


volume in today’s competitive market. 





THE NEXT 7 PAGES TELL THE STORY 
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> Boldest, Newest Watchtand ... 








the Magnificent, Mighty 





This massive, new, he-man’s 
band is reminiscent of the 
mighty chains with which 
medieval knights anchored 
their swords to their 
shining armor. Sir Galahad 
has a special distinction 
because of the stalwart, 
clean simplicity of its 
design. And even in 
Speidel’s history of 
elaborate packaging, never 
has there been so dramatic 
acase...a gift package 
emblazoned with a pattern 
suggesting a heraldic design. 
Sir Galahad will give to 
watch and wearer that 
masculine look so 
important in men’s fashions 
these days. In yellow, pink 


or white. 
$ | 4.99 


Fed. Tax Incl. 
(FAIR TRADED) 








EVERY SUNDAY NIGHT “Slo Lhe Musec”’ SELLS SPEIDEL WATCHBANDS FOR YOU! 














High Yashion ... 






Notice haw the wheat-like 
end details form a beautiful 
framework for the dial 
of a ladies’ watch. 


¢ 


New B eauly fer Yall 
with the 


All the delicate tracery 
of a sheaf of wheat has been 

wrought in golden loveliness in this 

new Speidel GOLDEN HARVEST ladies’ watch 

bracelet. The exquisite center bracelet design 

of wheat kernels fashioned into a truly feminine pattern 

is a thing of beauty — is enhanced even more by the 
graceful lines of flexible end details in another model as 
shown in box. Practical too, and comfortable as it is 
flattering. In Yellow — Pink — White. 






With Regular Ends 


(Illustrated at top) 
or 


With Graduated Ends 


(Illustrated in box) 


$Q-95 


Fed. Tax Incl. 
(Fair Traded) 


EVERY SUNDAY NIGHT “Hlop The Mustc’’ SELLS SPEIDEL WATCHBANDS FOR YOU! 




















You 











Bert Parks 
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Actual Size 21” High, 21” Wide and 9/2" Deep. 


A Gand SPEDE GRAND Qu. 


7 MM tilt locks AY /4 Up $l Va Mba» @ Seidel 





Yes, Speidel does more 
than make America’s 
most popular watch- 
bands . . . New designs, 
spectacular packages, 
consumer demand as 
generated by Speidel’s 
great “Stop The Music” 
radio show. Now, as 
always, Speidel’s smash- 
ing, unique merchandis- 
ing units will help you 
clinch the sale at point- 
of-purchase 


‘baie revolving, lighted Bert 
Parks display will identify 
your store with “Stop 
The Music.” Its stage-like 
effect is so real you can 
almost hear Bert calling 
“the people of America.” 
Then the center unit 
revolves and reveals the 





new Speidel Sir Galahad 
watchband in its magnificent 
heraldic gift box. 


This display PLUS the magnificent, miniature baby-grand 
piano PLUS a replica of a gorgeous hand-carved Chinese Chest 
... all are furnished to you FREE with the “SPEIDEL GRAND" 
Unit. Order today through your Speidel Distributor. 


The “SPEIDEL GRAND” unit consists of: 
A. PIANO UNIT with 4 trays of 


12 Ladies’ Watch Bracelets 8 Men’s Watch Bands 
B. CHINESE CHEST — SHORT and LONG ASSORTMENT | 
8 Ladies’ Watch Bracelets 6 Men’s Watch Bands 
C. INDIVIDUALLY GIFT-BOXED MERCHANDISE . 
10 Ladies’ Watch Bracelets 9 Men’s Watch Bands 


(one on display) 


Your Cost “SPEIDEL GRAND” Unit . . . «$296.78 
Your Selling Price (Fed. Tax Incl.) . . | ; 627.40 
Your Profit (after deducting $102.08 Fed. Tax) 262.09 


























,. She Most Dyn amc, 
Imaginative Merchandés ing 
Unil on Watchtand Has lo ry / 


She Speidel Miniature 
Piano with Miustc Box 


Who else but SPEIDEL would think of selling 
watchbands for you with this gorgeous, mahogany- 
finished music box piano! Open it and it starts 

to play! Inside are four handy trays of Speidel 
watchbands... truly an enticing counter 
merchandiser. This unit is available separately 

if desired. 

It consists of: 4 Sir Galahad, 3 Golden Templar, 

1 Golden Knight; also 6 Golden Harvest, 3 Golden 


Chord, 2 Ming Tai, 1 Fiesta. 


Your cost of piano unit only . . . $95.73 









t thorl and Long 
bssorlment tn an 
Exotic Chinese Chest 
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Now, for the first time, SPEIDEL furnishes Jewelers with 


an assortment of Short and Long watchbands to take care of 








special length requirements. Arranged in an authentic, 







beautifully carved reproduction of an ancient Chinese chest 


design, this unit is also available separately if desired. It 






consists of: 3 each Short and Long Men’s Watch Bands; 5 






Short and 3 Long Ladies’ Watch Bracelets. 






Your cost of Chinese chest unit only . . . %66-46 











SPEIDEL WATCHBANDS FOR YOU! 











Dazzling, Clameorous 
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The large Old World Jewels gift package (above) is a superb 
setting for OLD VIENNA, a luxurious cameo adorned set, con- 
sisting of earrings, pendant and bracelet. Inspired by the romantic 
old city on the Danube, so richly endowed with beauty, it has 
unparalleled charm and grace. The set — . 


Me S-102 $32.50 


Fed. Tax Incl. 
(Fair Traded ) 


In the gift package at right is displayed the lovely CHARLOTTE 
CORDAY bracelet bordered with simulated pearls, containing a 
locket which opens. There is « brilliant simplicity and distince- 
tion in the design very much in keeping with its old world 
background. 


A-205 $14.95 


Fed. Tax Incl. 
(Fair Traded) 
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Speidel has delved back into the early 19th century 

to recapture the old world charm that characterizes this 
brilliant new line of jewelry. There is a regal elegance 
about it that will make any lady wearing it feel 

like a Queen! Sold singly and in sets, the collection includes 

sumptuous pendants, brooches, lockets, earrings, and 
expansion bracelets, all expertly fashioned with 
traditionally fine Speidel craftsmanship. 


The basic shapes of the decorative motifs on the bracelets 
are oval and square, with earrings and other pieces 
carrying out each theme. Some are lavishly engraved; 
others contain sparkling stones or simulated cameos 
with a real heirloom look. This whole exciting group 
with its romantic background is truly inspired! And 
just look at these exquisite gift packages! 
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A-201 SPIRIT OF FRANCE Cameo Center $16.95 


A-105 JOAN OF ARC 
Plain Center $17.95 





A-205 CHARLOTTE CORDAY PlainCenter $14.95 
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A-203 ISABELLA Sapphire — Ruby — Emerald $16.95 


A-103 MARIA THERESA 
Sapphire — Ruby — Emerald $19.95 
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A-107 CELLINI 
A-207 MERRY WIDOW Engraved Center $16.95 Engraved Center 





A-209 LUCRETIA Onyx Center $16.95 


All prices include Federal Tax 
A-101 OLD VIENNA 


Cameo Center $19.95 


Each of the OLD WORLD JEWELS bracelets are exquisitely 
gift packaged as illustrated by item A-205 on opposite page. 
All come with outside box which also carries out the OLD WORLD 
JEWELS effect in package design. Many of the items are also 
available with matching Pendants, Brooches, Lockets 


and Karrings. 4 
ee cis, 
A-109 CATHERINE THE GREAT 


Onyx w/10 kt gold setting for diamond $22.00 





EVERY SUNDAY NIGHT “Soft The Music” 





She eidel Bands ae tn greal demand 


Herre’s the whole illustrious gallery of the newest and most 
popular Speidel watchbands — all available in yellow, pink 
or white. The ladies’ watch bracelets come in a variety of 
ends as indicated in the illustrations. The men’s bands are 
available in %” and %%” end sizes. Be sure to specify end 


sizes, also color when ordering. 


ALL RETAIL PRICES INCLUDE FEDERAL TAX. 


Me. 351 Speidel GOLDEN KNIGHT IDENT. Ret. $13.50 
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ie. 361 Speidel GOLDEN TEMPLAR COMB, w/Links Ret. $/1.% 
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Pena goed Me. 706 Speidel GOLDEN MARVEST Retail $9.95 
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‘Ne. 790 Speidel GOLDEN CHORD Retell $9.95 , 
ps ee, ee ee ee ee ee 
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*Mo. LD/788 Speidel MING TAI —Lerge “BD” Ends Retoll $8.95 . 


SIS S. Chhhhhhhhhithtitiiia “Me. C1/780 Speidel MING TAI — w/Cvstem Ends Retoil $9.1 
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Mo. 1D/777 Speidel Squere Sacke Choin Retell $5.95 o - 
we 
Me. B/773 Speidel MIGNON — Snake Chain Retell $4.50 


a oe 


Meo.1D/774 Speidel Rewund Sacke Choin Retell $5.95 , V54 PY) //) 
i se _ LEY VD Dadadds yyy 
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| Ne. iD/778 Speidel Dovble Squere Senke Choin Retell $7.50 Me. 791 Speidel FIESTA Retell $13.30 


*Items are available in 10 KARAT GOLD Top Shells, Stainless Steel backs. Speidel 10 Kt. 
Golden Templar and Golden Knight to retail at $32.50, federal tax included. Speidel 10 Kt. 
Golden Chord and Ming Tai to retail at $25.00 including Federal Tax. All charmingly gift-boxed. 


SPEIDEL CORPORATION °¢ 70 Ship Street, PROVIDENCE 2, R. I. 
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distinctive... 


inside and out 





Jewel of a box, in marbled plastic set off with luxurious 
velvet cover, Arrow designed and Arrow-manutactured 


exclusively for Jacques Kreisler. 
Wherever gift merchandise is on show, you find prized products 
in prize packages custom-made by Arrow. Products that are 


something special deserve the special attention they get in an Arrow 


individualized box. If you’ve a package problem, send it our way. 





























Increasingly, volume-conscious jewelers everywhere 
are recognizing the validity of the LB policy of “’High- 
est Quality at Lowest Prices!’ 


MATCHED BRIDAL SETS 


Illustration is typical of 
smart styling. These rings 


\"" sold in group lots. 


Also outstanding in the LB line are fraternal 
rings, emblems and lapel pins, distinguished 
watch bracelets, and quality rings crigina- 
tions for men and women. 


No. 1777 — Synthetic ruby or blue spinel, genuine No. $348 — Eastern Star cluster ring, 14k gold set 
onyx. Choice of encrusted fraternal order. 10k and with synthetic rubies, sapphires or genuine garnets, 
14k gold mountings. enameled emblem. 


No. 1830 — 10k or 14k gold Fraternal Ring, enam- No. $311 — 14k ladies’ cluster ring, choice of gen- 
eled emblem. vine and synthetic stones. 


No. 1914 — Shrine ring, 14k gold with diamond No. 1832 — 10k or 14k gold man’s ring, with syn- 
set platinum emblem. thetic stones. 


4, a 
*h of qua 
MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 


2 WEST 47 STREET © NEW YORK 19, N. Y. 
SEE US AT BOOTH #401, ANRJA CONVENTION, BASILDON ROOM, WALDORF-ASTORIA, AUGUST 15-18 
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RINGS + COSTUME JEWELRY «+ NOVELTIES + PLASTICS 












{ 















Los Angeles Office 
448 S. Hill Street 





MANUFACTURING COMPANY 


“America’s Largest Ring House”’ 


PROVIDENCE, R. I., U. S. A. 







New York Office 
303 Fifth Avenue 





TRADE MARK 





STERLING ¢ GOLD FILLED + ROLLED GOLD PLATE + METAL « PLASTIC 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking —sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in 14 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue 
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the Dunhill 
lighter that’s 
Jewelry too 








Everything about the Rollalite explains why so many jewelers regard it as the 
logical lighter to feature. It’s designed and built like jewelry—it has the look and feel 
and finish of jewelry. It’s a higher grade lighter — Rollalites begin at $10. 


Its distribution is confined to better stores. And it has the prestige of the 
Dunhill name, world-famous for quality and good taste. Definitely — the 
Dunhill Rollalite is the lighter for jewelers to feature! Order from your 
wholesaler today or write to Alfred Dunhill, 660 Fifth Ave., New York 19. 


bd ROLLALITE POCKET LIGHTERS: Heavy-ribbed, | 
fine-lined and diagonal models for men and women. 
Retail prices: Rhodium plate $10, Gold plate $15*. 
In an outer jacket of 14 kt. gold, $125* and up. 


ROLLALITE TABLE LIGHTERS: Heavy-ribbed, 

fine line and diagonal models. 

Retail prices: Rhodium plate $12.50, Gold plate $15*. 
*Plus Fed. Tax 
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ROLLALITE CIGARETTE LIGHTER 
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#120 ‘Ballerina’ Ladies’ Watch Bracelet with expansion 
center, #442/A “The Lieutenant’ Men's Watch Bracelet 
with expansion center, ML 1- Cuff Links, MK1-Key Chain, 


MS 14- Tie Holder. 
Cuff Links, Key Chain, and Tie Holder attractively gift boxed. 


Jtems shown 1/20—12 kt. gold filled 


\ 


We have a complete line of top quality P 
watch attachments and men’s jewelry (] (] yj 


for those who demand and appreciate 
the ultimate in craftsmanship. C COMPANY YSZ 


JEWELRY CRAFTSMEN OF DISTINCTION 
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Sold through wholesalers only 


6219 MADISON STREET, WEST NEW YORK, N.J. 


FOR AUGUST, 1949 oD 
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TALKING UP 
ARTS & CRAFTS 


Important news spreads fast 

. and the trade is coming up 

to see Arts & Crafts handsomely 

designed Onyx, Ruby, Signet, 

Birthstone and Fraternal Rings. 

They have been advertised coast- 

to-coast by many of America’s 

leading jewelers. They have put 

the spotlight on Arts & Cratts of 

Hartford . . . for profitable sales 

ey | f in men's rings. See this line FIRST 

heels Bie ...in Arts & Crafts suite at the 

bi fs Waldorf-Astoria during the ANRJA 
Convention. 


Sratrnal RINGS 


...with meaning! 


Designed by Ben Novgrad, Fraternal Rings with 
MEANING have that added SELLING PUNCH you 


need today. Each ring carries, in elaborate detail, the 




















rich symbolism of a leading fraternal order. See these 
new rings at the Waldorf, along with Arts & Crafts 


equally newsworthy line of fraternal buttons. 


ARTS CRAFTS 
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MANUFACTURERS OF FINE MEN'S RINGS 
106 ANN ST., HARTFORD, CONNECTICUT 


Patents Pending 
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a new american-made 
calendar clock 
by —Yhinney Walker 





Size: 4 x 4” 
To Retail at 


. + 


On West Coast $10.45 plus tax 


€ 4 What's the time? What's the date? The new Phinney-Walker 

Calendar Clock answers both questions ata glance...does 

ooo) ss] 0) i-3i-MloloMey mi ilanl-01.4-1-)0)] ile Ere] tnlollil-Melimelaclll cel (— 
clock with an automatic 22-year calendar. With a flip of 
iatcmalate [-1mdl-moe] (-lalelolmaeliM ol-MolelUCti-tomcol mel harem lit 
B-7AChmn -lalelstameliimmalaleiiPan coli t-ce Mell immalelnal-1ce] Melis imel[ol Melire 
calendar. Precision movement timed and guaranteed by 
Phinney-Walker. 
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Phinwesy Mdher Ce 
Consult your wholesaler c Vhinwey 4 Libor ) {) 


Clock Makers Since 1915 


— onic 30 IRVING PLACE © NEW.YORK 3, N. Y. 
B 


oOTH 513 
Le Perroquet Suite (4th Floor 
Waldorf-Astoria ” 
wd nae ON THE AIR OVER LEADING RADIO STATIONS FROM COAST TO COAST 


DIVISION OF SEMCA CLOCK CO., INC. 














WARNING! 


Magniset is patented in 
the U. 5S. Pat. Off. No. 
152469. Infringers will 
be promptly prosecuted. 


(2. Newly Patented Setting, Magniset, is contrived so as to add to the 


Magnitude of a small center diamond. These cleverly fashioned settings are made 
with a combination of a new type reflector and a sparkling border of flashing 
Rhodigem—in that whiter than white metal which never dulls. Because they enhance 
the diamond size in a new and unique fashion, they are the perfect solution to 


the jeweler’s problem of properly setting small diamonds in large top mountings. 


*%THE MAGNIFICENT NEW, PATENTED SETTING CREATED BY. 


GOODMAN & COMPANY 


NN @ Oe ee ee 
42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 
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June fewelers " pecords voprorl thal 
Omega requires less servicing than 
any other watch tn ts clas 


Shop records are important to us...and highly revealing to the jeweler. For it’s the reliable, 
consistent accuracy of a watch that makes satisfied customers. The man or woman who buys a 
fine watch expects it to keep time. That’s precisely what Omega does... keeps time. Enthusiastic 
Owners say Omega is the finest watch they’ve ever owned...that its accuracy is downright 
amazing. You can see why fine jewelers value the Omega franchise so highly... why Omega is 
the choice of fine jewelers throughout the world. 





She Omega Aidomatic 


The thinnest highly precise self-winding watch made today. Its superb 17-jewel movement enclosed 
in a case of rare elegance. 14K gold-filled, $71.50 retail; other Omega automatics to $450. F.T.1. 


) /\\\ = - A NORMAN N. MORRIS WATCH CORP. + 608 FIFTH AVE., NEW YORK 
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YOUR CHOICE OF ANY OF THESE $4 500 


3 BEAUTIFUL PATTERNS 


e EXCELLENT WEIGHT e ONE PIECE CONSTRUCTION 
e NYLON BRISTLED BRUSHES ¢ BEVELED MIRRORS 


(In Bulk Carton) 


NOTE: Above Sets Available in 6 Piece Ensembles. 


Consists of Comb, Brush, Mirror plus Matching Sterling Silver 
Top Puff Box, File, Shoe Horn and Gorgeous Display Box. 


I OPEC assis nccocecnnrccueieesscicrnesign eee 


—— SPECIFY NUMBER WHEN ORDERING 


6/507—Engine Turned Design 6/509—-Plain Design 
6/510—Engine Turned Design 


Saar 


STERLING 
DRESSER 
SETS 


3/508 
3 PIECE STERLING SET 
‘ulip motif; satin finish; with 
bright shield. Fine quality at a 
modest price. The LOWEST 
RICE in 10 years for a quality 
‘sterling set. 


3 PIECE STERLING SET NG 
Graceful, feminine design in 37 390 Ms 
fatin finish with polished shield. 

cellent weight; one piece (in Bulk 


construction; nylon bristled Carton) 
brush, beveled mirror. 


(in Bulk 
Carton) 


/E12—As above with genuine hand engine 
tning in bright polished finish. 
Per Set (In Bulk Carton)............«..-....$13.50 


6/508-——6 PIECE ENSEMBLE 
Satin finish, fancy box, same contents as set 
6/511 described on left. 


Per Set AVON se eReewen Seasesvasessesseszesuersenconesesnesee $ ] 9. 9 5 


6/512—46 PIECE ENSEMBLE 
Same contents as 6/511 described at left. En- 
gine turned, Fancy gift box. 


Miditishbtiesesnccseceuscmucabaccccesscce: INE Se Per Set ssicissice piuuibaiieaabiiiecsacta siecuediaciol caummesmel cue ccaeteaaeoar el! 


VS1I—As above in 6 piece ensemble 
vith matching Puff Box, File, Shoe Horn 
ind attractive gift box. 


Ee 


Satin Lined Fancy Display Boxes for 
4 Piece Sets Available. 
ch 


my oa » 





i 


L Lu ri 2 & So n ! n C See Our Complete Fall & Holiday Display af: 

: . , . ANRJA CONVENTION 

: ° Waldorf-Astoria : 

ee. The Scluer House New York City | 
°0 Fifth Avenue 400 S. W. Second Avenue 214 Pryor Street, S. W. August 15, 16, 17, 18 > 1949 
" York 10. N. Ts Miami 36. Fla. Atlanta 3. Ga ‘ °)\ 
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don't trust 
your naked eye 
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Let Your Own LOUPE 


prove the PERFECTION of f Loupe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds ? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 
- of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 


\ 
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630 FIFTH AVENUE, NEW YORK 20, N. Y. « 
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King size 
CIGARETTE TRUNKS 
available. 


CIGARETTE TRUNK 


Diminutive — this pet of a bibelot 
“measures a@ mere 3"'x1%4"' — yet 

holds 12 cigarettes. Contrived of jewel- 

er's bronze — golden exteriors either satin 

or luminously polished.. - - gold trim on 
baked enamel exteriors in black, white, red and 
navy ... rainbow reflecting pastels. 





DEALERS PRICE: $3300 a dozen 
Your choice of colors. 


Utterly different, the CIGARETTE TRUNK commands attention wher- 
ever it is shown __ inspires sales wherever it is seen --- Rush in 
your order today! Be first to feature this exciting innovation in 
cigarette cases. Your sales will inevitably be astounding! 


~~ 





KOTLER & KOPIT, INC. 
Cigarette Trunk—patent pending 





Y ° 
a when you think of merchandise for your 
mers and more profits for you—think of 


Jenkins & So 
ns, Inc. We have what 
when you want it. eaten’ 














W . . . 
holesale Jewelers—Electrical Distributors, 25% E. Adams Jacksonville 2, Florid 
’ ’ ri a. 
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precision multicolor 
. Natural result of Norma's 
. Norma's sleek beauty 


s recommendation by multitudes 


of satisfied users—of intensive national advertising directed to 


l 


i) 


THE JEWELERS’ CIRCULAR-KEYSTONE ~ 


ONE NORMA SALE 
MAKES MANY OTHERS 


Ip 


I~ 
Hy] 
]) 


professionals, and students . . 
and amazingly smooth performance are backed by these sales aids: 


/ 
/ 


, 


Y 
I 
/ 


Across the nation, retailers report that Norma 


pencil, is breaking all sales records . . 
patented advantages—of Norma 


executives 
© Unconditional guarantee for mechanical perfection 


© Store-Tested Newspaper Ads and Radio Scripts 
© Full-Color window displays and mail pieces 


© Impressive counter display units and trays 
NORMA PENCIL CORPORATION, Norma Building, 137 West 14th Street, New York 11, W. Y. 
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Exclusive West Coas! Distributors: Fred lL. Lee and Company * 448 S. Hill Street, Los Angeles, Calif. * 704 Market Street, San Francisco, Calif. 


from $4.50 up... 
Write for latest 
sales and mer- 
chandising data. 


Norma 4-Color 
Also 3-Color 


Models Retail 
Models $4... 
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Keepsake Leads the field 


~ \ 


in National Advertisingf¥s 


a 
s e 
ae 


The Greatest DEALER-LOCALIZED 
Advertising-Merchandising Program | 
in the Jewelry Field SELLS HARD 


for the Jeweler with the 
KEEPSAKE FRANCHISE 





For Fall, 1949 . . . 35 Insertions in 15 Leading 
Magazines WILL SELL Directly for You as an Authorized 
| 


Keepsake Jeweler! 
| 
According to recent surveys marriages account for | 


about 40 per cent of jewelry store sales each year. 


’ 
’ 


ARE YOU GETTING YOUR SHARE? | 


Keepsake can put you in touch with these prospects | 
and these prospects in touch with you (see next page) | | 
! 





7 out of 10 People Who Pass’ 
YOUR STORE will regularly see Keepsake 


Advertisements in These National Magazines... 








REMEMBER, 
“The Name that’s Most Familiar is the Name that. 
Sells the Best’ 


and KEEPSAKE IS THE BEST-KNOWN NAME IN BRAND-NAME RINGS | 














KK Dealer-Localizes 


National Advertising 


— 





Brings Prospects Directly into Your Stop 


THIS COUPON IN EVERY 
KEEPSAKE ADVERTISEMENT 






brings in the names of the most logical prospects in yoy | 


trading area. 


Thousands of coupon inquiries are received from prospects, Every | 


inquiry is answered with the name of the nearest authorized Keepsake 
Jeweler AND in addition, the prospect’s name and address is forwarded 4 
to the jeweler for follow-up. 

% 


FREE Keepsake Etiquette Book 


@ Offered in Every Advertisement! 

@ Made Available to Keepsake Jewelers for Giveaway! 
This book is nationally recognized as the complete and authoritative 
source of information on engagement and wedding etiquette. In addi- 
tion, it contains illustrations and prices of popular Keepsake rings plus 


a section devoted to “How to Choose Your Diamond Ring with 


Confidence.”’ 


Exclusive with Keepsake 


THE BRIDE’S KEEPSAKE BOOK 
for WEDDING MEMORIES 


@ Brings Your Best Prospects Right into Your Store. 


This valuable book is promoted in the coupon of every Keepsake 
advertisement. The only way a prospect can obtain a copy is by coming 
to your store. One of the smartest business-builders yet devised . .. 


pays off in every department! 


@ White Leatherette @ 2 colors throughout 
@ 48 illustrated Pages @ Individually Boxed 


Western Union OPERATOR 25... 


the Selling Voice of Keepsake National Advertising. 
Every National Keepsake Advertisement Carries this 


Message! 
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DIAMOND RINGS 















EVE Ring (White Gold) 400.00 
Also $300 and 575 
Also available in platinum 


Wedding Ring 125.00 








HOLLISTER Ring 750.00 
Also $450 to 1100 


! 
ay. Wedding Ring 150.00 


% Man's Diamond Ring 125.00 
Available at $75 to 250 to 













tive match all engagement rings 
Idi- 
dus 
vith 
| rings available in either natural or white 
old. Rings enlarged to show details. Prices 
clude Federal tax. : 
<P 
BELVEDERE Ring 200.00 
Also $225, 300 and 350 HEATHER Ring 350.00 
Wedding Ring 100.00 Also $100 to 2475 and in 
platinum $300 to 3450 
JONQUIL Ring —«'125.00 Wedding Hing 1230 
Wedding Ring 62.50 
ephake became 9 Love You 
ke For this important lifetime gift, a Keepsake is the ring you choose with your head 
ng as well as your heart. 
So to be sure your diamond is the very finest value, be guided not by size alone, but by Color, Cut 
and Clarity. These three qualities determine the true value of your diamond as well as its beauty 
and brilliance. By the name “Keepsake”, these qualities are assured. 
Every Keepsake engagement center diamond is a “guaranteed registered perfect gem” as described 
on the famous Keepsake Tag and confirmed by the Keepsake Certificate, signed by your jeweler 
and Keepsake. It has been individually selected from among the world’s finest gems by experts who 
judge according to these high standards. 
Remember, if it’s a Keepsake, the name is in the ring...so, on the day you choose your diamond, 
let your Keepsake Jeweler be your trusted guide. Prices nationally established to $5000. 
Amsterdam Antwerp Home Office * Syracuse, N. Y. 
‘ For the name of your nearest Keepsake Jeweler, : 
call Western Uni b b d . fee Keepsake Diamond Rings, A. H. Pond Co.., Inc. 
ae ey ae a 120 East Washington, Syracuse 2, New York 
| Operator 25. 
FREE . . . Please send the useful 20-page book, “The Etiquette of 
is : the Engagement and Wedding” together with illustrations and prices 


of Keepsake Rings, and the name of my nearest Keepsake Jeweler. 
Also send information about the beautiful new 48-page Bride's 
Keepsake Book.” 


a a ee Pee ee ee PE Sy . 
I a 
a SE ae Lan RS DE) OF NTRS Pee LK 11-49 








Listen to BRIDE and GROOM 
Keepsake ABC 2:30 P. M., E. S. T. 
Traditionally through Six Decades the Choice 
| of America’s Loveliest Brides 


<n 
Guaranteed by. "8 
Good Housekeeping 






ly 
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One of Keepsake’s beautiful, dramatic big-space advertisements appearing month after month 
in LIFE, LOOK and thirteen other leading magazines 


























to to Make Your Windows OUTSTANDING! 


IT REVOLVES! IT TURNS RINGS INTO PROFITS! Center panel is reversible: One side displays invitation... 


This unusual, highly attractive display actually invites people other side describes Keepsake’s fine quality. Comes equipped 
with two sturdy display stands for Bride’s Book and Etiquette 


into your store. It’s an invitation to come in for the famous ; 
Etiquette Book ... and information about the beautiful Bride’s Book. Revolving platform powered by dependable electric 
Keepsake Book. motor. Display measures 19” wide, 18” high and 8 14” deep. 


All These Powerful Selling Helps 
Step Up Sales For the Jeweler with the Keepsake Franchise 


Showcase Display System Full Color Movie Playlets Customer Buying Guide 


Plaques and Counter Cards Television Films Counter Pad Merchandiser 


Dealer Radio Spots and Shows Dealer Stationery Neon Dealer Signs 

Full Color Bus Cards Certificate of Guarantee Newspaper Mat Service 

Full Color Outdoor Posters Window Displays Bride’s Keepsake Book 
Etiquette Book Wedding Ring Merchandising Plan 


Th 
Wonder Jewelers Everywhere Say “KEEPSAKE IS EASIEST TO SELL! : 


Write today for full details concerning the valuable Keepsake Franchise. If a franchise is available, 


in your area, we will notify you immediately and arrange to have a representative give you™ 


details. No obligation, of course. 


Write to: A. H. POND CO., INC. Syracuse 2, N. 





make 2 note to see the new; ! 
extensive 4 and varied line. You 
different design: with detaile 
char -acteristic © POLLO quality: 
entative call upon yOu 


to have ouF repres 
t creations at 0 
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| i 
MOR hes: fot ff ‘ one nis ks : 
ol = brooklyn 11, re 
A. Naty x 





ev" W'8e. 


Since 1900 
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HARRY & BEN FRACKMAN 


I N C OF R P O R A T E OD 


. Se gA WA | 20 WEST 47TH STREET 
. ell p\ NEW YORK 19,N.Y. 


DALLAS, Tex. Emil F. Burger 
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ARE LEADERS IN... 


sales — design — craftsmanship — performance 





THE VICTORIAN 


Silver or Golden 
Metal Finish. 
Retail 7.50 


It’s great to sell with the assurance that you are selling the best Tax Free 


— that’s exactly what you are doing when you sell EVANS. 


Every week until Xmas millions of people will be seeing and 
hearing of EVANS products thru national magazines such as 
Life, The New Yorker, Esquire, Vogue, Harper’s Bazaar, House 
Beautiful, House and Garden, Town and Country, Mademoiselle 
—over network and regional radio and television shows — every- 
where. Every day people will be asked to COMPAR E~—and they 
will select an EVANS every time. 


--> — THE COSMOPOLITAN 
Nickel Finish 4.00* 
Golden Metal Finish 
5.00* Gift Boxed *Both 
Retail Prices and Tax Free 























THE 20-PAK 
Rhodium or Golden Metal 
Finish. Gift Boxed. Retail 
10.00 Tax Free 


EVANS now has ready for 
your window and counter 
many attractive designs in 

sensational new EV ANS auto- 


THE WARWICK matic lighters. Order table 


Nickel Finish 3.00* 
Golden Metal Finish 
4.00* *Both Rerail 
Prices and Tax Free 


lighters, pocket lighters and 
combination cases from your 
wholesaler today. Reap your 
share of consumer recognized 
EVANS value harvest. Remem- 
ber, EVANS products are fair 
traded and enforced. COMPARE! 
You'll choose EVANS every time! 
Order from your wholesaler—the 
economical way! 







VRC 





... AMERICA’S BEST © 
——E 
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CASE CO. 
BORO, M 





PS hohe 






CREATORS OF FAMOUS EVANS FITTED HANDBAGS, 
POWDER BOXES, CIGARETTE CASES 
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4 = q NOT just time signals 


CA 





NOT just spot announcements 


NOT just transcriptions 


i ee 


‘i “a e BUT . « © @ big network radio show with 
PK ol hard-hitting commercials to send more 
customers into your store. 


% A new $25,000.00 jackpot every time the “Film of 
Fortune” is correctly identified 














Bob Hope 
PARAMOUNT 


%& New prizes added to jackpot weekly 


% Big name Hollywood stars as special guests each week 





Ee A A ee, es %& Master of Ceremonies . . . George Murphy 









1 cer Grate aa ~ — }% Big name orchestra with top singers 


OTH CENTURY-FOX Bs 








% Dramatic sketches— mystery clues— suspense 


% Broadcast direct from Hollywood 





a a si Here’s great news for every Gruen jeweler! 






Gruen is sponsoring the biggest weekly radio show ever launched 
by a major watch manufacturer—with everything it takes to 
make people tune in...listen intently...and come into your 
ca store to buy! 


a Capitalizing on the proven psychological appeal of giveaway 

—_— 2° shows, Gruen goes all out with a star-studded cast and a 
iii Se ;F ~~ “fmm. $25,000.00 jackpot that will soon be the talk of the country. 
? Z 2 ™ Millions will tune in their radios Sundays to listen to the Gruen 
program while hoping their telephones will ring to say the 
opportunity to win a fortune is theirs. 


Glenn Ford 
COLUMBIA 





ao 


7 : J Supplementing this powerful campaign are double spreads and 

—, ee  e full pages in leading magazines, car cards, billboards, radio and 
. ea “ —— television spot announcements. 

“Hollywood Calling” means “Profits Calling’ for the jeweler 


who ties in. Get set now for your biggest Fall-Christmas Gruen 
watch season! 






MGM 








* 





- 


will appear on every program." 


EXTRA SALES - EXTRA FROFITS 


Barbara Hale jf - Famous Stars of this ca 
COLUMBIA ‘: : 





68 THE JEWELERS’ CIRCULAR-KEYSTONE 
































with a special 


TRAFFIC PULL 


...to bring people right into 
your store to get their free 
copy of the “Hollywood Call- 


ing” information booklet. 
THE GRUEN WATCH COMPANY 


Time Hill, Cincinnati 6, Ohio, U.S.A. 


In Canada: Toronto, Ontario. 


FOR EVERY GRUEN JEWELER 
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WATCH BRACELETS \ 


LADIES’ JEWELRY 
MEN‘S JEWELRY 

BABY JEWELRY 
CHAINS * KNIVES 


G DIRECT BENEFITS from 
BUYING DIRECT — 


by 





bccn apace 
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AzZ CHAIN COMPANY 


ESTABLISHED 1905 






PROVIDENCE 3, R. 1. 





116 CHESTNUT STREET 

















70 





COAST TO THE RETAIL TRADE ONLY 
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They Lock Together...Yet Unlock Instantly! 


You'' find no complicated devices or gadgets to confuse diamonds, set in Granat Tempered Mountings* (not cast), 


your customer in Wed-Lok ensembles! A tiny gesture locks which have been specially processed, to give them greater 


these rings in perfect alignment, so they can’t possibly turn wearing power and strength...meaning added protection 


or separate on the finger, can’t rub and wear against each to the diamonds. To retail from $100 to $1250 the set; taxes 


other, yet they unlock instantly at any time. And, the Wed- additional. And...an exclusive advertising service is avail- 


Lok feature is guaranteed! If, for any reason, during the able to Wed-Lok dealers. ..attractive, specially prepared 


lifetime of the rings, the locking feature should not func- 
tion properly, it will be adjusted at once without charge. 


Furthermore, Wed-Lok offers fine quality, carefully selected 


newspaper mats, radio spot announcements, leaflets, 
counter cards, display trays! Write Granat, San Francisco 


8, California... or we will have a salesman call on you. 











GAN AT 
Manifeduring 


114 GEARY STREET « SAN FRANCISCO 8 + CALIFORNIA 






/)OMY VOM — 


Wed-Lok rings are protected by U.S. patents 


71 


*Trademark Reg. U.S. Pat. Off. 
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“WE ARE LESS CONVINCED BY WHAT WE HEAR 


THAN BY WHAT WE SEE.” —Herodotus, 430 B. c. 











= fll 


These wise words are just as true today as they were 


23 centuries ago. So we won't talk about the new 


NATIONALLY ADVERTISED 





We'll ask that you make it a point to see them 


AT OUR SHOWROOM 


when you are in New York 


for the ANRJA Convention. 


A VISIT TO LOUIS MEANS PROFITS FOR YOU 


Shedd ~ LOUIS WATCH CO., INC. 


i 
ly 580 FIFTH AVENUE 
‘OWI NEW YORK, NEW YORK 
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COLMA LEIS AGERE Beppe GOR ID. BELLE BOSE 


Re 


—IN STERLING by.. Ww. .WOLFENDEN 


From the newest and most modern plant in the industry will flow competitive values in 
popular-priced Sterling holloware and specialties. When the Wolfenden Line of Baby 
Goods, Steak Sets, Serving Pieces and holloware is spread, you will recognize authority 


of design and craftsmanship — true value-packed money-making items — each effectively 





gift-packaged. 
FOR THE “GIFT OF GIFTS” SEE STERLING BY WOLFENDEN 





J. W. WOLFENDEN CORP. 


SILVERSMITHS and MANUFACTURING JEWELERS 
ATTLEBORO © MASSACHUSETTS 


REPRESENTATIVES 
ROBERT L. RYDER, Vice Pres. and Sales Manager 
FREDERICK B. PLATT, New York HERMAN B. HIRSCH, Los Angeles 
SAMUEL FELDMAN & SON, Chicago LARRY LAWRENCE, South 
HERBERT C. JOHNSON, New England 





STERLING 





A > / TAYE TOWN rf + 
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Write! Phone! Wire! 


B. KLEITZ & BRO. CO. 


SIXTH and MARKET STREETS 
WILMINGTON, DELAWARE 





for Community’s newest 
@, 


ANY 


A Pattern in Silverware 














Get in the parade... get set to do a job with 
Community’s newest pattern, ‘‘Evening Star,”’ 
in the lovely new *‘Dream Chest.”’’ We prophesy a 
brilliant future for this combination that’s slated to 
do a double selling job. The new pattern is unusually 
beautiful with its fine sculptured lines ... the new chest of 
wine red plastic with crystal clear feet and handle is a useful 
selling tool...a fine display piece. 












* Trade-marks of Oneida Ltd. 


———— 
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Mae, your : 


You’ll sell more silver when you feature PACIFIC SIL- 
VER CLOTH containers. Here are four reasons why: 


1. Your customers enjoy silver they don’t 
have to polish. Silver kept in a Pacific Silver 
Cloth chest, bag, roll or wrap stays always 
bright. It can’t tarnish! No other cloth can 
make this claim. 


2. Your customers save work, time and 
money for life. That’s why they like to buy 
from a jeweler featuring Pacific Silver Cloth. 


3. Your customers want more silver because 
upkeep 1s eliminated. Your first sale is not 
the last sale. You get more repeat orders when 
you sell silverware with a Pacific Silver Cloth 
container. This fact was proved in a recent 


survey among housewives. 


4. You get store traffic from the millions 
who see Pacific Silver Cloth national ad- 
vertising. New customers want it with new 
silver. Others want it for old silver. Consumer 
inquiries in 1949 are double last year’s. To 
attract these people, display Pacific Silver 
Cloth wraps in the new se/f-selling package. 


FOR AUGUST, 1949 





ACTUALLY PREVENTS TARNISH! 


Check this point: Usually jewelers featuring Pacific 
Silver Cloth products sell the most silver in town. 
Tell your customers frankly that only Pacific Silver 
Cloth actually prevents tarnish with lifetime effective- 
ness. No other cloth compares for prevention of tarnish. 
Sell silver this modern way—in a Pacific Silver 
Cloth container—for extra profits, extra good will and 
extra silverware reorders from people who enjoy their 
silver because they don’t have to polish it. And to this 
add many extra Pacific Silver Cloth chest, bag, roll 
and wrap sales. For prices and literature, mail coupon. 


PACIFIC MILLS, Department JC 8 
214 Charch Street, New York 13, N. Y. 


Gentlemen: I am interested in 0 wraps, LJ chests, (J hollow ware bags, 
DC place-setting rolls, 0 packets made with Pacific Silver Cloth. Send 


me names of sources of supply and descriptive literature. 


NAME 





POSITION 





DEPT 





STORE 








STREET ADDRESS 


CITY ZONE STATE 
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THE NAME THAT MEANS 


Easier Sales —- Bigger Profits 














If your jobber doesn’t have these items, write or wire us collect for the name of one who has. 


MANUFACTURERS OF BETTER GOLD AND GOLD FILLED JEWELRY 


PROVIDENCE STOCK COMPANY 


PROVIDENCE, RHODE ISLAND 


11 Maiden Lane 29 E. Madison St. LOS ANGELES 
NEW YORK CHICAGO 
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New York, Journal-American 





All over the country, women are reading about the revolutionary 
ETERNA: MATIC in the news columns of their favorite newspapers. They re 
learning how utterly different it is: how it winds itself at the slightest 
flick of the wrist...how it stays wound off the wrist for as much as 40 
hours. They’re learning how foolproof it is: how it keeps going even 
when the wearer’s hands are resting. They’re learning how attractive it 
is: how the ETERNA-MATIC is the smallest, the most fashionable self- 
winding watch ever made. Here’s the first and only watch to wind itself 
on a ball bearing! 

The ball bearing mounting in ETERNA- MATIC is unbreakable—contains 
no pivot or jewel. Entire automatic system is held in place by three easily 
accessible screws—removable in 45 seconds—exposing movement. 

At last the market you’ve been looking for! As women read the 
news stories...see the national advertising...they re going to come into 
your store shopping for ETERNA-MATICS. Be ready for them. Stock up 


on the complete ETERNA- MATIC line now! 


ETERNA WATCH COMPANY OF AMERICA, INC. * 580 FIFTH AVENUE, NEW YORK 19 


ETERNA-MATIE 


Look for this ETERNA*MATIC symbol on the dial. 
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when a watch makes news 


...THAT’S NEWS! 


Muncie, Ind., Evening Star 















“seltswinding It seems also 
that many women have not been 
able to use self-winding watches 
because they simply did not move 
around enough to keep the works 
in operation. 

But that’s over now~new watch 
will work even for women who do 
no more than reach for chocolates 









Oklahoma City, Oklahoma, Times 











THE INSIDE STORY - Unbreakable ball bearing mount 
swings oscillating weight freely in a complete circle 
—both clockwise and counter-clockwise—winds main- 
spring at the slightest hand motion. 





TO HELP YOU SELL ETERNA-MATICS - Use these smart, 
compact, dignified ETERNA*MATIC displays suitable 
for window or counter. And show your customers all 
three basic styles...in stainless steel, steel-and-gold, or 
14 and 18K cases...standard or waterproof* models. 
Shock protected. Dust protected. Non-magnetic. $71.50 


to $200 (FTI). 


*The ETERNA-MATIC waterproof models are guaranteed to remain so even 


after cleaning or adjustment, provided they are serviced with genuine Eterna 
parts by an authorized Eterna dealer. 


17 








md rity Cina me 


in WHITING & DAVI 





PPP SES ’ 
Oe Se “ 
ee - Seee , ae es ; 
S5O4 ee $ Le >< ee 
s Be 2 . ¢ S399 Aj 
eee See eg os & EEE [rs * Sth ay 
: > ‘ ) ‘4 PAP Pd ae 4 


oe 
ee 


oe, ~ 


ONS 
aS 
ARAN 
Sa 
NY. 


Exciting things have happened to mesh in Whiting & Davis’ new col- 
lection for Fall...and your favorite wholesaler has it now for your 
inspection. Smart new mesh bags lead the line, of course, and there is 
also a handsome mesh billfold and a unique cigarette case in this out- 
standing collection. 

As always... quality, value and style are built into every Whiting 
& Davis creation—each one a finely wrought masterpiece in the color 
of gold and silver to add elegance to the fashionable woman’s party 
season —each one a creation discriminating jewelers can proudly offer 


their customers. WHITING & DAVIS CO., INC., PLAINVILLE, MASS. 








A MESH ROSARY CASE ... designed 


W He | T | N G & ae AV I S in beautiful simplicity ... is another 


ey feature in the new Fall Whiting & 
Off . ‘ () , Davis line. 
Soad in hand usth fashion 
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including Federal Tax 





gold filled! 
steel back 


FREE . . . Mats, displays and other sales aids for your store promotion of the new Cricket . . . write today! 


Promote the new Cricket in your local newspaper — you'll be amazed at the response! 

























































































VULCAIN WATCH COMPANY, INC. « 630 FIFTH AVENUE, NEW YORK 20 
West Coast: Hubert A. Wood, 649 South Olive Street, Los Angeles 14, California 


See our new Foll line 

Displayed at the ANRJA 

Convention Aug. 15-18 
BOOTH 305 @ JADE ROOM 


THE JEWELERS’ CIRCULAR-KEYSTONE 








“it’s Watch Inspection Time”... September 12 to 17 


TIME TO GET IN ON THE 
BIG 3-WAY PROMOTION OF THE 
WATCHMAKERS OF SWITZERLAND 


* Special ‘Watch Inspection Time’ Ad. 
* Special “Watch Inspection Time’ Merchandising. 
* Special “Watch Inspection Time’ Contest with these valuable prizes. 








More than $1500 worth of prizes! 4 grand 
prizes — each a wonderful Swiss-made 
Neuchatel clock; PLUS 20 awards of 
merit—each a well-stocked Official Cabi- 
net for Swiss Watch Repair Parts. 











valuable prizes—and increase your 
repair business! Enter today! 





IT’S FASY! All you do is take a snapshot of WIN 
= your store window and write a letter. 


Send in the official entry blank on the fourth Inspection Time,” September 12-17 (to qualify, 
page of this advertisement. You'll receive by your window must include the free “Watch In- 
return mail a merchandising booklet containing spection Time” display furnished by the Watch- 
complete contest rules and instructions, PLUS a makers of Switzerland), and a letter of 150 words 
free “Watch Inspection Time’”’ display. or less on the subject “How I Made ‘Watch In- 


spection ‘Lime’ a Success.” 













Every jewelry store, jewelry department, or 
watch repair department can submit one entry. 
Entries will be accepted from midnight Septem- See the Next Three Pages for 
ber 17, until midnight October 12. Judging will ee ‘ee 

5 ait Advertising and Merchandising News 


be by leaders in the jewelry industry. ; 
and Official Contest Entry Blank. 





Each entry will consist of a photo or snapshot 
of your display window taken during “Watch 


The WATCHMAKERS OF SWITZERLAND 








ADVERTISING will help you make 
“Watch Inspection Time” a Success 





This special ““Watch Inspection Time” ad 


make 69,291,962 reader -impres- 
sions in Life, Saturday Evening Post, Time, 


ALL 


Country Gentleman, and Farm Journal. 





O STRESS THE IMPORTANCE Of good watch repair, and to give due credit to watch repair 
_ onsen everywhere, The Watchmakers of Switzerland commissioned the famous 
artist, Norman Rockwell, to create the illustration for this special ad. 

In addition to reminding customers that “It’s Watch Inspection Time,” this adver- 
tisement points out the importance of watch repair, tells readers that the jeweler and 
his repair craftsmen are best equipped to service watches economically and promptly 
And, as in every ad, your customers are told how important it is to go to their jeweler 
for ‘‘a quality watch, with a fine jeweled-lever Swiss movement.” 

“Watch Inspection Time” makes the Official Swiss Watch Repair Parts Program 
more important than ever—so be sure that you are getting full benefit of all these 


services: 





1. The Official Swiss Watch Repair Parts 
Information Bureau. Located at 730 Fifth 
Avenue, New York 19, N. Y., to answer re- 
pair questions. 


2. The Official Catalogue of Swiss Watch 
Repair Parts which sets up the new, stand- 
ard system of identifying and ordering re- 
pair parts for Ebauches movements. 


3. The Official Dictionary of Watch Parts. 
Recommended for large watch repair de- 
partments and highly skilled watchmakers. 


4. The Official Package for Swiss Watch 
Repair Parts. Now being used for staffs and 
stems of the most widely used Ebauches 
movements. 


5. The Official Cabinet for Swiss Watch 
Repair Parts. New, efficient design that 
holds both packaged and unpackaged 
parts. Order from your supplier. 


6. A Speaker’s Kit—for talks on the Re- 
pair Program — includes display material, 
slides and instructions. 


7. And remember—Part IT of the Official 
Catalogue will be distributed in the latter 
part of this year. 


Turn Next Page for Free 


Merchandising Display and 
Official Contest Entry Blank. 




















What makes rt trick? 


S THIS FASCINATING capsule of wheels and 
A ecars and springs ticks off the seconds, 
most of us take it for granted that the delicately 
balanced mechanism will keep on miraculously 
turning power into time. And so it will—if the 
watch you wear has a jeweled-lever Swiss move- 
ment and you give it good care. 

No sound Is so sweet to a watchmaker’s ear as 


the gentle tick of a fine watch. He knows that 
the works and workmanship inside the watch 


determine its accuracy and long life. He’ll tell 
you that it pays to buy a quality watch—with a 
fine jeweled-lever Swiss movement. 


To give the best wear, your watch deserves 
good care. Your jeweler and his repair expert 
know what makes a fine watch tick. Thanks to 
them—and to the Official Swiss Watch Repair 
Parts Program — any watch with a quality 
jeweled-lever Swiss movement can be serviced 
economically and promptly. 


For the gifts you'll give with pride—let your jeweler be your guide 


The WATCHMAKERS OF H 


“It’s Watch Inspection Time,” September 12th—17th. 
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MERCHANDISING will help you make 





FREE, full color 
display can help 
you win the contest 
and boost your 


repair business! 


THIs FULL-COLOR DISPLAY will spark your store 
window ... build store traffic... stimulate your 
repair business! And—the way you use it can help 
you win the “Watch Inspection Time” contest. 
It features the same full-color illustration by Nor- 
man Rockwell that appears in the “Watch In- 
spection Time” ad. 

And, as a further help, The Watchmakers of 
Switzerland have prepared a special “Watch In- 
spection Time” booklet. It’s packed with sales 
suggestions and ideas, plus extra ways of tying in 
with “Watch Inspection Time,” and complete 
contest rules. 


The WATCHMAKERS OF 








“Watch Inspection Time’ a Success 


EC TION TIME” 


Remember that watch repair business is not only 
profitable in itself (surveys show that repair ac- 
counts for as much as 24% of jewelry store sales 
volume ) but it is one of your best ways of getting 
new customers. A well-run watch repair service 
brings potential customers to your store, offers 
an opportunity to show merchandise, and gives 
you a chance to build repeat business. 

Take advantage of “Watch Inspection ‘Time’— 
September 12-17. See how your store volume will 
increase when you get in on all three parts of 
this big promotion... the Advertising—the Mer- 
chandising — and the Contest. 


SWITZERLAND 


You Get Both the “Watch Inspection Time Display” and Merchandising Booklet FREE When 
You Enter the “Watch Inspection Time’’ Contest. Send in this Official Entry Blank TODAY! 





To: THE WATCHMAKERS OF SWITZERLAND MY NAME IS scciiaite 


“/> The Swiss Watch Repair Parts Information Bureau 


Contest Department THIS ENTRY IS FOR 


730 Fifth Avenue, N. Y. 19, N. Y. 


I want to enter the “Watch Inspection Time” Contest, 
sponsored by The Watchmakers of Switzerland. My 


STORE ADDRESS 


store is cooperating in the Official Swiss Watch Repair CITY AND STATE 


Parts Program. I’m looking forward to receiving and 
using the free “Watch Inspection Time” display. 


SIGNATURE neeene 








(PLEASE PRINT) 








(GIVE STORE NAME) 







































IRAL will have many of the 


reat names in the jewelry world 


all set 








Waldorf-Astoria 
August 154.18" 


at room 





You are cordially invited to see our displays at the Waldorf-Astoria 
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1847 Rogers Bros. e Wm. Rogers & Son @ Anchor Rogers Sterling © Sunbeam Appliances e 
a Dormeyer Mixers @¢ Manning & Bowman e Dominion Appliances e Betty Crocker Appliances ® 
following nationally Seth Thomas Clocks e Telechron Clocks © Semca Clocks @ Revere Clocks ®© New Haven Time- 
a ne pieces ® Mastercraft Clocks ¢@ Ingraham Timepieces @ Lux Clocks ¢ Ingersoll Watches ¢ Speidel 
Bands e J-B & Bretton Bands e Cuckoo Clocks e Cocktail & Percolator Sets ¢ Account Openers 
e Giftware @© Ronson Lighters ¢ Evans Lighters e Zippo Lighters @ Marathon Cases e Deltah 
Pearls e Marvella Pearls e Iral Pearls @ Iral Rhinestone Jewelry ¢ Iral Men’s Jewelry © Seeland 
Watches e Phyllis Jewelry e Bliss Jewelry ¢@ Bigney Jewelry e Iral Dresser Sets © Babe Ruth 


Watches e Ansco Cameras e Universal Cameras e Spartus Cameras e Iral Gold Filled Jewelry 
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The Birthday Set. Includes a 
famous Catamore Rosary in any 
of 12 birthstone colored beads 


and the Companion Birthday 
Book. Available in velvet or gilt 


box. 


New York 


FRED 


‘ 
4 


AT 


? 


\ i to 
Fifth Ave. 
York N. ae 


West Coast 


704 Market St 


San Francisco 


ARTHUR WEINGARTEN 


Cal. 


ment. Beautifull 


ALN 


Mid West 


DICK SHOWERMAN 


29 BE. Madison St. 
Chicago, Ill. 













East 
WILLIAM PEACH 
231 Pine Street 


Providence 3. R. I. 
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ROSARY and PRAYER BOOK SETS 
_.. by CATAMORE 


Small and for other non occasions. You too can get eden al 
sales when you display these unusual Catamore creations. Your 
Catamore wholesaler will gladly show you the complete line 


wes Largan, 


PINE STREET © PROVIDENCE 3 ® R? |! ® 
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A MASTER HAND 


Parco 1s a great hand at original design in 


rhinestone jewelry. Fine hand-set stones free 
from acid, tarnish-proof rhodium settings, and 
sheer inspiration are the ingredients for this 


distinctive line. There’s profit in PARCO! 
SOLD THROUGH THE WHOLESALER ONLY 


MIDWEST WEST COAST EAST 
| rome sree Max J. Newman Charles Parisi 
1265 Broadway 57 Post Street 861 Broad Street 
New York San Francisco Providence,-R. I. 


PARCO MFG. INC. « PROVIDENCE, RHODE ISLAND 
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@ Now ... RULON gives you INCABLOC first tO present 


... 40 give you MORE SALES . . . MORE 
SATISFIED CUSTOMERS! This remarkable en 
_ RULON equipped with the INCABLOC 
_ SYSTEM is the creation of one of the world’s _ DRESS V7 Wee 4 ES 
most renowned watch engineers . .. comes 
with o 2-year guarantee against balance staff f ° a ° d : h . 
_ breakage... and RULON is the first to put Or t ITIe Wi! t t e 
this trouble-free feature into small, modern 
dress watches! Each superb RULON rae : 
" INCABLOC SYSTEM MOVEMENT has 17 EAST 
ruby jewels! Each style for men or women 


is executed in the very latest design. 


Priced to retail from $24.75 to $2500. \ ( \ } | 0 C 


SYSTEM 


See the Eneting 
RULON Exhibit 
ome =... 
NATIONAL JEWELRY FAIR 
Stevens Hotel, Seewes 
duly 25th— 28th 





521 FIFTH AVENUE + NEW YORK 17,-N. Y. — co 
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MONDAY 


18 


JUNE 






















e tells the day 
e tells the date 
e tells the time 
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i / As 5 The Wakmann “Calendrice”— 
~. the ONLY ladies’ 
calendar wrist watch 
with a universal* 
movement. 











e 17 Jewels 
e Anti-magnetic 
e Dainty and decorative 


e EXCLUSIVE with Wakmann 





One of the most salable watches on the market 
today. Get your share of the available Wakmann 
“Calendrice” watches and see immediate results 
in bigger sales and profits. 


In all steel, Gold-Filled with steel 
back, and in all 14 Kt. Gold. 








LADIES’ CALENDAR WRIST WATCH 


Only a THE WAKMANN WATCH CO., INC. 


452 Fifth Avenue, New York 18, N. Y. 
Icko Wakmann, Pres. 





*Parts available at all material houses. Ask for Wakmann model #68. 
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The Sporting Motif 
in Men’s Jewelry 


py DALLUL 











Crystal Links 


with the famous 
swivel snap 











in a wide range of 
attractive designs 


Sports Jewelry in 
Sterling Silver — Gold Filled — 10K & 14K Gold 


Every item beautifully gift / ae ee, % 
boxed. A complete line of , —— 
other matching pieces, for r # 
jewelers who demand superior 
finish, style, and quality. | 


See the BALLOU Line 
Booth Nos. 312 - 313 - 314 €" 
ANRJA ‘aa = 
Annual Convention & Trade Show : “ 
Jade Room — Waldorf-Astoria 





Makers of Fine Jewelry for Over &0 Years 


B. A. HALLUL & CO., INC. PROVIDENCE, R. I. 
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SESSIONS 
rimap the bell 


(oF Tupyns on the radio... 
Or cooks the brselinet)) 











NEW LOW PRICE » bie 


Sessions “‘Pussy-Footer”’ Alarm $ 0 8* 
\\ No. 486A Retail . . .. . e 
Ud - 


With Luminous Hands and Dial (No. 486AL), $4.95*. Pussy-Footer 
“Switchclox”, with appliance time switch (No. 486S), $4.95*. 
) *Subject to Federal Excise Tax. Protected under Fair Trade Act. 
Would you rather O¢ nated 4 
CorreE. AROMA ~& 


a e"y LF La F . ~ 


em 
Cranes 












HERE’S A NEW handsome, high grade electric 
“switcher” that sets a new record low in retail price! With an 
option of either of two models, you can offer customers first, an 
Appliance Time Switch clock at a phenomenally modest price; 
or second, if they prefer the more conventional type, the same 
clock with a Melody Alarm (not a buzzer!) instead. 

Between these two models of the new Sessions “Pussy-Footer” 
you can cover the complete electric alarm clock field, at attrac- 





port was 


ar one RADIO 


3 r 
a. 





tive price advantages! 

The new Sessions “Pussy-Footer” is nationally advertised in 
generous space in LIFE, SATURDAY EVENING POST and many other 
leading magazines. It has all the reliable sales points of the 
finest Sessions clocks— quiet sleeping— pleasant waking— 
absolute dependability, night and day. Better see your jobber 
and stock up while it’s hot! 


(Sessions Clocks 





new 







Chonse your model of the 










anonnenene — neem eee nnnnnnapeconeceennnnnOOnn 
oe ih. t. SELF- . 
S| — STARTING * ELECTRIC 
2 ame a 
oe (Jocks Cas unOT EVE The Sessions Clock Com Forestville, Con- 
S _ A pany, Forestville, Con 
Sessions “oS PuR-RRY” necticut *® In Chicago: The Merchandise Mart 


E> nen 7 on Plaza; In San Francisco: Western Merchandise 
: A Mart; in Canada: Northern Electric Company, 


Ltd., Montreal, P. Q. 
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Because these new Snap , 
| Links are completely different from | 
anything the wholesale and retail trade have: seen 
before, you can be sure of immediate interest, action and sales! : 
Hayward offers these 1/20 12K gold filled links with a sales- 
compelling merchandising offer. — 


Tins 


§ sails 


FREE MERCHANDISING DISPLAY 


. 


Hayward will give away this attractive merchan- 
dising display with each assortment. Snap Links 

are individually boxed in attractive red steel- 
ette box. 


SOLD THRU LEADING WHOLESALERS ONLY 


+ 
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YOU ARE CORDIALLY INVITED 
TO VISIT US AT THE 
ANRJA CONVENTION 

AT THE 
WALDORF-ASTORIA HOTEL 
AUGUST 15-16-17-18 


These exciting NEW FASHION JEWELRY CREATIONS in Rhinestone 


by PENNINO have the same scintillating elegance and exceptionally 


fine workmanship found only in expensive platinum and diamond jewelry 


s 
CUHAONti_Lo’ 56 OF INC. MANUFACTURERS OF bxclusive Castume CJewelry 


38 WEST 48th STREET, NEW YORK 19, N.Y. 
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STERLING SILVER 
hodium Finish 
Priced for Quick Turnover 





@ Heavily made for extra wear @ Individually and smartly boxed: . 
ted lort lvet 
@ Hand tooled, finely polished mounted on colorful velve 


® Unconditionally guarantee @ In stock; immediate delivery 


: _ @ Sold only through wholesalers @ Free ad mats available 





Chicago: Harold Charmack, 36 South State St., Chicago, Ill. » Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
992 THE JEWELERS’ CIRCULAR-KEYSTONE 
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Exclusive Tru-Heat Timer sets a new 
standard of performance. Not a 
single, but a double thermostat, 
automatically compensates for 
heat variations in toaster, volt- 
age variations in home. Makes 
evenly-browned toast always! 


The Automatic Toaster’s built to give years of dependable, trouble-free service! 
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AUTOMATIC TOASTER to be introduced 
in full page ads in top magazines ... 
in key newspapers 


The General Mills Automatic Toaster gets a sales- 
rousing send-off in full page, full color ads in early Fall 
issues of the SATURDAY EVENING POST, WOMAN’S HOME 
COMPANION, BETTER HOMES & GARDENS... in full page, 
black and white ads in HOUSEHOLD, COUNTRY GENTLEMAN, 


SUCCESSFUL FARMING...in a gigantic newspaper cam- 
paign in key cities...PLUS the sales POWER of Betty é 
Crocker’s MAGAZINE OF THE AIR! 






eee 


FEATURES THAT MEET CONSUMER DEMANDS... Alo THEN SOWE/ 


Extra-high pop-up ends finger burns 
... poking in slots with a fork. At last 
an automatic toaster in which 
even irregular, undersized pieces 
of toast may be easily removed! 
Toasts a new variety of breads 
(split muffins, buns, biscuits). 
















ae 


Toaster design recently voted “best” 
in a survey of thousands of women. 
Softly rounded case of gleaming 
chrome plate, cradled in lustrous 
black plastic. Comes in an at- 
tractive red polka dot carton for 
extra gift appeal! 


Betty Crocker is a trade name of General Mills 
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AGE 8, LONG ISLAND 
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and this, Sir. 
is the 

watch that 
does 





everything ¢ 
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We have prepared a booklet, 
: ‘“‘Accurate Time Plus...” 
to help you sell chronographs. 
See the largest collection 


RRR 


of chronographs ever assembled, 

the Universal Geneve Compax Family, 
in our exhibit at 

The Waldorf-Astoria 

during the ANRJA Convention. 


UNIVERSAL 


GENEVE 





THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N.Y. 
at 48th Street...three blocks from The Waldorf 








Good Witchmaking 
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24 PAGE FULL COLOR ROTOGRA WORE) 
Christmas Catalogs | 


AT MAGNETIC PRICES 


24 PAGES OF SHEER BEAUTY 
24 PAGES OF EFFECTIVE MERCHANDISE 
24 PAGE CATALOGS AT THE LOWEST PRICES 








We proudly present our 23rd annual Christmas 
Catalog. 
Over one-half million has already been sold. Be- 


cause of this tremendous volume we are able to 


give you the greatest value ever. 


Only 250 printed samples will be available. A 


sample will be sent on request only. Please write 


for it today. 


16 PAGE FULL COLOR CATALOG 


We will also have a less costly 16 page catalog. It will be in full 
color and samples will be ready in time for the jewelers’ convention. 





Visit us at the 
A.N.R.J.A. 
CONVENTION 
Booth No. 108 


WATLUGRM 
370 7th AVENUE, NEW YORK 1.N.Y. ~~ 
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PACKAGED BY FARRINGTON 






- Vp Dirkia Z Gime 


Farrington makes the cases that protect and give added utility value 

to “Famous Semea and Phinney-Walker Clocks.” Hundreds of other 
outstanding, sales-conscious products, too, go to market in 

dramatic distinction . . . with Planned Packaging by Farrington. 
Without obligation — and in complete confidence — 


let us discuss your product's packaging problem. 


FARRINGTON MANUFACTURING COMPANY 


GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30, MASS. 
CANADIAN PLANT: FARRINGTON MFG. CO., LTD., 1191 BATHURST ST., TORONTO 4 
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YOUR «iin VOLUME 






10K GOLD EMBLEM & CHAIN 








Here‘s a Deluxe tie chain... with a Deluxe Emblem and the 
appeal of 10K Gold. The brand new 10K DOUBLE hinged Combinations presently available: 

emblems, combining various degrees of the Orders they 7001A — Blue Lodge, Working 7 inside. 
represent, are handsomely fashioned and hard-enameled 7002A — 32nd Degree, Rose Croix and Blue 


Lodge. 
in the traditionally fine | & R manner. Sturdy 10K rope 7003A — K.C. 3rd Degree, Scapular medal 
chain, 1/20 12K Gold Filled slide; ina rich presentation box. inside. 
" 7004A — K.T. and Shrine. 
Men won't be able to resist it for themselves; and it’s a 7005A — K.T. and Chapter. 
superb gift piece, too. 7006A — 32nd Degree and Shrine. 


7007A — K.T., 32nd Degree and Shrine. 


Ask your wholesaler to show you the complete line without 7OO8A — Elk Tooth. 


delay. 














IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861... THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 






























| J TRAVEL 





CLOCK 


TO RETAIL AT 


Jo 


PLUS 
FED. TAX 








7 Jewel + Assorted Luminous 
Dials * Beautifully Encased in 
Dupont Vinyl » Wide Range of 
Colors « Size: 3” x 3” 


Also in Genuine Leather 
$19.95 PLUS FED. TAX 





VISIT our Convention Exhibits - 


ig 
Chicago, July 25-28 (Booths 110-111) def enden WATCH CORP. 


New York, August 15-18 (Booth 67) ROCKEFELLER CENTER + 610 FIFTH AVE. 






NEW YORK 20, N. Y. 
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WATCHES! 


until youve investigated 
the Croton “Success Plan”~ 





Mir. Retailer, every business indicator points to extzeme caution 
in buying watches for the Fall and Winter seasons. That’s why CROTON 
WATCH COMPANY has developed a complete plan for the Jeweler who 
wants to make his store “watch headquarters” in his own community. The 
CROTON PLAN includes our entire line of WATERPROOFS, DRESS 
WATCHES, PROMOTIONAL WATCHES and DIAMOND 
WATCHES. It gives the Jeweler the following solid guarantees for success: 


lL. <A minimum selection of CROTON watches is all sent the one and only reduction for the balance of the year. 
that’s necessary to operate under this plan. 

. ; » P 4M. The cornerstone of all our selling efforts will be 
2. Our prices on all watches will be competitive. Our PROMOTION, PROMOTION, PROMOTION. 

uality will be maintained and improved. - an - 
q y p @e A substantial znycrease in our advertising budget makes 
3. The new, lower prices on our merchandise will repre- it easy for the retailer to capitalize on the CROTON PLAN. 


Make sure you consult your CROTON Salesman before making any commitments for Fall buying. 
Write, wire or phone for full details. 


CROTON WATCH COMPANY, INC. 


48 West 48th St., New York 19, N. Y. 
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A gentle side squeeze 
and KLIX opens 





Klix 


clicks 


with 






RN 











er 





Klix clicks with you, too... 
No more torn finger nails, no more 
worn-out tempers. Sell Klix, the 
easy-action cigarette cases and 
compacts . . . handsomely designed 
to give you plenty of action 

across the counter. 

Order from your wholesaler today. 
Retails at $6.50 and up - 
No Tax 








MARATHON COMPANY 
Metal Goods Division 
Attleboro. Massachusetts 


Makers of oo 





Nationally Advertised 





FOR AUG ! 
R AUGUST, 1949 99 




































ANOTHER SPECTACULAR BOX IDEA BY MAUTNER 
= Mgmt SN 


The Royalty of Watch Bands 








THEN 


IT BECOMES A HANDSOME 
CIGARETTE BOX 


















Everyone who has seen the new “JB” Royal Watch Band Box praises it as 
the jewelry box sensation of the year. 


The enthusiastic acclaim given to the new “‘JB” Box, illustrated here, is sig- 
nificant of Mautner’s leadership in the design and manufacture of jewelry 
boxes and displays for America’s foremost jewelry manufacturers. 


If you want the most outstanding jewelry boxes and displays in the industry, 
turn to the people who knew how to make them. We will be glad to submit 


ideas keyed to your own requirements. 
KAAW T HM BH R 


THE MAUTNER COMPANY, INC. 


20 WEST 47th ST., NEW YORK 19, N. Y. 
215 West 5th St., Los Angeles 13 © Factories: Buffalo, N. Y. 


THE GREATEST NAME IN THE JEWELRY BOX AND DISPLAY INDUSTRY 
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BA i etl wth ily 


@ Effectively displays 


12 Imperial 


W atches including 


3 Gift Boxes 
(on individual 
platforms) 


@ Size: 1334” x 18%”. 


Base: 51%” wide. 








SEE IMPERIAL 


AT THE 


ANRJA 
CONVENTION 
BOOTH 320 
Waldorf-Astoria 
New York 
August 15-18 











FOR AUGUST, 1949 


See our beautiful 
4-page, 4-color 
Fall Catalog Insert 


® This colorful (gold, red and green) dramatic display will UP your sales 


of IMPERIAL WATCHES... nationally advertised in leading magazines and on the air. 


IMPERIAL e GLYCINE e NICOLET,. e ULYSSE NARDIN e HARVARD TIMERS 


IMPERIAL WATCH BLDG., 11 EAST 48th ST., NEW YORK 17, N.Y. 























RETAIL JEWELERS: Contact your Imperial distributor for your free Imperial 
Watch Display or write for name of nearest distributor to: 








7p TEEN 


Manufacturers and Importers of Watches 


Sold Through Wholesalers Only 











4 
NEWEST WATCH SENSATION 


Woy )00DY 
WRIST WATCH — 


with movable eyes 


PAT. PEND. 











i 


© Bob Smith 











FEATURING TELEVISION'S DELIGHTFUL PUPPET CHARACTER 


— 


4 


tevee 


a ®. 


en, 


1og7B, = N\ 


ot 


y 


2...“ BOYS’ WATCH fe, «A =~ GIRLS’ WATCH 
ee sa Retail $6.95 7 Retail $7.95 


.. 
** 
‘**,8" 





Meet the “Howdy Doody” Wrist Watch with 





: Ee / the Movable Eyes .. . the watch you will be 
| hearing about a great deal . . . and from all 
We have the sole rights to indications and surveys, the anticipated de- 






manufacture and distribute the 
“Howdy Doody” Wrist Watch. 
It is a fine Swiss | Jewel move- 






mands for this watch will be tremendous. 





} 













The younger set knows and loves “Howdy 


ment, nickel case with plastic Doody”. Many items are now marketed with the “‘Howdy Doody 





strap supplied in 4 colors. sales appeal . . . and this is the only watch featuring the “Howdy 

Boxed incolorful attractive box. Doody” puppet character. 

| | Jewelers who are quick to grasp an opportunity and hasten to stock 
Televised on 14 the ‘Howdy Doody” watch, will 


NBC Stations be the first to reap the largest 
harvest of sales. 








DISTRIBUTED THROUGH WHOLESALERS 


PATENT WATCH CO., Inc. 


31 WEST 47TH STREET e NEW YORK 19, N.Y. . 











*Plus Tax 
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THE NEWEST, MOST ORIGINAL IDEA IN LIGHTERS 
DESIGNED WITH EYE APPEAL AND PRICE APPEAL 
TO BRING YOU MORE BUSINESS AND MORE PROFITS 























(yi 


IVE: : _ ‘ 
a lus | y «ff ‘We're proud to introduce the NEW 
Di I] erent, y : a a A‘S‘R HERITAGE Table Lighter... 


A The latest inspiration of America’s most 
_—_— -_ distinguished lighter designers. 


sts 3388 Be: 9 Sa 














# - fy 


rag 


Platinum group—Rhodium finish—cannot tarnisn 
—can be engraved. Handle of Satin-finish ebony 
tenite ... famous A‘S-R precision mechanism. 


"See-thru” gift box. 
Retails at $4790 No Fed. tax 





HERITAGE 3-PIECE SET 

A complete matching setA-S-R HERITAGE 
LIGHTER, Tray and Cigarette Server—All 
Rhodium finish. A treasured gift, beautifully 
packed in “See-thru” box. Another 


ASR "Fashion First.” 
Retails at $2500 


No Fed. tax 


You Ve Invited lO See SOLD BY FRANCHISED JEWELRY JOBBERS 


THE COSTLIEST—MOST LUXURIOUS TABLE LIGHTER Lighter Division A‘S‘-R CORP., Brooklyn, NN. > 
EVER MADE.... RETAIL VALUE $5000.00 | 


Ruby and Diamond Studded “Heritage” in 


14-kt Gold with Ivory Handle... Created by ‘Na tiond [ly Advertised Tn 


Cartier of New York and Paris ... At the 


ANRJA CONVENTION LIFE » AMERICAN WEEKLY « VOGUE 
BOOTH 507 PERROQUET SUITE And 19 Major City Sunday Supplements 



















OF CASH REGISTER MUSIC A 
Sochar d Travel alarm clocks have a 


novel touch of ingenuity with the preci- 
on workmanship of a fine instrument. 







LUGGAGE. Smartly made and 
fashioned to resemble a suitcase 
in natural cowhide saddle leath- 
er. Fitted with radium dial and 
hands with section for calendar 
or photo. Also available in red, 
navy and green. 27%” square 


to retail for $12.50. 











FOTO ALARM CLOCK holds two pic- 
tures in flaps. Closes to a neat package 
314” x 234”. Clock is fitted with a radium 
dial and hands and mainspring alarm 
that takes care of both time and alarm. 
In top grain cowhide saddle leather case 
to retail at $14.95. 














VANITY ALARM CLOCK hand- 
somely encased in Morocco finish 
cowhide leather. Radium dial and 
hands. Overall size 234” square. 


Space for calendar or picture in 
anna — Retails for $9.95. 


— mm : SWIVEL CLOCK. A fine 
_ clock for boudoir or desk, 
richly finished in gilt or 
chrome and fitted with 
radium dial and hands. Size 
234” square. Retails for 
$12.50. 























Jeweled 


Movement 





EASEL ALARM CLOCK. 
Ideal travel unit, distinctively 
made in gleaming chrome with 


TRAVEL ALARM CLOCK radium dial ond hands. Size 
in genuine Morocco leather f 254” square. Retails for $7.95. 
case. 314,” square. Assorted 
colors. Radium dial and 


hands. To retail at $14.95. 
In simulated leather case, 
without jeweled movement 


—$7.95 retail, 


ON dn PO Sree oes . 


ctails slightly higher on 
he West Coast. Mats avail- 
able for co-operative ad- 
vertising. See your jobber. 
If he cannot supply you, 
write to 


f Pt na boudoir clecks since 1912 


-— . . 35 Fifth Avenue, New York 16, N. see 
Now being shown by A. COHEN & SONS CORP. at ANRJA mation. “‘WALDORF- ASTORIA. 4th floor. willing L al M. 
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Featured in Our 
Romantic New 


“HUG- TIGHT" 


Diamond Ring Design 
Both rings shaped to blend to- 
gether in an affectionate embrace! 
Shown is a lovely 8-diamond du- 
ette in heart and flower design. 









fc ho SSK 


(le- 


A p \ | | EF | | i | | F 7 Goldstein- 
Gerson for 
the Newest, 


( REGISTERED ) Most Unique 










1D) Paws CO) BD. DI IETTE (hd7 Designs in 
iin ae ae Diamond 
~) oe BERS fy Rings 


Xp O53 Z SOLD ONLY 


HROUGH WHOLESALE 
DISTRIBUTORS 


“Pairette” is the magic name for a combination of eye-catching 


beauty... unique design and real selling power! These exquisite e @ [ Dd S T FE N & 
ERSON CO. 


rings are ingeniously designed so that the wedding ring “hugs” 


7-4 
we ye. & 


the engagement ring to form a bridal creation of unusual char- 


acter. Se this new and different styling! See how modestly priced, G 
CaS tee 


too. . . yes, priced to appeal to 100% of a jeweler’s trade! ° 
Capitalize on the QUALITY and ENTIRELY DIFFERENT 
appearance of “PAIRETTE” diamond duette settings! News- 
paper ad mats supplied to authorized dealers. Write to Goldstein- 126 W. 46th STREET 
Gerson for the name of the “"PAIRETTE” jobber in your territory. NEW YORK, 19,N.Y. 


EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE” DIAMOND DUETTES 








ARTHUR GOLDSTEIN * A. W. (Patty) COHEN a A. B. GRODMAN * IRWIN GOLDSTEIN 
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COMPARE 
THESE 





















—_ ” Actual Size 
\ AT HN | C-121 Precision 7-jewel alarm. Gilt Suggested Retail 
7 bezel, hand-set with sparkling simu- 


21.90 


lated Sapphires, Rubies, Emeralds, 
Topaz and all Birthstones. 





C-1L16T Turret Shape. 


Photo folding travel- 
clock for favorite pic- 
tures. Precision 7-jewel 
alarm. Gilt plated and 

various color enameled ?1 h() 
clocks set in fine genu- 

ine leather cases lined 


with matching rich 
velvet. 


Suggested Retail 


Suggested Retail 


C-116S Square Shape. ?1 h() 
Description as above. a 
Contact your wholesaler or write to 


L. HARRIS COMPANY, INC. 


665 Fifth Ave. New York 22, N. Y. 
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I tailoring, workmanship and colorful beauty, EUREKA Rolls and Bags 


of finest duvetvn assure vou the exclusive quality so desirable as a fit- 


ting background for lovely silver. EUREKA Rolls and Bags are freshly 


made to order. with vour store imprint, in a wide range of flattering colors. 
and are custom-fabricated to the taste of the buver. Yet you pay no more 
for the greater beauty and anti-tarnish protection of EUREKA. We will be 


pleased to send you free samples, with illustrated catalog and price list. 


FUREhA 


MANUFACTURING COMPANY, INC. 


5 Maple Street. Taunton, Massachusetts 
Makers of Silverware Protection 
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EUREKA Silverware Chests 


Distinguished for cabinet craftsmanship 
in every detail, EUREKA Silverware 
Chests are made of carefully selected 
hardwoods, thoroughly seasoned and 
dried, and lined throughout with Pacific 
Silver Cloth, “the cloth that prevents 
tarnish.” Your customers will appreci- 
ate the distinctive beauty and quality of 
EUREKA Silverware Chests—and there 
is a EUREKA Chest to suit every 


pocketbook and style preference. 
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MANAGER: Not too much. | gave him a few 
pointers. Main thing, he was anxious to learn all he 


could about our merchandise. 


OWNER: | liked the way he handled the young 
couple interested in a palladium engagement and 
wedding ring. She had seen the advertisements in 


fashion magazines. 


MANAGER: Did he show them a palladium set 


and point out all the features? 


OWNER: He didn’t miss a one. First he impressed 
them with the fact that palladium wasn’t a new metal; 
told them how the metal had been known for almost 
150 years; how it was a member of the platinum 


family of precious metals. 





MANAGER: Did he tell about its long use for 
diamond settings in gold rings? 


OWNER: Yes, and he explained why. He told them 
how the natural white brilliance of a palladium setting 
brings out all the fire and life in diamonds. He also 
mentioned how the strength of palladium meant a 


firm hold on valuable stones. 
MANAGER: What about lightness? 


OWNER: That was brought in, too. He cited the 
light weight of palladium; told ‘em how it made ear 
clips and large pieces of jewelry more comfortable to 


wear. 


MANAGER: They bought the palladium set. That 
proves the value of salespeople who know their goods. 


JEWELERS! Be sure to send for your free copies of give-away book- 
lets and attractive counter cards featuring palladium jewelry. 


” A | | A [> | J Mo? PRECIOUS METAL 
FOR FINE JEWELRY 


FOR AUGUST, 1949 


PLATINUM METALS DIVISION . THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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—a message from K. C. Gifford, president 
Schick Incorporated, Stamford, Conn., 





manufacturer of Schick Electric Shavers 


TS BUYERS MARKET is the greatest challenge American business 
has ever faced... and our company is accepting this challenge 
without reservation. 

There is no reason for long faces. ‘This country is the richest country 
in the world. Its people have money to spend. But they are spending it 
intelligently. They must be shown the value, the reason why of a : 


product, before they will buy. 


“We are so confident...” 

says Schick's president, : 
K. C. Gifford, “that on 
September 14 we are 
launching the biggest, 
most aggressive sales 
and advertising cam- 
paign in the history of 
electric shaving.” 
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We at Stamford are confident of three things: One—men will con- 
tinue to shave. [wo—they want a better way to shave. ‘Three—in the 
Schick Electric Shaver, we have that better way to shave and every 
man with a whisker on his face is a potential customer! 

What’s more, we are so confident of these facts that on September 
14 we are launching the biggest, most aggressive sales and advertising 
campaign in the history of electric shaving. We have more than 
doubled our advertising budget. 

That’s what I mean by confidence. Not just a lot of talk, but the guts 
to go after business when it doesn’t come to you under its own power. 
I believe that the majority of progressive American business leaders and 
retail merchandisers will agree with me when I say, ““There’s nothing 
wrong with this country that good products backed by sound selling 
and merchandising can’t cure.”’ 





This is not-a time for the chicken-livered—but a time for men, 
whether they be manufacturers or merchants, to sail into this so-called 
‘“‘buyers’ market’? and really make *em buy. Right down the line we 
are asking our distributors and retailers to join with us in creating the 
sales and profits that must be made if America is to maintain both its 
prosperity and world leadership. And, because I know so many of these 
men personally, I haven’t the slightest doubt that they will respond . . . 
that we will together make 1949 an outstanding year in our business. 


AS 


PRESIDENT, SCHICK INCORPORATED 


Reprints of this advertisement available on request. Schick Incorporated, Stamford, Conn. 
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PRECIOUS METALS 


























WILLIAMS PAYS MORE FOR YOUR SCRAP 








It’s no sleight-of-hand trick — Williams Dyna-flo refining. This process pioneered 


by Williams research is a combination of new ideas in chemistry and metallurgy. 


Through laboratory controlled metallic segregation, not only gold, but also plati- 





num, palladium and silver are reclaimed. You are paid in accordance with market 
prices. Due to the efficiency of Dyna-flo, the refining cost is exceptionally low. 


You benefit in terms of higher cash returns. 


All types of precious metal scrap acceptable—trimmings, chips, grindings, sweeps. 
All are precision refined and assayed. A trial shipment will prove to you the 


extra dividends and faster service Dyna-flo can render. 


WILLIAMS Goll Refining Come 


FORT ERIE N., ONT. BUFFALO 14, N.Y. HAVANA, CUBA so! =—% 


THOSE IN THE KNOW BANK ON DYNA-FLO 
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Attractive fancy shape in jeweler’s bronze with multi- 
colored embossed floral design. 


Mw P200/15....15 pc. set (illustrated above) 
in lined fancy case........$33.00 
















Beautiful pear shape in jeweler’s bronze with multi-colored 


ae apse : : ‘ we na ap: — sine sa arts oi po embossed floral back. Raised centre shield. 
Colors: Blue, Rose P201/12....12 pc. set (illustrated above) 


in lined fancy case........$30.00 

P201/6......6 pce. set in lined fancy case.........$18.50 

P201/3......3 pe. set in lined fancy case.........$11.00 
Colors: Blue, Rose 
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Tulip shape in jeweler’s bronze. All metal gold and silver 


Fancy shaped pattern in jeweler’s bronze, with an all metal finish back, Hand engraved with multi-colored floral design. 
back engraved in two tone floral motif. 





P203/10....10 pc. set (illustrated above) 
P202/8...... 8 pe. set (illustrated above) : in lined fancy case.........$41.00 
in lined fancy case........$33.00 P203/6......6 pce. set in lined fancy case......+..$31.00 
P202/5...... © pe. set in lined fancy case........ . $22.50 P203/3.......3 pe. set in lined fancy case.........$17.50 
P202/3...... 3 pe. set in lined fancy case.........$15.00 Color: Gold 


Color: Gold - 


|. ALBERTS’ SONS, INC. ‘ pete & a Rin THE GERWE-BROWN CO, 





























Beautiful bonnet shape in jeweler’s bronze. All metal gold 
and silver finish back. Hand engraved with a beautiful two- 
tone matif. 


P204/8......8 pc. set (illustrated above) 
in lined fancy case.........$37.50 
P204/5......5 pe. set in lined fancy case.........$30.00 
P204/3......3 pe. set in lined fancy case.........$20,00 
Color: Gold 





Unique diamond shape in gold finish trim, All metal hand 
engraved back in silver finish with multi-colored enamel 
design. 


| ess. ..-..6 pe, set (illustrated above) 
in velvet-lined fancy case... ... .. .$45.00 
.3 pe. set in lined fancy case.........$25.00 


Color: Gold 


P206/3... 






All brushes bristled with Nylon— 


Gold and silver finishes 
Not subject to Federal Tax 















ath 
aa 





Smartly designed fancy shape in silver finish trim, All 
metal with exquisite multi-colored floral pattern hand en- 
graved on silver finish back, 


P205/6......6 pe. set (illustrated above) 
in velvet-lined fancy case.........$43.50 
ee 3 pe. set in lined fancy case........ .$22.50 
Color: Silver 


Handsome modern oblong shape in gold finish trim. All 
metal back in ‘silver finish, Hand engraved. Enamelled 


multi-colored design. 


i sei sate ....-8 pe, set (illustrated above) 
in velvet-lined fancy case......... $95.00 





P207/3......3 pe. set in lined fancy case........ . $28.90 s 
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HAMILTON 
has kept its eye 


on BALL 
for By generations 
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Yes, 
for more than half a cen- 
tury, THE BALL COMPANY 
has been privileged 
to distribute | 3 ee ~ 
- oo. Dp: i ee | {ayo Pt gas RP oe 
America’s Fine Watch— __ ¥J 1 . : oe ae 
ws ine a SE a o, 
HAmILTON—to all author- ¥& =" |e 7 Rl leer 
ized watch inspectors of | 


The Ball Railroad 


Time Service. 


3.35 : OR eo eRe 
Ce a 
ai . we Ss 


GAIL—$57.75 


Suggested retail selling prices shown above include Fed. excise tax. 


The BALL Company 


Originators of GARLAND* Diamonds and Watches 
WHOLESALE JEWELERS ® DIAMOND IMPORTERS 


6 North Michigan Avenue ¢ Chicago 2, Illinois 
Branch Offices: Charlotte Hotel, Charlotte, N. C. 
627 First Ave., North, Minneapolis 3, Minn. 


*GARLAND is the registered trademark of The Ball Company, Reg. U. S. Pat. Off. 
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I know thé name ot America’s best-selling wedding ring" 





rtcarve 


The name is 








More brides (and grooms, too) choose wedding rings 
marked Artcarved than any other. Made from the pure 
molten gold, these quality rings are rolled and hardened 
by special processes which insure their lasting wear and 
beauty. Artcarved wedding rings are fitting companions 
to Artcarved diamond rings—also made by America’s 


oldest and largest ringmaker. 


Artca r'VEC seLoven By BRIDES FOR A HUNDRED YEARS (1850-1950) 





Look for the Artcarved brides at MEMBER 


the Jewelers’ Convention, New York 





J. R. WOOD & SONS, INC., 216 E. 45TH STREET, NEW YORK 17, NEW YORK 
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EXPERIENCE... 
RESOURCES... 
CONFIDENCE... 
CO-OPERATION... 


ARE ESSENTIAL QUALITIES WHICH SHOULD BE POSSESSED BY YOUR 
SOURCE OF MERCHANDISE SUPPLY. 


Benj. Allen & Co., has gained skill and practical wisdom by more than 80 
years of application to a single purpose — that of selecting the right kind of 
jewelry store merchandise which makes its service of great practical value to the 


jeweler. 


Benj. Allen & Co., in its more than 80 years of service, has with telling effect 
weathered many and varied business conditions and to do this must be most 


resourceful and capable. 


Benj. Allen & Co., success has been built on confidence—confidence in our 
power of judgment to select jewelry and allied merchandise to jewelry store 


needs and reliance in our ability to maintain quality standards. 


Benj. Allen & Co., can serve you better, more promptly, personally and 
efficiently through the active, earnest co-operation of every member of the 


organization. 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 


Silversmiths Bldg. 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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THE JEWELERS’ 


I ABSENT - MINDEDNESS a. disease 
endemic to jewelry salesmen? 
We’re beginning to suspect that it is. 
Last month, you'll recall, we told the 
story of a traveling man who placed 
a number of packets of diamonds un- 
der his Pullman pillow, only to dis- 
embark from the train and leave the 
stones behind. Now comes the sad 
tale of another jeweler who put not 
only diamonds but also three $50 
bills inside the pillowcase of a tourist 
cabin. Yep—you guessed it! Took 
off next morning and was 50 miles 
away before it dawned on him that 
he’d left something behind. Racing 
back, he learned that the linen in the 
cabin had already been changed and, 
as might be suspected, no one had 
seen either diamonds or currency. 
The laundry was alerted to search the 
bottom of all its washing machines 
but at the time of writing this had 
brought no results. Total bill for 
a night’s sleep: diamonds $30,000; 
money $150; cabin $3. 
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[manus to the Port of New York 


Authority’s conviction that the 
average Gotham resident knows far 
too little about his own home town, 
Maiden Lane and its association with 
the jewelry industry has been brought 
forcibly to the attention of Sunday 
morning radio listeners. Lorraine 
Sherwood conducts a program en- 
titled “Going Places” over WOR each 
week, and one of her recent shows 
was devoted almost entirely to in- 
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teresting facts about the street which 
has, for years, been virtually synony- 
watches and 


mous with jewelry, 
clocks. 
The basis for Miss Sherwood’s 


chatty quarter-hour was the late Al- 
bert Ulmann’s book “Maiden Lane, 
the Story of a Single Street,” pub- 
lished by the Maiden Lane Historical 
Society. A copy of this book was pre- 
sented to Miss Sherwood about a year 
ago by Maurice Tishman, president 
of the organization. When the com- 
mentator recently learned that Mr. 
Tishman had been reelected presi- 
dent of the Society she decided to do 
a program about the jewelers’ street. 
The book, of course, amply supplied 
her with facts. 

In addition to probing the deriva- 
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tion of the street's unusual name, 
Miss Sherwood considered its rise as 
a jewelry center, the era when a 
“spook” haunted it nightly, and the 
humorous situation posed by the 
failure of the clock in the tower of 
the New York Life Insurance Co. 
(With the works absent for repairs, 
a crew of men operated the hands, 
turning them ahead one minute at a 
time. ) 

Summing up and handing a pretty 
compliment to the jewelry trade, Miss 
Sherwood said “Just as Wall Street 
has become known the world over as 
New York’s money center, so Maiden 
Lane has achieved fame as the street 
of the jewelers and goldsmiths, the 
home of the diamond and ruby and 
lovely silverware. A touch of old 
tradition, a sentiment that clings, and 
the pleasing fancy that harmonizes 
with the character of its romantic 
name—that’s Maiden Lane!” 
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Q™ DAY in June, 1899, two jewelry 
store salesmen in St. Louis, Mo., 
went out to lunch together for the 
first time. They ate together the next 
day, too. And the following day. 
First thing they knew it was sort of 
a habit. And it didn’t seem like a 
very long time until last June 19th 
came around. When that date did 
arrive, however, the two men were 
amazed to realize that they were cele- 
brating fifty years of eating lunch to- 
eether virtually every day. 

The two-man luncheon club started 
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You make more profit on 
Parker ‘S1" than on. 


50% of the merchandise you sell — 


THE PARKER PEN COMPANY - JANESVILLE 
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innocently enough, with no thought 
of its becoming a permanent insiitu- 
tion. A. O. Grimes had just joined 
the sales staff of Mermod-Jaccard- 
King and he asked Charles Buettner. 
his new colleague, “What time do you 
go to lunch?” Buettner mentioned 
his usual hour and Grimes suggested 
that they go out together. They did. 

For eleven years Buettner and 
Grimes lunched’ together daily, 
scarcely ever missing. Then in 1910 
Grimes left the Mermod-Jaccard-King 
firm and went over to Hess-Culbert- 
son Jewelry Co. This didn’t dissolve 
the combination, however—the two 
men continued to meet for lunch at 
least three times a week. Even when 
Buettner left Mermod-Jaccard-King 
for Selle Jewelry Co., in 1936, the 
two-man club continued. Right up 
to the present day. 

Estimating conservatively, we fig- 
ure that at the rate of three lunches 
together per week for 50 years, Buet- 
tner and Grimes have consumed a to- 
tal of 15.600 noontime meals (7,800 
each). That should constitute some- 
thing of a record. 
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bore FACT that he couldn’t spare the 
time from his jewelry business to 


feed chickens didn’t deter O. J. Weist. 
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Lodi, Calif., from having his own 
poultry farm. He just sat down and 
did a little inventing. As a result of 
his ingenuity he has all the chickens 
he wants without detriment to his 
business and, in addition, he has a 
patent on a gadget which may well 
be a boon to all farmers and poultry- 
men everywhere. 

Weist’s idea is simple, really—basi- 
cally it consists of a clock which 
actuates a mechanism to release 
chicken feed from a bin holding a 
several day’s supply. All the jeweler 
has to do is dump a sack of feed into 
the bin, set the clock for the hours 
he wishes the chickens fed, and feed- 
ing is accomplished for the next three 
or four days. He has to assure his 
hens an adequate supply of water, of 
course, and gather the eggs once or 
twice a day, but he is spared the daily 
chow session which normally takes 
much of the poultryman’s time. 

Applying for a patent on his auto- 
matic feeder, Jeweler Weist was sur- 
prised to learn that no one else had 
ever applied for a patent on such a 
device. And Uncle Sam issued him a 
patent almost right away. 

Although he invented the machine 


for his own use, Weist is not unaware 
of its commercial possibilities. He 
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“Why can't you buy a suitcase like other traveling men?" 
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made a scale model of the feeder and 
put it on display in his jewelry store 
window, attracting considerable at- 
tention and _ enthusiastic approval 
from local poultrymen. Hearing of 
this, a California poultry equipment 
manufacturing firm negotiated for 
the rights to manufacture and market 
the Weist feeder. It was exhibited at 
the Sacramento Poultry Show in late 
June and placed on the market 
shortly afterwards. 
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[MES are dragging women into a 


jewelry store, strange as it may 
seem. And it’s all because of a bird 
in a gilded cage. 

Mrs. Helen Moore, gift buyer at 
Mermod-Jaccard King Jewelry Co., 
St. Louis, Mo., recently bought some 
life-like reproductions of tiny French 
canaries, actuated by a music-box 
mechanism. ‘Taking two, she placed 
one at either end of a place setting 
display, wound them up, and awaited 
results. They weren't long in coming. 
Customers about the store heard the 
clear, life-like warbling and heads 
would look ceilingwards, searching 
for cages. When none were seen, the 
customers traced the birds through 
the intermittent chirping. At the dis- 
play people were fascinated to note 
that the birds heads were turning 
from right to left, their tails were 
moving up and down, and their beaks 
were opening and closing as the mel- 
odies escaped. 

A salesman, standing by the dis- 
play, pointed out that the birds were 
not alive but were, rather, an adapta- 
tion of the music box idea. Winding 
them up fills a bellows with air, turn- 
ing them on allows the air to escape, 
a little at a time, simulating a canary’s 
warbling. The birds’ motions, of 
course, are easily explained by the 
presence of a tiny clockwork mech- 
anism. 

Once the public (particularly the 
men) heard about Mermod-Jaccard- 
King’s intriguing little canaries, the 
firm started advertising them in their 
newspaper insertions. Priced at $170 
each, it is obvious that not everyone 
who enters the store to hear them 
sing are actually purchasers. How- 
ever, there have been a surprising 
number of sales, including one to an 
elderly lady who wanted a canary to 
place on her breakfast table and sing 
upon command. 
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The "call to school" centers attention on appropriate gifts. 


Nchool Opening Promotion a Bid For 





eas ARE very few jewelers who do not 
make an effort to have some special promotion for the 
“big” sales occasions of the year—Christmas, Faster, 
June Weddings, Graduation—but there are many other 


Old-fashioned teacher and little sales occasions which, while not as dramatic in sales re- 
schoolhouse used in display above sults, can be very rewarding if thoughtfully promoted. 
are of papier mache and colorfully ’ ey ae ; 

Heeuated Celt “Ahedthed ie Such displays invite immediate sales and also keep your 
framed with gay plaid and used for entire display program lively and interesting, giving your 
showing both copy and merchandise. customers a reason for watching your windows. 


As the summer ends, young people are going back to 
boarding schools and colleges and, if you play your 
window cards right, many of those from your town will 
be equipped with watches, pen and pencil sets, wallets 
and jewelry from your store! Here is an excellent example 
of the kinds of “small” promotion that can increase 
window sales and get continuing attention for your 
window program. 

To serve this double purpose such displays need to be 
both dramatic and colorful, and merchandise should be 
thoughtfully selected. There are many appropriate decora- 
tive motifs that can be used. There is a considerable 
amount of such material available already made up and 
there are many simple things that can be executed in the 
store. 

Papier mache figures of school teachers, school kids, 
wise old owls and such can be ordered from display 
houses—done in caricature style, many of these can give 
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Not a “big” sales occasion, back-to-school, nevertheless 
gives the jeweler an excellent opportunity to focus attention 


of his customers-to-be on his store and increase window sales. 


by VIRGINIA DIXON 


a nice touch of humor to the window. Building blocks 
made of wood or felt or lucite with gay decorations can 
be used for elevations. Books can be used either as 
elevations themselves or as supports for glass shelves. 
These may be decorative dummy books or you might 
even use real school text books. Apples for the teacher 
are always a good theme for “Back to School.” You can 
use real apples, lacquered; imitation composition apples: 
stuffed felt apples or cut-outs painted or fabric covered. 
Fabric covered apple cut-outs would make good display 
pads for costume jewelry. So would blackboards, cut 
from heavy cardboard, covered in black felt and edged 
with red cotton roping. 

Half-round papier mache models of an old-fashioned 
school teacher and a decorative school house are the 
features of the first of the two illustrated displays. Mer- 
chandise is displayed on a triangular platform extending 

(Please turn to page 167) 
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A wise old owl and blackboards set the theme for this display. 


ur Future Customers 


Papier mache owl is 17 inches high. 








MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 
SCHOOL TEACHER DISPLAY 


Material Source 


School teacher figure Staples-Smith, Inc. 
half-round papier mache 8 West 40th Street 
26!/2" high New York 
about $15.00 

School house Staples-Smith, Inc. 
half-round papier mache 
5" x 12!" 
under $8.00 

Fabric for covering ramp platform— Local fabric store 
duvetyn, felt or velveteen 


OWL DISPLAY 


Owl—papier mache Staples-Smith, Inc. 
full round 17" high $18.00 
344 round—1!7" high 13.50 
Bulletin Boards 
plaid paper border, felt ''slate” 


15'/."" x 14""—$6.50 each 


Staples-Smith, Inc. 


























THERES A BACKLOG. OF ORDERS & YEARS LONG. 
ON THESE SERVING. PIECES | 







T’S been 8 long years since these popular No need to tell you what easy-selling items 
| serving pieces have been made. Now, at these are... how attractively priced... and 
last, they're back... and what a market is what ideal gifts they make in their beauti- 
waiting for them! ful blue, clear-top gift cases, all lined with 

Since 1945, over 1.000,000 52-piece sets SHimmering white satin! 
have been sold. All these—and ail the 34- Shipping will start September Ist. Better 
piece, 76-piece, and 102-piece sets—need these order now—and order enough! Eight years’ 
pieces indispensable to today’s entertaining. worth is a lot of orders! 


[S47 ROGERS BROS. 4or |O2 years Americas Finest Silverplate 


The International Silver Company, 169 Colony Street, Meriden, Connecticut. 
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More store-wide business through increased store 
traffic is the objective of Watch Inspection Week 
to be sponsored by the Jewelry Industry Council. 


P LANS FOR THE FIRST “It’s Watch Inspection 
Time,” a nation-wide promotion co-ordinated and spon- 
sored by the Jewelry Industry Council, and scheduled to 
take place the week of September 12-17, are now com- 
pleted, according to Albert E. Haase, Executive Director 
of the Council. 

The promotion will feature free watch inspection for 
the public and a slogan “Check-up — Then — Dress-up 
Your Watch.” 

The objectives of the promotion are to increase (1) 
jewelry store traffic: (2) watch repair income; (3) watch 
aitachment sales, and (4) sales of other jewelry store 
products. 

The Council will furnish its retail members with an 
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idea book, newspaper mats and three different easel-backed 
window and in-store display cards. The idea book will 
give retailers special newspaper copy, radio commercials, 
direct mail suggestions and window display ideas. In 
addition it will give definite suggestions to retailers on 
“How To Make Watch Inspection Time Pay Dividends,” 
according to Mr. Haase. 

“If you want to make this promotion successful in 
your store,” it is emphasized by the Council, “the first 
and most important step is to look objectively at your 
Watch Repair Department. Dress-up your Watch Repair 
Department and keep it well lighted and neat. 

“Instruct your repair clerks to take an interest in the 
customer’s watch, not to treat it as ‘just another job’. 
Remember that more customers judge your store on the 
basis of their experience in the Repair Department than 
do customers in any other department. Keep in mind 
that the satisfied repair customer is open to suggestive 
selling on the spot. Repair clerks and other clerks have 
an opportunity to suggest a watch band, or other jewelry, 
to a person who has confidence in your store. Impulse 
buying can be stimulated by proper displays of merchan- 
dise such as watch bands at the repair department. Don’t 
miss this sales opportunity! Every repair clerk should 
be schooled in ‘suggestive selling.’ 

‘Remember, the customer has come to you for watch 
repair work because no other type of store in your com- 
munity repairs watches. Now that he is in your store, 
don’t let him go next door to the gift shop for a gift! 
Display your merchandise in all price ranges, so that he 
knows your store is headquarters for gift merchandise. 

“Make sure your Repair Department is a department; 
Identify it with an attractive sign. Put it on a businesslike 
basis by assuring speedy service. Keep it clean and neat. 
Locate a sign suggesting repairs near the cashier’s desk, 
in the window and in other locations. 

“Be sure that watchbands and other related items are 
on display in the Repair Department, in the front of the 
store, and in the window. 

“Advertising watch repairs is the cheapest advertising 
you can do because more potential customers are interested 
in watch repairs than any other feature in your store at 
that time—September 12th to 17th. 

“Use important window space because almost every 
single passerby should have his watch checked up at least 
once a year and probably has overlooked this important 
duty. 

“Identify your store as Repair Headquarters in your 
community. Try to get customers to come in for a watch 
check-up es often as railroad men have their watches 
checked. 

“Instruct your clerks to suggest repairs to casual 
‘shoppers—someone who might otherwise look, buy 
nothing, and leave the store is very likely to have a watch 
check-up—if an alert clerk suggests it. 

“Does your watch need a new band or strap?’ Post 
this question in your Repair Department, ask this question 
of every repair customer. 

“Specific suggestions for selling watch bands and 
watches: 

“Try to suggest a watch band when a watch is brought 
in for repair, instead of waiting until the job is completed. 
This gives you two opportunities to try to make the sale. 

(Please turn to page 168) 


123 
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Compare your sales 
with those of 


other jewelers from 





D URING THE PAST FEW YEARS, better styling 
and huge advertising expenditures have increased the 
public interest in metal watchbands to the point where 
they have become an important part of jewelry store vol- 
ume and an important factor in increasing store traffic. 

So that you can compare your sales success in metal 
watch attachments with the experience of other jewelers, 
THE JEWELERS’ CIRCULAR-KEYSTONE recently conducted 
a survey among jewelry retailers from coast-to-coast. 
Analyzing the returns, this survey shows: 

1. Watch attachments account for about 4.75 per cent 
of the average jeweler’s dollar volume: 

2. The average jeweler sells three metal watch attach- 
ments to every leather strap; 

3. Sales of watch attachments in the average jewelry 
store are 43.08 per cent above the 1945 level: 

4. The average jeweler turns over his watch attach- 
ment stock 3.1 times yearly; 

2. Only one out of every four metal watch attachments 
is sold for a new watch (jewelers report that 76 per cent 
of their sales are for old watches, 24 per cent for new 
ones): 

6. Most popular price range for men’s watch attach- 
ments is $6.48 to $12.15; ladies’ watch attachments range 
from $4.71 to $8.81. 

These 6 points are, of course, only a quick summary of 
the returns in JC-K’s survey. A closer look at the results 
should be highly informative. 


WATCHBAND DOLLAR VOLUME 


The returns say: “Watch attachments account for 4.75 
per cent of the average jeweler’s total dollar volume.” 
Actually, out of all those answering JC-K’s survey ques- 
tionnaire, one third estimated that watchbands accounted 
for 5 per cent of total volume, nearly another third (30 
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coast to coast. 


per cent) replied that watchbands accounted for 2 per 
cent of their volume, and the remainder made estimates 
ranging from as low as 1 per cent to as high as 20 per 
cent. The 4.75 per cent figure stated above is a sound 
average figure, achieved by according each percentage 
estimated a weight consistent with the number of jewelers 
submitting it. 

Asked “Of the total dollar volume of your store, what 
percentage is currently represented by watch attachment 
sales?” jewelers replied as follows: 


Percentage Percentage of 
of volume total answering 
5 % a3. 
2 % 30. 
7 % 12.3 
10 % 6.3 
9 % 4.3 
3 % 3.7 
4 % 23 
12.5% 1.4 
0.5% 1.15 
20 % 0.86 
l % 0.86 
6 % 0.386 
All others 2.58 


HOW ABOUT TURNOVER? 


Although it is manifestly impossible to secure abso- 
lutely infallible data concerning rate of turnover (since 
different jewelers maintain different stock levels) it was 
considered advisable, in order to secure some sort of 
yardstick, to ask retailers how many times they turn over 
their watchband inventory during the course of a year. 

According to returns in the JC-K survey, the average 
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ARE Important 


jeweler turns over his stock of watch attachments 3.1 
times yearly. 

As can be seen from the following tabulation, jewelers’ 
responses were far from unanimous. Slightly under a 
third of those answering said that watch attachments 
turned three times per year. About one fifth of the 
total number estimated that the rate of turn was twice 
and almost as many said four times. A variety of rates 


of turnover were submitted by the remaining jewelers 
answering the questionnaire. The 3.1 times yearly fig- 
ure, stated above, represents a true average based upon 
the relative proportion of each jeweler citing each dif- 
ferent rate. 

Asked “As closely as you can estimate, how many times 


(Please turn to page 170) 


Summary of Results 


JC-K WATCHBAND MERCHANDISING SURVEY 


How much of the average jew- 
elers’ dollar volume is accounted 
for by sales of watch attach- 
ments? 


How does watch attachment 
dollar volume break down be- 
tween metal bands and leather 
straps? 


Is dollar volume in watch attach- 
ments up or down compared 


with 1945? 


How fast do watch attachments 
turn over? 


Are most metal watch attach- 
ments sold for old or new 
watches? 


What are the popular price 
ranges for men’s and _ ladies 


watch attachments? 
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4.75% of the total. 


Average: 75.14% metal bands 
24.8697 leather straps 


Emphatically up, according to 77% 
of the jewelers replying. Average 


increase over 1945 is 43.08%. 


Average jeweler turns over his 
watchband stock 3.1 times yearly. 


Old ones, 3 to 1. Average jeweler 
sells 76% of his watchbands for 
old watches, only 24% for new 
ones. 


Average Average 
Min. Max. 
. $12.15 
Ladies’..... 4.71..... 88l 
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Miss Marcia Barnes, above, 
appropriately dressed as a 
belle of 1847 rode through 
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feature of Silver Parade. 


SPRINGER'’S JEWELERS 


Cordially imvite the Ladics of Portland and 
surrounding towns to attcnd their 


1949 SILVER PARADE TEA 
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1847 ROGERS BROS. SIL VER GIRLS PARADE 
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(showing starts ot 100 PM) 


Women of Portland were in- 
vited via newspaper ad to 
attend tea and showing of 


at their storc ss 580 Congress Se. 
Portland, Maine 
Monday-May the Ninth, 1949 
Tea from two to five p. m. 
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Feature of promotion at Savitt's, Inc., 
Hartford, Conn., was sale of 52-piece 
service for eight for 47 cents down. 
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Fashions of the different periods from 1847 to 1949 were 
shown by members of the Portland Players. A commentator 
described the various events connected with the costumes. 


National Advertising 


J EWELERS are constantly urged to tie in 
with national advertising themes; many have wondered 
just how well an extensive promotion of this nature 
would pay off for them. 

A very good answer to this question can be found in 
results of the 1847 Rogers Bros. Silver Sweepstakes Pro- 
motion which are now completely tabulated. Seldom is 
so much exact data available on this question. 

The Sweepstakes, as you probably remember, offered 
prizes for the best store promotion tying in with 1847 
Rogers Bros. national advertising theme: “It’s still the 
thing to do... It’s still the thing to own. . . 1847 
Rogers Bros., For 102 years America’s Finest Silver- 
plate.” Complete freedom was allowed the jewelers to 
develop promotions which would best meet his needs. 
Over 18,000 jewelers were invited to participate. 

Perhaps the most surprising thing was how proportion- 
ately few jewelers took this opportunity to make profits 
for their store, and at the same time compete for prizes. 
Yet in all cases where effort was made the jeweler won 
immediate as well as long range benefits that far out- 
weighed the cost of the promotion. Large extra sales 
were made and store prestige was gained. Most important, 
the store name was firmly linked in the public mind with 
1847 Rogers Bros. Hundreds or thousands of people 
learned that the promoting store was the place to get 



























lie-Ins .... 


Paid These Jewelers 


Proving that jeweler promotions identified with 


nationally advertised products are a wise investment 


that pays in profits and increased store prestige. 


1847 Rogers Bros. The value of this identification of 
store and product is still paying off and will pay again 
and again for years in future sales. 

Many effective merchandising tricks came to light 
which may be of help to every jeweler. The following 
five case histories of jewelers who put on Silver Sweep- 
stakes promotions will illustrate these points: 


1. George T. Springer Company, Portland, 
Maine, First Prize, Group II. 


Edmond J. Beaulieu combined every conceivable means 
of publicity to develop city-wide interest in the promo- 
tion. So successful was he that he practically “took over” 
the entire city for one solid week. 

Newspaper and radio advertising called attention not 
only to the complete line carried by the store but, in 
addition, a horse-drawn surrey paraded the streets, wind- 
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Window displays of Adams, 
Meldrum & Anderson store, 
Buffalo, N. Y., left and 
below, played up theme— 
"It's Still the Thing to 
Own," to suggest silver 
as a gift then and now. 


ing up before the store as Miss Marcia Barnes, portraying 
a carriage girl of 1847 in appropriate costume, stepped 
out for tea. 

Ladies of Portland and surrounding towns were in- 
vited to attend Springer’s 1949 Silver Parade Tea, which 
featured the 1847 Rogers Bros. Silver Girls Parade, 
staged by the Portland Players, and a film, “America’s 
First Silverplate,” shown by Rogers Brothers at the store 
at hourly intervals all afternoon. 

In carrying out the theme, “It’s Still the Thing to Do,” 
Mr. Beaulieu practically turned Portland upside down to 


stage the brilliant affair. 
(Please turn to following page) 
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A local livery stable—a rare thing these days—supplied 
the even rarer equipage for the Silver Parade through 
Portland streets. The surrey, drawn by two chestnut horses, 
was a fine example of oldtime carriages, and Miss Barnes, 
in gay 1847 costume, proved a most attractive attention- 
getter. 

The affair had been well publicized on the radio by 
Miss Martha Standish of station WPOR, and this women’s 
program commentator arrived for the tea, tastefully garbed 
in a bright pink spring hat, trimmed with 1847 Rogers 
Silver spoons, and topped off by a ribbon—*“1847-1949.” 

As women gathered in acceptance of the invitations, 
they were ushered into the second-floor auditorium for 
the showing of the Rogers Bros. film. 

Then came the parade of silverware fashion, with local 
members of the Portland Players wearing authentic cos- 
tumes of the various periods from 1847 to 1949—and 
beyond. 

Albert Willard Smith, of Portland’s radio station 
WCSH, served as commentator in describing the various 
events connected with the costumes—the whole theme be- 
ing carried out with appropriate musical selections of the 
different periods. 

The showing of the film, and the parade, were repeated 
hourly throughout the afternoon for constantly changing 
audiences. These audiences were then invited, in se- 
quence, to enjoy tea on the third floor of the Springers 
store. 
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Draped shelves showing silver service 
for breakfast, afternoon tea and fam- 
ily gathering was part of the in-store 
display of Smith-Patterson, in Boston. 


Silver then and now was theme of display 
and advertising (shown below) of Wade the 
Jeweler, Fresno, Calif. Newspaper ads fea. 
tured pictures of early days in Fresno. 








Y - >. ——— — = 
~~ 
Then and Now... 
- ’ a J a 
it's still the thing to da 
or over a hundred years ‘the silvérplate, 
with the "1847" yearmarkh has been the 
Hs stil the thing own ( .. 









See Fresnos finest heirlooms in our 
isplay windows _— 


1847 ROGERS BROS. AT Wiad >y 


1937 MARIPOSA ST. * THE JEWELER =” 


















1847 ROGERS BROS: 


Oe Secegheae, : 


For the tea party, a real coup had been arranged by 
Mr. Beaulieu. 

In addition to several Portland society women who 
assisted in the pouring, Mrs. Frederick G. Payne, of 
Augusta, wife of Maine’s Governor Payne, headed the list 
of those who poured. 

Mr. Beaulieu invested around $1,000 in putting over 
his week-long promotion. His original ideas won him 

(Please turn to page 174) 
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Christmas Booklets 
Put Gift Emphasis 
On Your Store 


by GOLDALIE FRANK, President 


Contempo Advertising Agency, Ine. 


- 

in 1949 Christmas gift dollar will not be 
coming the jeweler’s way unless he makes the buying 
public conscious of the advantages of purchasing gifts 
from a jewelry store and the fact that he is equipped to 
handle all their gift problems. A well-conceived promo- 
tional program should unquestionably include a good 
mailing piece. The purchase of jewelry or other items 
sold in a jewelry store represents an important invest- 
ment, and although men pay for most of the gifts, it is 
the lady in the family who makes the ultimate decision to 
buy. Therefore, a booklet personally directed to the home 
where she has the leisure to review it carefully will make 
a more lasting impression. 

The important thing is to make certain that your book- 
let properly reflects the character and individuality of 
your store. It must represent your merchandise to its 
best advantage. Color reproduction of your items will 
convey most effectively to your prospective customer a 
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Front and back covers of the 1949 Bulova Christmas booklet. 
Space for customer's name and address is left on front cover 
and the back cover has a large oval space for dealer's name. 
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Three inside spreads from The 
International Silver Company's 
dealer booklet. Entire book 
is in four colors and it shows 
all gift items besides silver. 


greater urge to buy than lengthy copy that she may or 
may not read. Fortunately, in the jewelry field, a retailer 
can buy a syndicated book in color rather inexpensively 
as compared with the high cost of a special printing job 
which entails costly art work and plates. Also, some pro- 
motion-minded manufacturers are now offering dealers 
the opportunity to have a beautiful mailing piece, includ- 
ing all types of merchandise as well as their own, at only 
a fraction of its actual cost. This Christmas The Inter- 
national Silver Company, in Meriden, Conn., is offering 
an exceptionally beautiful four-color process booklet 
which embraces all kinds of items such as diamonds, 
watches, rings, costume jewelry, gifts for men, as well as a 
superior choice of flatware and hollowware. This booklet 
has been planned with the retailer’s approach and the 
proportion of items shown is based on the anticipated 
volume they plan to do in the various categories. 

The Gruen Watch Company and the Bulova Watch 
Company are also preparing dealer’ books which will 
cover different kinds of merchandise in addition to their 
own watches; and other manufacturers are no doubt 
planning similar pieces. But whether you select a book 
prepared by a syndicated publisher, a manufacturer’s 
book for which he shares the cost, or whether you pro- 
duce an individual booklet through an advertising agency 
or your own staff, here are some basic factors you must 
bear in mind when making your choice. It will reflect 
your fine reputation and skyrocket your profits, too! 

1. The cover must be eye-arresting and dramatic. A 
self-mailer properly designed is far better than placing 
the booklet in an ordinary, unattractive envelope . . . and 
you save the price of envelopes also. 

2. Choose color even if the book is smaller, rather than 

(Please turn to page 180) 
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A touch of gold is given this black wool 
dress with formation of lovebirds flying 
across the shoulder. Bracelet and ear- 
rings of dainty gold leaves repeat the 
accent. Jewelry by Krementz & Company. 


Sprays of cultured pearls dropping from 
gold bells furnish the motif for these 
earrings and bracelet. With them a 
choker of pearls and gold cages of them 
as clips. Jewelry from Imperial Pearl Syn. 







































Gold heart charm bracelet, each heart 
studded with a different jewel, is worn 
as a chatelaine, draped between flying 
dragons. Jewelry by Krementz & Company 


I all I ashions Ntress 


One OF the most important jewelry fashion 
showings of the season took place at the Greenbrier in 
White Sulphur Springs, Virginia, July 16th, before an 
audience of more than one hundred leading fashion 
editors from all parts of the country. The show was pre- 
sented by the Jewelry Industry Council in connection 
with a preview of Fall fashions by designer William 
Bass and was part of a week-end program for the coun- 
try’s top newspaper fashion editors who were at Green- 
brier as the guests of Robert Young, President of the 
Chesapeake and Ohio Railroad. 

The show, which was under the direction of the Coun- 
cil’s Fashion Director, Martha Percilla, emphasized not 
only newness in jewelry fashions but newness in the way 
they were worn. 

The increasingly important trend toward jewels on hats 
was much in evidence. One that caught the editors’ eyes 
particularly was a smooth little sideswept hat of the 
“after-five o'clock” variety on which was posed a huge 
aquamarine and diamond clip. With it were shown a 
choker, bracelet and earrings of matching stones. 

Matching the feeling for mixing color which is such 
news in Fall clothes, there was a necklace, earrings, ring 
and bracelet set designed in a series of vari-colored sap- 
phires. Like the rich tones of some of the beautiful tweeds 
which are stealing the fashion picture this season, the 




















J ewelry Accents 


sapphires range from tawny golden hues to smoky grays 
and subtle pinks... 

Cultured pearls, with rich aliveness, appeared with a 
“new look” all their own. Golden bells with myriad 
drops of pearls hanging from them look much like Can- 
terbury Bell flowers in their design. These especially nice 
eardrops of the long type seem so right for short hair 
and cloches with rising crowns. 

Gold clips and pins of the “scatter pin” type played 
an important part in the showing. They made fashion 
news when a number of them were used to create a de- 
sign on the shoulder, pocket or collar of a gown or suit. 
In one instance gold lovebirds were used in little squad- 
rons across the shoulder of a suit and finished off with 
another squadron on the model’s hat. 

The high, swathed neckline, which is the alternate 
favorite for the very low cut, calls for important pins 
or clips that climb up the shoulder line and onto the 
scarf or blouse beneath. 

One idea that especially appealed to the editors was 
that of swinging a gold charm bracelet between two gold 
scatter pins, chatelaine fashion. 

The theme of the entire show was that jewelry not 
only is the important finishing touch to a woman’s new 
clothes, but it is also the most interesting. She will find 
pleasure in wearing it in a new and different way this 
season. 





Tweeds and rich-textured woolens will as- 
sume a new dressed-up feeling this Fall 
and will be accessorized with fine jewelry 
such as the pieces here set with vari-col- 
ored sapphires by Oscar Heyman & Bros. 


The new fashion importance of color is 
indicated by this matching set of ring, 
necklace, bracelet and earrings of vari- 
colored sapphires, ranging from a smoke 
gray and a tawny gold to subtle pink. 


Cultured pearls contained in golden bell 
cages furnish a new note to wide spaced 
pearl necklace and bracelet. Gold cages 
of the pearls are used as earclips. The 
Jewelry is from Imperial Pearl Syndicate. 






























































‘Assressive Merchandising’ 1s Theme 


Sessions at the Waldorf-Astoria built around the theme of improving business 


procedures and maintaining adequate profits in period of receding economy. 


Exhibitors at Trade Show to feature varied selection of jewelry merchandise. 


As DEPICTED on our cover this month, 
for jewelers throughout the United States all roads will 
lead to New York’s Waldorf-Astoria Hotel the third week 
in August. For the 44th year the annual convention and 
trade show of the American National Retail Jewelers 
Association will prove a Mecca for retailers who want to 
improve their business operation and, in addition, get 
first-hand information about jewelry lines which are 
scheduled for Fall and Christmas promotion. 

In an open letter addressed to all jewelers, ANRJA 
President Maurice Adelsheim has invited every retail 
jeweler (whether a member of the organization or not) 
to attend the four day session at the Waldorf, Aug. 15 
through 18. He said: 

As President of the American National Retail Jewel- 
ers Association, I again welcome the opportunity of 
greeting the Retail Jewelers of America. Your officers 
and directors join me in this cordial invitation to attend 
our 44th Annual Convention to be held at the Waldorf 
on Aug. 15 to 18 inclusive. Please remember that 
whether or not you are a member of ANRJA you are 
most welcome. 

Since our last convention important changes have 
occurred in our businesses. The return of the buyers’ 
market and the resulting developments in our national 
economy have brought with them a new set of problems. 
To us jewelers the most important of these is to find 
ways and means of overcoming the increasing ratio 
of business costs which have resulted from declining 
sales and from extravagant habits of management. It 
is evident to the thoughtful jeweler that he must prac- 
tice stricter economy of operation and that he must 
increase the efficiency of his store management if he 
is to compete successfully for his fair share of business 
in a declining market. 

We have planned our convention program with this 
thought in mind. I suggest that you study it carefully. 
You will find no isolated addresses on miscellaneous 


subjects. Instead you will notice that it is built around 
(Please turn to page 176) 
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Program 


44th Annual Convention 
American National Retail Jewelers Association 


Friday, August 12 and Saturday, August 13—Setting 
up Exhiibits 


Sunday, August 14 
10:00 A.M.—Pre-Convention Meeting of ANRJA Execu- 


tive Committee. 
1:00 P.M. to 6:00 P.M.—Registration of Members and 
Visitors, Silver Corridor, Ball Room Floor. 


Monday, August 15 


9:00 A.M. to 7:00 P.M.—Exhibits open in all Exhibit 
Halls. Your Badge will admit you. 

9:00 A.M. to 7:00 P.M.—Registration, Silver Corridor. 

7:00 P.M. to 8:30 P.M.—Registration, Wedgwood 
Room, Lobby Floor. 

12:30 Noon—National and State Officers Luncheon, 
Wedgwood Room, Lobby Floor, President Mav- 
rice Adelsheim presiding. 

Following the Luncheon, the Regional Vice-Presidents 
will make their reports of activities in their respective 
regions. As part of their duties is official representation 
of the Association at the State Meetings, their reports 
should be unusually interesting and make available much 
information of value to the State Association Officers 
present. The reports will be presented as follows: 

Robert A. Abbott, Lowell, Mass., New England Region 

Kenneth |. Van Cott, Binghamton, N. Y., Middle At- 

lantic Region 

Leo F. Henebry, Roanoke, Va., Southeastern Region 

Lester W. Moon, Tallahassee, Fla., South Atlantic-Gulf 

Region . 
Paul E. Morrison, Kalamazoo, Mich., Central Region 
Harry L. Carter, Kansas City, Mo., Northwestern 


Region 
Benton C. Clark, Jr., Oklahoma City, Okla., Southwest- 
ern Region , 


A. W. Molin, Portland, Oregon, Pacific Region 
Opportunity will be given State Association Officers to 
(Please turn to page 176) 
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of 44th Annual ANRJA Convention 


Exhibitors at ANRJA’s Convention and Trade Show 


A 


A. & Z. Chain Company— 
Room 

Admark—Room 

Albert Adler—Room 

Aisenstein & Gordon, Inc.— 


Room 
Aisenstein, Louis, & Bros., 
Inc—4 J] & K 


Alberts, I., Sons, Inc.—26 

American Incabloc Co.—514 

American Jewelry Distrib- 
utors, Inc.—26 

American Safety Razor Co. 
—507 

American Time Products, 
Inc.—216, 217 

Axel Bros., Inc.—56, 57 


B 


B. & O. Chain Co.—Room 
Baden & Fos—4 


Location of exhibits on the main (ballroom) floor at ANRJA's 44th 


Baldwin-Miller Co.—26 

Ballou, B. A., & Co., Inc.— 
312, 313, 314 

Baker & Co., Inc.—18 

Bates, C. J.. & Son—205 

Benrus Watch Company, Inc. 
—Room 


Block, J. & I.—505, 506 


Bojar Company—218, 219 

Morris Breet & Company— 
317, 318 

Bristol Seamless Ring Co.— 
33 


Brown & Son, Inc.—Room 

Budlong, Docherty & Arm- 
strong—Room 

Bulova Watch Company— 
Stage 


C 


Clausin, S. H., & Co.—26 
Cohen, A., & Sons Corp.—72 
and4Lé&M 


Colby Lighter Corp.—104 

Colonial Manufacturing 
Company—1 

Columbia Diamond Rings— 
56, 57 

Coro, Inc.—15, 16, 20, 21 

Cramer-Tobias-Meyer—8 

Crawford Watch Corp.—20l, 
202 

Croton Watch Co., Inc.—410 

Customized Rings—1 

Cyma Watch Co., Inc.—55 


D 


Davidson & Sons Jewelry 
Co., Inc.—207, 208 

Denberg, J. J.—Room 

Doner, W. B., Co.—23 

Doxa Watch Agency, Inc.— 
88 

Dunhill, Alfred, of London. 
Inc.—502 


Durham Silver, Inc.—Room 


BASILDON ROOM 





annua! convention and trade show. in addition to these exhibitors, 


other firms will have display space on the first and second 
balconies of the ballroom. Floor plans for these on the next page. 
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MAIN BALL ROOM 


EAST FOYER 
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E 


Edwards & Company—26 

Eisenberg Jewelry Co.— 
Room 

Elgin American Division— 
28, 2 

Elgin National Watch Com- 
pany—58, 59, 60. 61 

Ellmore Silver Co.—Room 

Empire State Glass Co.—225 

Engel Brothers—Room 

Engel, J.. & Co., Inc.—26 

Eversharp, Inc.—323, 324, 325 


F 


Feature Ring Co., Inc.— 
Room 

Feinstein, E. S.. & Co.—123 

Fidelity Diamond Rings— 
Room 

(Please turn to following page) 
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Fisher, A. Edward, & Co.— 
Room 

Flex-Let Corp.—68, 215 

Florn Clock Co.—212 

Flyer, J. & H., Inc.—Room 

Forever Yours Ring Co., Inc. 
213 

Forstner Chain Corp.—73, 74 

Frackman, Harry and Ben, 
Inc—Room 

Freed, Edwin Advertising— 
404, 405 

Freed, Edwin, Inc.—404, 405 

Freedman, Marvin J., Inc.— 
206 

Freeman, I., & Son, Inc.—S5ll 

Freudenheim Brothers— 
Room 


G 


Gemex Company—66 

Gemological Institute of 
America—13 

Gerwe-Brown Co.—26 

Ginnel, Henry & Company— 
Room 

Glass, Leo, & Co., Inc.—301, 
302 

Gorham Company, The— 
Room 

Gotham Watch Co.—39, 40, 
51, 52 

Gross, B. & E. J., Co., Inc.— 
407, 408 

Gurwitt, Albert, & Co.—214 


H 


Hamilton Watch Co.—44, 45, 
46, 47 

Helbros Watch Co.—30, 31 

Heller, L., & Son, Inc.—14 

Holzer Watch Company, Inc. 
—211 

Hurlburt, H. O., & Sons—43 


I 


Illinois Watch Case Com- 
pany—28, 29 


Imperial Pearl Syndicate— 
41, 42 

International Silver Co.— 
Sert Room 

Iskin Manufacturing Co., Inc. 
—304 


J 


Jabel Ring Manufacturing 
Co.—Room 

Jaffe, Isidore—220 

Jay-Kel, Inc.—19 

Jewelry Industry Council—2 

Jewelry Magazine—222 

Jones & Woodland Co.— 
Room 


K 


Kagan, J. J.. & Co.—132 

Kahn, L. & M., Co.—Room 

Kaplan, Lazare & Sons, Inc. 
—Room 

Karp, David, & Co., Inc.—4 V 

Karpeles Rosary Co., Ltd.— 
109 

Kassoy, I., Inc.—119 

Kaufman, Bert L., Co.—22 

Kaufman, Jack L., Inc.—Room 

Kirk, Samuel, & Son, Inc.— 
4N&P 

Korn, Wm., & Co.—77, 81 

Kramer Jewelry Co.—319 

Kreisler, Jacques, Manufac- 
turing Co.—36, 37 

Krementz & Co.—Room 

Kritzer, Stern & Klein, Inc.— 
Room 

Kuris, Jack, Inc.—122 


L 


L. & R. Manufacturing Com- 
pany—204 

Lady Alice Pearls—220 

Lampl, Walter—85, 86, 87 

Landau, Max & Co., Inc.— 
Room 

Landau Watch Co.—Room 

Lasner Jewelry Corp.—305 


Booths on the second balcony of the ballroom. 





























Booths on the first balcony of the ballroom. 


Lederer, Victor E., Co.—223 

Lee Watch Corp.—221 

Lehman Bros. Silverware 
Corp.—224 

Leichter, Emil, 
Inc.—406 

Leif Brothers—401 

Levitz, Ira., Inc.—4 U 

Levitz, M., & Co.—Room 

Longines-Wittnauer Watch 
Co., Inc.—48, 49 

Luedco Religious Supplies— 
306 

Luria, L., & Son, Inc.— 
Chinese Salon 


M 


Masin Watch Co.—328 

Mautner, The Company—307, 
308, 309, 310 

McKenna, Walter H., & Co., 
Inc.—226 

Mercury Ring Corp.—409 


N 


Nardin, Ulysee, 
Chronometer 
America—320 

National Silver Co.—Carpen- 
ter Suite 

New Haven Clock Co.—402 

New Hermes, Inc.—6 


O 


Ollendorff Watch Co., Inc.— 
39, 40, 51, 52 

Oneida Community, Ltd.— 
Jansen Suite 

Oneida, Ltd. Sterling Di- 
vision—Room 

Otis Company—64 


4 


P. M. Jewelry’ Creations, Inc. 


Watch Co., 


Watch & 
Corp. of 


Paley, Wiener, Inc.—508, 509 

Paramount Wedding Ring 
Co.—Room 

Parker Pen Co.—315, 316 


Paulson, Henry, & Co.—113, 
114, 115, 116 

Pennino Brothers, Inc.—Room 

Phillips, Geo., Co., Inc.— 
Room 

Plainville Stock Company— 
Room 


Polumbaum, Richard, Co., 
Inc.—501 

Poole Silver Company—80 
84 


Posin, A. C., Company—26 
Prill Silver Company—17 


R 


Reich, M. A.—Room 

Rexon, Inc.—229 

Reynolds, E. W., Co., Inc.— 
226 

“Rings 
408 

Rivkin, Morris, & Sons, Inc. 


O’Romance” — 407, 


Robbins, J. W., Co.—326, 327 

Rogers, Wm. A., Ltd.—Jansen 
Suite 

Ronson Art Metal Works—65 

Rosenthal & Kaplan—Room 


S 


S. P. M. Company—Room 

Sammartino’ Brothers -— 227, 
228 ; 

Sarkin, David, Inc.—311 

Savoy Watch Company, Inc. 
—Room 

Schiffman, M. W., & Co— 
Room 

Schless Harwood Co., Inc.— 
Room 

Schmukler, J. J.. & Son, Inc.— 
4E 


Seidman & Co.—Room 

Sheaffer, W. A., Pen Co.— 
38 

Shiman Bros. & Co., Inc.— 
Room 

Shiman, M. H., & Co., Inc.— 
Room 

Sickles, M., & Sons—Rocm 


(Please turn to page 178) 
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smart merchants score 





on this quick quiz 


What lighter and lighter accessories are asked for and bought by more 
people than all other brands combined ? 








What lighter and lighter accessories do more consumer advertising than all 
other brands combined ? 


€ What lighter and lighter accessories give you more total dollar profit than 
all other brands combined ? 





What lighter is precision-built to fine jewelry standards, for years of 
reliable service ? 


5) What lighter is famous for that dependable safety action: “press, it’s lit... 
release, it’s out—safely out the instant you lift your finger” ? 








What lighter offers the widest range of models for pocket, handbag, 


table and desk? 


there’s only one answer... 


ONSON 





That’s why it pays you 
to c-0-n-c-e-n-t-r-a-t-e 
on Ronson; 

—why you'll want to 
tie in with Ronson’s 
power-packed radio, 








magazine, and WORLD’'S GREATEST LIGHTER 
television consumer Viste Rencen of 
advertising ; Booth 65, American 
—why you'll do well National Retail 
to make full use Jewelers Assn. 

{R ’s effective Reg 
oe ee ee Waldorf-Astoria, 


merchandising helps, New York City 
free on request. 


Ronson Art Metal Works, Inc., 
Newark 2, N. J. 


every month’s a selling month for you with RONSON 
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Synthetic Corundum and Spinel 


Manufacturing in Switzerland 


by FREDERICK H. POUGH, P4.D. 


Curator of Geology and Mineralogy 


American Museum of Natural History 


, 

aw WRITER had the good fortune last sum- 
miner to be invited by Dr. E. G. Sandmeier to visit the 
factory of the Swiss Jewel Company, in Locarno; one 
of the largest Swiss manufacturers of synthetic corundum 
and spinel. In addition to manufacturing the boules, the 
plant also fabricates great numbers of bearings and 





Fused silica bowls of calcined alum, ready for the feed 
hoppers of the furnaces. 


jewels, and this part of the business is more important 
than the sales for jewelry use. 

The situation of synthetic plants in the Alps is indi- 
cated by their need for abundant cheap electric power 
in steady supply. The European manufacturers of syn- 
thetic corundum and spinel manufacture their own hy- 


Battery of oxyhydrogen furnaces 
growing synthetic corundum 
boules 
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drogen ard oxygen, they are not so fortunate as the 
Linde Air Products Company in having the gases for 
the furnaces at litile cost as by-products of other processes. 
The most obvious source of hydrogen and oxygen for 
the burners is from the electrolytic decomposition of 
water. This is an expensive separation (and one not 
entirely without risk, since hydrogen is so inflammable) 
and requires a constant supply of current. This means 
that the northern Alps, where freezing reduces the water 
supply in the winter, are less reliable than locations 
further south. This was one of the considerations that 
caused the plant of the Swiss Jewel Company to be 
established in the delightfully situated city of Locarno. 

The fundamental stage in the European production of 
the synthetic boules is, naturally, the creation of the fuel 
for the burners. At the Swiss Jewel Company this is a con- 
tinuous process, which consumes daily about 2000 kilo- 
watts of current, supplied as A.C. This electricity drives 
three generators of direct current, for, naturally, al- 
ternating current cannot be used in an electrolytic separa- 
tion which depends upon positive and negative electrodes. 
The gases are freed in eight huge units resembling a 
filter press in appearance. These consume daily some 
3000 amperes. The cells, which are made up of a series 
cf plates, the anodes and the cathodes, are filled with 
water and some caustic soda; the latter lets the current 
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A Diamond “Selling Phrase” for you to use 


‘‘A Diamond is forever” is working for jewelers 
everywhere through diamond advertising in 
leading magazines — Life, Look, The Saturday 
Evening Post, and Collier’s. You are invited to 
make it work directly for you by using it in 
your own store promotions—and advertising. 


By reminding your customers that a diamond 
will be cherished for a lifetime or more, you 
can make them more conscious of the im- 
portance of purchasing diamonds of which they 
can always be proud. 


This selling phrase and the diamond adver- 
tising itself are among the many efforts that are 
stimulating interest in and desire for diamonds. 
They are important selling tools for you. 


Diamond promotion promotes your business 





FOR AUGUST, 1949 


YOUR diamond promotion includes . . . 


ADVERTISING supporting the engagement ring tra- 
dition—in leading national magazines . . . stress- 
ing the fashion significance of diamonds—in out- 
standing fashion publications. 

PUBLICITY in newspapers, magazines, on the radio. 

MOVIES— “The Eternal Gem’’—to show in your town. 
For details on how you may acquire this film at no 
cost, write to Association Films, 347 Madison Ave., 
New York 17, N. Y. 

LECTURES throughout the country. 


e All are designed to help you sell more diamonds. 


De Beers Consolidated Mines, Ltd. 
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flow through the water by a separation of ions or “ioni- 
zation.” A continuous reaction takes place, so that a 
stream of hydrogen gas is released at one of the nickel- 
p:ated plates of sheet iron, while a stream of oxygen 
bubbles rises from the other plate. The water level is 
renewed as it is lowered by the removal of the vitalized 
gases. Since the addition of ordinary tap water would 
in time result in a concentration of impurities, it is 


Ruby boule, showing the foot 
and pedestal from which it is 
grown. 





necessary to use only distilled water. This requires 
another bit of apparatus—an electric still, designed to 
condense five cubic meters of distilled water a day. 

The production of gas approximates 3500 cubic meters 
of oxygen and 7000 cubic meters of hydrogen each day. 
The gases rise as bubbles from the plates, to be collected 
in two series of pipes; one carrying off the oxygen and 
the other the hydrogen. It is, of course, of the utmost 
importance that the gases do not mix to create an explo- 
sive gas. They are then fed into tanks which supply the 
burners. 

As was the experience in America, from the first, man- 
ufacturers found it necessary to make their own aluminum 
oxide powder to obtain the necessary purity. The process 
is slightly different from the Linde procedure, for in 
Locarno a mixture is made of dry powdered alum of the 








Cross section view showing 
the hexagonal outline of a 
ruby boule. 











inant abil tcl 


highest purity, to which is added the desired amount of 
pigmenting impurity. This mixture is then placed in a 
calcining furnace, the alum melts and dissolves the pig- 
ment, and after heating for one hour it comes out as a 
froth of ~ aluminum oxide. This material is then ready 
for the furnaces. 
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Production of synthetic ruby on a commercial scale 
started in 1917 in Locarno. The earliest boules were 
literally, ball-like and many of them went to India. where 
they were placed in barrels and tumbled to create the ap- 
pearance of natural water-worn pebbles. Time and ex. 
perience have led to the production of larger and better 
boules and the elongated shape of the modern boule is 
likely to make ene wonder about the name they were 
originally christened. 

Furnace temperatures vary according to the material 
being fused and this is controlled by varying the amount 
cf hydrogen fed to the burners. Corundum or sapphire 








Diagram of the Verneuil 
burner as it is used in 
Locarno at the Swiss 
Jewel Company plant. 



































is made in furnaces running at 2200° C while the spinel 
is made at 2400° C. At the start, lower temperatures are 
maintained. Usually the boules are allowed to start for 
themselves from the pedestal, though some boules made 
particularly for meter bearings are started from oriented 
seed plates. Proper orientation is considered more im- 
portant for these bearings, since some of them must stand 
pressures as high as 400 kg. per square millimeter. 

Most of the watch bearing boules are colored red, by 
the addition of 5% Cr2O¢ to the alumina. Meter bearings 
s1e made of white sapphire, since color here is no consid- 
cration and white boules grow faster. Fancy colors are 
made only for jewelry use. If all the furnaces are operated 
at full blast, Dr. Sandmeier estimated that the production 
would be between 3 and 5 million carats per month, 
depending upon the colors produced. The factory could 
make 100,000,000 carats a year of the white boules, or 
20 tons of white synthetic sapphire. 

(Please turn to page 182) 
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Cortland's motto, ‘The Home 
of Radiant Diamonds" is fea- 
tured in all advertising, 
windows, etc. Here the slo- 
gan dominates a window dis- 
play containing a wide va- 
riety of diamond merchandise. 








“Tailor Made’ Cocktail Rings 


Boost Firm’s Diamond Volume 





by EVELYN PETERS 


Frank Sachs, owner-manager of the Cortland store, is a 


W.... ENGAGEMENT and wedding rings firm believer in educating —_— to a — — 
are the strength of his diamond business, Frank Sachs, sation at Cente, Tinke Se Say @ Hy Se 
owner-manager of Cortland Jewelers, 717 Hennepin Ave.. 
Minneapolis, Minn., ups his store’s ring volume even 
further by offering a service in specially designed cock- 
tail rings according to customers’ selection. 

“Rather than try to find a ring already made up which 
will please a customer by giving her something close to 
what she wishes, we make the rings up and give her 
exactly what she desires,” said Mr. Sachs. “The customer 
takes pride in a ring which is individual and has con- 
tinued satisfaction with one designed to her special taste.” 

Artist’s sketches are shown to customers making a cock- 
tail ring selection. Baguettes can be set as the customer 
wishes, altering the original designs. The size and num- 
ber of diamonds used are suited to individual preference 
and pocketbook. 


This service has directed attention to cocktail rings 
(Please turn to page 188) 
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Credit? 








Certainly! 


by S. L. HUSTED 


CARAT 


PERFECT 


DIAMOND 


*TOTAL COMBINED WEIGHT 


és only .. —_ 39° or 


This one 





Perfect center diarnond with two fine blue 
white side diamonds, Chips are never used 
by Max Gross Co. Exquisite 14-kt, white or 

' «yellow gold mounting. Typical of the dia- 
mond values you will find here. All Gross 
diamonds are guaranteed in writing, Credit? 
Why, certainly. 








aaah 616 W, WISCONSIN AVENUE 














MAX GROSS / 





(Left) Rotogra- 
vure section ad. 
Each Sunday one 
specific item is 
advertised thus. 
(Below) Letters 
of this sort are 
sent to winners 
of the mystery 
tune contest. 








PHONE MARQUETTE 6.1762 
“THE OLD RELIABLE” 


Max Gros4 Co. 


JEWELERS 








This offer good until January 2, 19249. 


letter 


NAME 
ADDRESS 











616 W WISCONSIN AVENUE 
MILWAUKEE 3. WISCONSIN 


Congratulations on being a lucky winner in RADIO 


STATION WEMP*s "ORGAN SKETCHES" mystery tune contest 


This letter is your two dollar ($2.C0) gift certificate, 
good on any one purchase of $10.0C or more, when pre- e 


sented at MAX GROSS JEWELERS, 616 Wcst Wisconsin Averue. 


Please sign your nime and address when presenting this 


Very truly yours, 
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Front of the Max Gross Jewelry Store in downtown 
Milwaukee, Wisc. Note prominence of firm's motto. 


A HALF - HOUR daily radio organ recital 
program centering around a mystery tune with a contest 
tied in with it, is making many friends for the Max Gross 
Jewelry Store at 616 West Wisconsin Avenue, in down- 
town Milwaukee, Wisconsin. 

This daily musical broadcast is the brainchild of the 
store’s owner, Harry Lewis, and Ben Wolf, a representative 
of the station, WEMP. li is heard daily from 10:30 A.M. 
till 11:00 A.M., and its format is simple. The announcer 
opens it up with the direct plug, “Max Gross Jewelers of 
616 West Wisconsin Avenue, presents ‘Organ Sketches’.” 
‘Then an appealing little jingle about the store is sung to 
a catchy melody prepared for this program. 

Following this, organist Elmer Ehrke plays a number 
on the organ. A second 150-word commercial comes next, 
with a general boost for one category of jewelry, rather 
than an institutional or a merchandising-of-one-item type 
of plug. For instance, on one program watches will be 
boosted. On the second rings will be pushed, while on a 
third pearis will be stressed. But each individual an- 
nouncement will end with the phrase, “Credit? Why 
certainly!” three words that this store keeps impressing 
on its customers. 

After a second musical selection, Mr. Ehrke plays an- 
other number, this time what is announced as the mystery 
tune. Just before he plays this, the announcer gives the 
listeners the details of this simple contest. He tells the 
audience that every person who guesses the name of 
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the song and who mails it in to the station will be eligible 
for a $2 gift certificate good on any one purchase of a 
jewelry item worth $10 or more at the downtown store. 
Of course, the song must be named correctly and mailed 
before the next morning. And as an added incentive for 
prompt action on the part of the listeners, the station 
awards twenty free passes to the Riverside Theater, these 
to go to the first twenty replies. 

Mr. Lewis found that this one promotion netted him 
from 150 to 200 letters a day. To each of those giving 
correct answers a congratulatory message was sent telling 
him he was entitled to the promised $2 gift certificate for 
his correct answer and asking him to present that letter 
for his prize at the store. 

This wasn’t Mr. Lewis’s first attempt at radio adver- 
tising, for he has always used spot announcements with 
good results. During the past summer he had his an- 
nouncements made before important baseball games, 
thus insuring him a wide audience. He even had those 
spots couched in baseball terms so as to tie in more obvi- 
ously with the programs to follow. That clever touch 
got him ready listeners. 
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{Above) Example of the mid-week 
advertisement employed by the 
Gross firm. (At Right) Owner 
Harry Lewis tunes in one of his 


But his present “Organ Sketches” series is the one he 
has found most effective in boosting sales. In all it hag 
three commercials, the singing jingle, three melodie 
played by organist Ehrke, and the Mystery Tune itself 
For six days a week it goes on, continuing to pull jy 
close to 200 letters a day. 

“That isn’t bad,” the genial Mr. Lewis comments, 

“especially when you Saou that out of that at least 100 
will be correct since we purposely make the tune rather 
simple. That means a hundred new people a day will be 
coming into our store. And even those who don’t win or 
who don’t send in entries at all, will still be hearing the 
name of our store repeatedly during this program; and 
that’s one of the basic rules of good advertising—repe. 
tition! I’ve learned that from my many years with this 
store!” 

Lewis joined Mr. and Mrs. Max Gross in running this 
store back in 1928. In 1939 when Mr. Gross passed away, 
Lewis stayed on in his capacity of manager and bought an 
interest in the business. Then, in July of 1948 when Mrs, 
Gross died, Mr. Lewis bought out the whole firm from 
her heirs. 

He immediately set about remodeling it into the store 
he had always planned to have. He had the high walls 
papered with an interesting white figure, blue background 
pattern. He installed new lighting fixtures and had new 
display counters installed. The first two of these he 
devoted to the display of rings, and so he designed a 
show case that had padded sections which fitted into cutout 
grooves in the base of the top display section. These 
could then be lifted out of their own little grooves when he 
wanted to show the whole padded tray to an inquiring 
customer. 

Those two ring cases were set up nearest the entrance 
so that the customers saw them first. The third case 
holds men’s watches; the fourth case, ladies’ watches. 
Then across the back of this retail section stands another 
glass floor case of men’s jewelry such as tie pins, money 
clips, key chains, and so on. Going back along the west 
wall toward the front door again, is one long all-glass 
case whose four levels hold women’s smaller items such 


(Please turn to page 189) 


pre-game spot announcements so 
that customers already in the 
store can hear it. This jeweler 
takes maximum advantage of 
all types of advertising media. 
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LAZARE KAPLAN & SONS 


WELCOME ALL JEWELERS 
ATTENDING THE A.N.R.J.A. CONVENTION 
AUGUST 15-18 


We cordially invite our friends to visit us 
at our suite at the Waldorf Astoria 
or at our nearby office 


LAZARE KAPLAN & SONS, INC. 


630 FIFTH AVENUE — NEW YORK 20, N. Y. 
(Rockefeller Centre) 
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His Motto Is ‘Service—Plus!’ 





A 30-year byword for his firm, ‘Service’ 


to Carl Telitzky in his new Hoboken. 


by MERCEDES ROESNER 


ARL TELITZKY, of Carl’s Jewelry Shop. 
Hoboken, N. J., is an old-time jeweler in an ultra-modern 
setting. Although a watchmaker since 1909 (he learned 
the craft in Germany and came to this country in 1914) 
and in the jewelry business since 1919, he has only been 
in his present location a few months. 

Forced to vacate his former location because of sale of 
the building, Carl purchased his present quarters—a two 
story building—last fall. “It was a stable,” he says, “but 
we managed to transform it into a modern jewelry store.” 
Just how successful this transformation was can be seen 
from the photographs accompanying this article. The 
new shop was opened for business on December 4, 1948, 
an example of the best of the new trends in decor, display 
and lighting. 
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means even 


more 


N. J... jewelry store 


Watchmaker Telitzky (left) explains the cause of 








trouble in 
a broken clock to his nephew and assistant Walter Rothaupt. 
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The facade of the new store is dominated by a large 
neon sign, in semi-script lettering, proclaiming “Carl's 
Jewelry Shop.” Beneath this are two large display win- 
dows, of equal size, framed in black glass and curving 
inward toward the door to provide a roomy foyer. The 
door, almost entirely of glass except for metal trimmings. 
provides an excellent view of the store interior. 

Inside, the 25 by 40 ft. store, papered in pale, silvery 
blue with a darker blue floor covering, is comparable to 
a jewel box. Although the premises are not large, every 
inch of space has been utlized to maximum advantage. 
The main, horseshoe-shaped display counter, running the 
length of the store, is situated in the center—right in 
front of the door. Taller wall display cases are located 
across the rear and eight shadow boxe, devoted to mer- 


Interior view of Carl's store. Shadow boxes 
shown above are along either wall and center 
display counter is shaped like a horseshoe. 
Lighting used combines fluorescent and incan- 
descent "spots'’ which are over center display. 





a 


A letter similar to the one shown at left is sent 
to every one of Carl's repair department customers. 
Many new customers are sent to the store as result 
of recommendations prompted by the letter. Below— 
Shadow box cases along each wall of the Telitzky 
store are used to glamorize certain merchandise, 





chandise which is being specifically highlighted, are 
placed along the walls, four on either side. 

Eight-foot tubular fluorescent lighting fixtures located 
in the ceiling of Carl’s store provide illumination for both 
the horseshoe-shaped center display cases and waist-high 
counters located beneath the shadow boxes. In addition, 
“high hat” spotlights, located directly over the center 
display cases, provide additional illumination and high- 
light the jewelry being shown. 

For customer comfort Carl plans to install an air-con- 
ditioning system for the warm weather. This can be done 
with relative ease, by utilizing the convector heating sys- 
tem which was in use during the winter. 

Carl’s move from the old location to new, modern sur- 

(Please turn to page 191) 
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“Credits and Credit Management 


Under Present Conditions” 


A condensation of a talk given by Howard E. Kroll, Regional Specialized Report Manager 


of Dun & Bradstreet, Inc., Chicago, at the National Wholesale Jewelers’ Association 


Convention at the Edgewater Beach Hotel, Chicago, Ill., June 2, 1949. 


M, SUBJECT has two main parts. The first 
is concerned with fundamentals of credit which are al- 
ways true regardless of economic conditions. The second 
is concerned with the application of these fundamentals 
in the light of the economic outlook as we now see it. 

We credit men say that there are three C’s to credit: 
Character, Capacity, and Capital. Of these, Character is 
probably the most important but at this time I want to 
discuss the other two, Capacity and Capital, by outlining 
to you the three fundamentals of financial policy, because 
J think such a discussion would be of greatest value to 
you just now. 

Capacity means the ability to manage an enterprise and 
Capital represents the financial means with which to man- 
age it. If you can effectively appraise the financial condi- 
tion of your customers, you can determine whether they 
have adequate capital for their businesses, whether they 
are using this capital so as to keep in sound financial con- 
dition and whether they have the ability to stay that way 
and thus continue to be desirable customers. An under- 
standing of the three fundamentals of financial policy that 
I want to discuss with you will help you greatly in ap- 
praising the financial condition of your customers and 
will thus give you a better understanding of their Ca- 
pacity and Capital. 

The first fundamenal is that “A company’s investment 
in fixed assets should be in proper proportion to its 
tangible net worth.” What does that mean? Simply that 
it is a violation of a fundamental policy for amy concern 
in any line of business to invest too much of its capital in 
expensive store fronts. display cases, equipment, bricks 
and mortar, or land. An excessive investment in fixed as- 
sets tends to absorb liquid or working capital which in- 
stead ought to be reserved for financing the day to day 
operations. As to what the proper proportion should be, 
there is considerable variation from one line of business 
to another but a general rule of thumb, and one which 
would apply to your customers is that fixed assets should 
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not comprise much more than 35 per cent of the tangible 
net worth, and a lower figure is distinctly preferable. 

The second fundamental is that “Working capital 
should be in proper proportion to the sales.” 

The technical definition of working capital is that it 
is the difference between the sum of the current assets and 
the sum of the current liabilities. But a more readily 
understandable definition is that working capital is that 
portion of a company’s total capital which remains after 
its fixed assets are bought and paid for. 

Simply stated, this second fundamental means that it 
takes money to do business and that it would be finan- 
cially suicidal for a company with $10,000 in working 
capital to try to finance, say, an organization like General ~ 
Motors Corporation. There is, therefore, a relationship © 
between the working capital that a company has and the 
amount of business it can safely transact. This relation- 
ship likewise varies from one line of business to another. 
In some lines such as wholesale produce it is possible to 
transact comfortably an annual sales volume equivalent 
to twenty-five times the working capital. But your cus- 
tomers cannot do that. Their annual sales should not 
generally be more than two or two and one-half times 
their working capital although some jewelry retailers with 
high pressure merchandising policies do successfuly trans- 
act an annual volume as high as five times their working 
capital. Still, the fundamental rule remains true and an 
effort to transact too large an annual volume without ade- 
quate working capital leads to an “overtrading” position 
and creates strains on the financial condition which can 
lead to bankruptcy. 

The third fundamental is that “The inventory should 
always be less than the working capital.” This is the most 
difficult of the three to explain clearly but essentially it 
boils down to the mathematically demonstrable fact that 
a company with inventories exceeding its working capital 
does not have cash and receivables covering its debts. 

(Please turn to page 212) 
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Two Stores in One 


Compliment Each Other SEW ekeR 
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Owned together but operated separately, nove! 


jewelry-camera store provides a successful 


double-barrelled traffie building incentive. 


= apart.” That’s probably 
the best thumb-nail description of an unusual jewelry- 
photographic store in Pittsburgh, Pa. 

Not that a jewelry store with a camera department is 
unusual. Many a jeweler has discovered that precision 
photographic equipment is an excellent addition to his 
stock. 

But with Herbert M. Shook, who has operated a jewelry 
store under the name of “Herbert’s Jewelers” for 15 years, 
the arrangement is somewhat different. As can be seen 
from the accompanying photograph of the store facade, 
his new shop is actually two enterprises: Herbert’s Jewel- 
ers and People’s Camera Exchange. 

When Mr. Shook was planning his new store last year, 
he decided to put in a camera department—and keep it 
entirely separate from the jewelry business. Consequently, 
he organized the People’s Camera Exchange, secured three 
photographic specialists to operate it, and permitted it 
to occupy nearly two thirds of the new store. The re- 
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The store front leaves no doubt in 
minds of passersby that store car- 
ties both jewelry and camera lines. 


Cases and counter display units for 
both jewelry and photographic lines 
are designed along same general 
decor for unity on the store interior. 


mainder of the shop space he retained for his jewelry 
business, under his own supervision. 

Although the two enterprises are on opposite sides of 
the store and independently operated, according to Mr. 
Shook they do help each other. Many a person entering 
with photographic goods in mind can’t help being at- 
tracted to the jewelry counter, and vice-versa. Thus, an 
unusual amount of store traffic has been built up. Window 
displays in the front of the store are devoted to the ap- 
propriate merchandise on each side, virtually giving the 
impression of two separate stores. Inside, however, dis- 
plays on both sides of the store vie with each other for 
the shopper’s attention. 

Opening of the new store, last autumn, was advertised 
in all three local newspapers, and first-day visitors re- 
ceived souvenirs such as cigarette lighters, pencils and nail- 
clippers. Advertisements subsequent to those announcing 
the opening have been split up, devoted entirely to jewel- 
ry or entirely to photographic merchandise. 
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Ti ra fe i IC Is Important! 


That was the idea uppermost in the mind of Phillip Caplan, Harrisburg, 


Pa., when he acquired adjoining stores and merged them with his own. 





" 

U HE more traflic a jewelry store has the 
more merchandise it will sell,” says Phillip H. Caplan, 
owner of the Caplan Jewelry store, Harrisburg, Pa. “In 
my opinion traffic is the life-blood of any enterprise. | 
am sure that any jeweler is aware of the fact that sales 
are only made to a certain percentage of the persons who 
come into his store. Therefore, the more traffic that a store 
has, the more sales.” ° 

Based on this reasoning is Mr. Caplan’s program for 
building store traffic first, sales volume second. 

When Mr. Caplan first opened his jewelry shop in 
1913, it was just around the main corner of the busy 
shopping center in Harrisburg. As his only way of build- 
ing traffic at the time was to relocate directly in the heart 
of town, he waited for an opening. 

He found it some time later in a small store that was 
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by ROSS MILLER 


The jewelry department in Caplan's 
store is located between drug store 
and soda fountain. Full line of qual- 
ity merchandise is carried and the busi- 
ness thrives on traffic generated by 
associated enterprises. Below—A typi- 

cal ad stresses service and value. 
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Sorry Madam... 


there are no bargains tn diamonds! 








Sometimes quality merchandise goes on sale... along 

with the left-overs. But there is mever a bargain price for 
diamonds. When you buy a diamond you get exactly what you 
pay for. Size alone is not the gauge. A fine diamond 

... like a Cardinal Bonded Diamond .. . can be 

worth twice the price of a poor stone. 


Because of their fine cut, color, brilliance and flawlessness, 
you will be proud to display ... and your customer will 

be proud to own, a Cardinal Diamond Ring. Actually 
bonded to guarantee its quality, workmanship and value. 
Cardinal Diamonds are ALWAYS fine diamonds. 





* Selling aids like these help you tell the °, 
Cardinal Bonded Diamond Ring story: “e 
1. RADIO SPOT ANNOUNCEMENTS a 
2. NATIONAL ADVERTISING Pi 
; 3. COUNTER DISPLAYS ” 
b — 4. NEWSPAPER ADS 3 
onded dtamona rings 2 ae. 2 
"e. 6. MAILING PIECES, 
"* 7. ADMATS” 
CARDINAL DIAMOND SYNDICATE “ o 
Bauman-Massa Jewelry Company, St. Louis _ * 
J. M. Bennett Company, Minneapolis xy , 
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One of the store's display windows 
is divided into watch, diamond and 
jewelry displays. Hurried shoppers 
can look in the appropriate section 
and spot the merchandise they want 
without wasting any of their time. 


Below—Two more typical Caplan ads. 
Practically all of the firm's insertions 
are of identical size (2 columns 
by 5 inches) titled "Do You Know.” 


third from the corner in the town square. Next door was 
a soda fountain and on the corner a drug store. Although 
this location proved more fruitful and business increased 
by leaps and bounds, Mr. Caplan couldn’t help but notice 
the traffic that passed through the soda fountain and drug 
store daily. If only he had that kind of traffic, he thought, 
or was able to locate his jewelry shop within one of these 
stores, business would certainly surpass his current 
operations. 

After a while Mr. Caplan was confronted with his 
second opportunity. The soda fountain and drug store 
were both put up for sale simultaneously. He imme- 
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diately gathered whatever capital he could and pur. 
chased the two stores. Then he started alterations to 
make all three stores into one, still retaining the drug 
store and soda fountain. 

“As the layout of the new building was in an L shape,” 
Mr. Caplan recalls, “I decided to keep the large front 
section as the drug store. This would run into our jewelry 
store which would be retained alongside of it. Then to- 
wards the rear section, I located the soda fountain. In 
this way, I had the jewelry located between two of the 
fastest traffic stores in Harrisburg. And with it came 
trafic to our jewelry department.” 

Mr. Caplan did not, however, want to have his jewelry 
business considered in the same class as small jewelry 
counters or concessions frequently found in drug stores. 
His primary business is jewelry and he maintains it as 
such, with the drug store and soda fountain as side-lines. 

“By keeping high priced jewelry. watches, diamonds 
and rings,” he explains, “we have been able to show the 
public that we are able to satisfy their needs for all types 
of jewelry. And more than that, we only handle nation- 
ally known brand merchandise which is seldom the case 


(Please turn to page 210) 


The photogranhic department is of major im- 
portance in Caplan's store and has proven 
an enormously effective traffic _ builder. 
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at ANRJA 


- , Visit the Lustern exhibit. 
a Booth 32, Grand Ballroom, 
= | Waldorf-Astoria Hotel. 






ThE 
FINISHED 
OUCH 


mn fash ion ~ 
new GLD-FILLED 


JEWELRY Resplendent creations inspired by modern 

fashion trends. The charm of rich jleaming 
i ulated stones on a background of gold. The 
trke beauty is set off in LUSTERN 3ift pack- 


aging that means so much in the completion 
of the sale. 


Designed for sales—packaged for sift appeal— 
backed by a reputation of quality—unsurpassed. 


See your wholesaler for the new LUSTERN line. 











Bois tern company 


PHILADELPHIA + CHICAGO + PROVIDENCE «NEW YORK 
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by W. R. HUNT 


Following the style show held 
by Corrigan's, Houston, Tex., 
all models assembled on the 
stage so that the audience 
could see the group together. 





How to Make a Style Show Click 





Members of Houston's 
Junior League acted 
as models for Corri- 
gan's style show. In 
photo above a necklace 
is being shown and at 
right earrings, neck- 
lace and bracelet are 
featured merchandise. 


158 








Te anne INC.. jewelers, Houston, Texas, 
recently held a style show that was an outstanding illus- 
tration of the far reaching possibilities of such event, when 
properly planned. 

Alexander A. Gatto, Corrigan’s display director, plan- 
ned the show in such a way that even the most blasé 
looked upon the event with smiling approval. 

It proved an enormous good will builder. It was given 
in connection with a Houston Junior League luncheon, 
in the League’s club house and certainly made the highly 
educated, cultured and wealthy ladies of this exclusive 
woman’s club more jewelry conscious. It was educa- 
tional. It gave Corrigan’s an opportunity to demonstrate 
the beauty and artistry of fine jewelry when properly 
selected and worn, and the versatility of modern con- 
vertible jewelry. It gave the store considerable free pub- 
licity in each of Houston’s three daily newspapers. 

Gatto planned carefully for weeks before the event. 
The Junior League members gave splendid co-operation. 
It was necessary to carefully consider the personality of 
each model, the individual jewelry pieces to be shown, 
and which pieces would go best with each individual so 
the effect of distinctive and distinguished personality 
would show to the best advantage. 

Leon Davis, Corrigan’s store manager, in commenting 
on the show said: “Corrigan’s always welcome any op- 
portunity to make Houston more jewelry conscious. Such 
events also help our competitors, but the idea is to get 
out citizens aware of the enormous satisfaction derived 
from the possession of properly styled fine jewelry. This 
helps the entire jewelry trade.” 


(Please turn to page 218) 
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give faster repair service 
“.save money on parts with 


ELGINS NEW MATERIAL CABINET 






























WAIST Case 





MOST COMPLETE, BEST ARRANGED 







CABINET OF ITS KIND! 


Here’s what you have been 
waiting for! This new Elgin 
material cabinet is a system for 
making your Elgin watch re- 
pair work speedier and easier. 
And you save substantially on 
the material and parts when 
you buy them in this complete 
convenient and compact unit. 

Has three easy-operating 
drawers—one for mainsprings 
and two for other materials. 
There are 29 different compart- 
ments for mainsprings alone 
holding 61 mainsprings. Index 
cards are plastic coated for 
easy cleaning. There’s even 
provision rhade for expansion 
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of stock and addition of new 
model parts. : 

Following material comes in 
cabinet: Winding Arbors, 
Clicks, Winding & Setting 
Clutches, Hour and Minute 
Hands, Second Hands, Bal- 
ance Hole Jewels, Balance Cap 
Jewels, Roller Jewels, Setting 
Levers, Bevel Pinions, Cannon 
Pinions, Case Screws, Balance 
Staffs, and Mainsprings, total- 
ling over 400 parts. 

& cbinet is all-metal in size 
standardized and approved by 
the Watch Material Distribu- 
tor Association. Handsome 
Elgin maroon color. 


ELGIN NATIONAL WATCH COMPANY 
Elgin, Ill. 








complete with index 


$99> cards and materials 


Material alone worth $135%; 
makes the cabinet FREE 











Order N 
ELGIN materia 


OW from your 
\ wholesaler 









‘¢Remember—no other watch 
...only ELGIN has this winning 


combination.” 
br Soe 


e Fashion Academy award- 
winning style 


e The DuraPower Mainspring* 


ELGIN’S 85th anniversary 
values backed by big advertising 
campaign. 


* Made of “Elgiloy’’ metal. Patent pending 
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Secret of Small Town Success: 


“Treat Everybody Like 
A Member of the Family’ 


oo] 
N ORDER to operate a successful jewelry 
store in a small town you must be able to call your cus- 
tomers by their first names, know how many there are in 
the family and who is on the way, and treat every cus- 
tomer like one of the family.” . 

That’s the business credo upon which J. V. Searcy of 
Bristow, Oklahoma, has built a highly successful jewelry 
business in an eastern Oklahoma small town of 6,000 
population. But there’s a lot more to how Searcy does 
business that makes good reading and contains good 
business-building ideas for small town and big city 
jewelers as well. 

Searcy started at Atoka, in southern Oklahoma, in 
1903, came to Bristow in 1924 and has operated at three 
different locations there since that time. The last change 
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J. V. SEARCY 


resulted from a fire which leveled his store and its stock 
of merchandise to the ground. 

“Take bride’s business, for example,” Searcy explains. 
“Every jeweler knows how important the bride is to his 
operation. We realized that many years ago and | believe 
we give more attention to brides here than in most small 
town jewelry stores. 

“| make it a point to make a personal call on every 
prospective bride in my city and invite them to the store. 
if thev do not accept that invitation I call later and offer 
to call in my car and bring them to the store. 

“You see, we have made our store a bridal gift center. 
People know that and when they comg in you can bet 
your bottom dollar they ask me for ideas. 

“IT get those ideas by bringing the bride-to-be to the 


There's always something 
in Searcy's stock to fit the 
pocketbook of every cus- 
tomer seeking a_ bridal 
gift. Here saleslady (at 
left) shows customer a vase. 
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Evening Star 


TANNHAUSER 


Richard Wagner 





o 


STEIN & ELLBOGEN COMPANY ®@ 55 East Washington St., Chicago 2 


220 Bagley St., Detroit 26 
829 Fifteenth St., Denver 2 
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store and get her likes and dislikes on crystal, china and 
silver. People know that and therefore they know that in 
nine out of ten cases the bride-to-be has been to my store 
and selected the things she would like. I talk over these 
things with the girl and get her to make selections in all 
sorts of price ranges. There’s always something in my 
stock she has liked that suits the pocketbook of every 
person who plans to send her a gift.” 

Searcy also makes out gift cards in triplicate for each 
such gift to insure the card never being lost and that’s a 
service his customers appreciate. He watches the two local 
weekly newspapers for news items about girls who are 
getting married and solicits their business. He mails about 
1,500 promotional letters of a seasonal nature each year 
_and finds that direct mail is one of the very best means of 
building business for the small town jeweler. 

He has also found it very profitable to stock a small 
inventory on each of a great many things in order to 
make his store the absolute gift center not only of his city 
but of the western half of his county. Gifts, novelties, 
ereeting cards, linens, Bibles, leather goods, luggage, 
purses, etc., are all stocked in his store in addition to 
silverware, fountain pens, crystal and a complete line of 
jewelry merchandise. 

Searcy does an excellent business on his top line of 
greeting cards, a line far and above the run of the mill 
merchandise usually found in variety stores. Business in 
his own department (Hallmark cards) is up twelve per 
cent over last year and Searcy has always found that these 
cards more than paid a handsome profit on the floor space 
assigned them. 

“My wife has done something that has been very profit- 
able and which could be done by a lot of other jewelers’ 
wives, he adds, “and that is her putting in an assortment 
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of fine linens, something that women can very seldom 
obtain for gift purposes in smaller cities and towns, 

“She tried the idea out five years ago with $12.50 of 
her own money and now she has $500 worth of stock 
in her little private department. She sells an enormoys 
amount of this fine linen as gifts and prizes for bridge 
clubs, showers, anniversaries, etc., and she has the only 
place in our area where the top grade linen items can be 
obtained.” 

Searcy has also found that much of a small towy 
jeweler’s success depends upon his repair department and 
the quality of the work turned out of this department. 

“Our repair department is one of the most important 
parts of our business,” he says, “and I think small towy 
jewelers who look upon their repair department as a 
necessary evil are making a very foolish mistake. 

“We believe the finest work possible should be done in 
that department. We have obtained a very fine mailing 
list from repair work and fully half of the customers “ 
have now first did business with us in our repair depart- 
ment. 

“A good repair department can do more to establish 
new customers by satisfying them with repair work than 
anything else a jeweler can do. Bad repair work will drive 
potential customers away while good work will bring not 
only those customers back but their friends also.” 

It goes without saying that Searcy is swamped all of 
the time on repair work. 

Searcy also believes that the small town jeweler should 
study very carefully not only general business conditions 
in the country as a whole, but those within his own area 
as well. 

“Business conditions are the best guide you can have 


(Pleae turn to page 214) 


by ERNEST W. FAIR 


Mr. Searcy designed and built this 
display unit for the cenfer of his 
store. The jeweler has found it wise 
to stock a small inventory of a wide 
variety of merchandise in order to 
appeal to all his customers’ tastes. 
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E. S. FEINSTEIN J. KAVOLSKY 


.S. FEINSTEIN & CO. 


MANUFACTURING JEWELERS 





MANUFACTURERS OF THE 
FAMOUS “ROYAL” & “GEM” 
GENUINE ZIRCON RINGS 


EXCLUSIVELY DESIGNED 
HAND CRAFTED LADIES’ 


AND GENTLEMEN'S RINGS \ 
10 and 14 K Gold AY 2 
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A New Distinctive Line of Ladies’ & Gentlemen’s Gold Jewelry 


AN INVITATION TO VISIT US 


We cordially invite you to visit our Booth 123 at the ANRJA 
Convention, Waldorf Astoria Hote!, N. Y. City, Aug. 15th to 18th. 


* SPECIALISTS IN PROMOTIONAL ITEMS * 


Authorized Factory Distributors Nationslly Recognized Lines 
R. F. SIMMONS CO. SPEIDEL CO. PLAINVILLE STOCK CO. 
HELLER-DELTAH "PHYLLIS" CREATIONS JACOBY-BENDER 


SALES REPRESENTATIVES 








Eastern Northwest 
M. ALBERGO C. B. OLSEENE, SR. 
Southern Southwest 
E. P. SMITH, JR. D. ABRAMS 
SHOWROOM FACTORY 
9-11-13 Maiden Lane, New York 7, N. Y. 106 Fulton St., New York 











Increase sales with our NEW FREE promotional program that will “perk up” store traffic and profits. 
E. S. Feinstein & Co., 9-11-13 Maiden Lane, New York 7, NY. 


GET COMPLETE STORY! Gentlemen: 
FILL OUT AND MAIL COUPON Speed me your FREE new sales stimulating information 


EP 2 4cdin a pas Cae tka ocheks eens 
ND » 1 1s 9-2 pene tueda wasn eatheektle elena 
DON'T DELAY, RUSH COUPON NOW Ps cick aiaaeews Sp acetucdhesans ee ee 
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Perpetuate Your Business 


With Adequate Insurance Coverage 


Beeause many small firms founder upon the death of the sole owner, 


the Department of Commerce is seeking to acquaint small businesses 


with the facts of business life insurance through a recent study. 


- SOLE proprietorship is the most com- 
mon form of business organization. There are nearly 
4,000,000 retail, manufacturing, wholesale, and service 
businesses in the United States. Of these, approximately 
70 per cent are operated by sole proprietors. Most state 
laws provide that at death the business of a sole pro- 
prietor becomes a part of his personal estate, to be ad- 
ministered by his executor or administrator and passed 
along to the legal heirs as quickly as possible, unless 
otherwise provided. The risk of financial loss is clear 
and direct under such circumstances, with a good chance 
for a forced liquidation at severe sacrifice. 

Noting that “many small businesses founder upon the 
death of the sole owner merely because he did not pro- 
vide the business insurance with which to maintain it,” 
the Department of Commerce is seeking to acquaint small 
businesses with the facts concerning business life insur- 
ance policies. 

The Federal Government is urging businessmen to in- 
vestigate the protection offered by business life insurance 
policies so that proprietorships, partnerships, and cor- 
porations may avoid the frequently-costly litigation that 
usually follows death of an owner, partner, or key mem- 
ber of a firm. 

Business life insurance is life insurance designed to 
meet the hazards of loss by a business from death of 
someone associated with it. But it is more than mere 
life insurance, the Department of Commerce points out. 
Each business has its own legal, financial, tax, and techni- 
cal complications that require the careful study of experts. 
In effect, each business life insurance policy must be cus- 
tom-tailored to meet the particular business concerned. 

Among the various purposes for which business life 
insurance is written are: (1) key man protection to re- 
imburse for loss or provide replacement in the event of 
the death of a key employee, (2) partnership insurance, 
to retire a partner’s interest at death, (3) corporation 
insurance, to retire a shareholder’s interest at death, (4) 
proprietorship insurance, to provide for maintenance of 
a business upon the death of a sole proprietor, and (5) 
insurance to aid the firm’s credit status, covering the 
owner or key man during the period of a loan or the 
duration of a mortagage on property held. 

The small business contemplating the establishment of 
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a business life insurance plan faces technical problems 
that call for advice, the Department of Commerce warns, 
“The usual procedure is to consult with three experts— 
the firm’s attorney, its accountant, and its life insurance 
agent—who can make certain that every angle of the 
firm’s interests is being safeguarded.” 

The owner of a business, engaged in execution of his 
duties which make the business a success, is not usually 
in a position to analyze his insurance needs or prescribe 
the correct policies or policy arrangements to meet those 
needs, the Department states. The counsel and advice of 
the firm’s specialists is essential in drawing up plans for 
any business life insurance policy. 


PARTNERSHIP LIFE INSURANCE 


Death of a partner dissolves a partnership—either at 
once or, through special provisions, within a few months. 
Such a death involves a great hazard to the continuity of 
the firm and to the interests of both the remaining partner 
or partners and the heirs of the deceased partner. The 
heirs cannot legally enter the business and take over, but 
they can demand an accounting and call for a cash settle- 
ment of their share of the firm’s net worth, as represented 
by the deceased partner’s interest. Controversy over the 
valuation of this interest alone could well tie up a busi- 
ness in prolonged argument and legal difficulties suf- 
ficient to cause its dissolution. Business life insurance, 
throughout the country, helps ward off these hazards and 
enables the business to continue in operation despite the 
death of a partner. 


CORPORATION LIFE INSURANCE 


The death of anyone who has economic value to a cor- 
poration constitutes a hazard pointing to possible finan- 
cial loss. This is clearly true of stockholders in a close 
corporation and key men, such as management leaders, 
buyers, credit men, sales managers, production managers. 
engineers, and technicians. In such cases, life insurance 
is valuable to provide the business with funds to meet the 
possible losses which might ensue. 

Copies of the Department of Commerce study on busi- 
ness life insurance may be obtained by requesting Small. 
Business Aids 480, 481, 482, and 483 from the Depart- 
ment of Commerce, Washington 25, D. C. 
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CREDIT JEWELERS! 





We're exhibiting 
the lines you're coming to New York to 
see and buy at yout... 
ALLIED 
LINES 


HOW 








BELMONT PLAZA HOTEL 


Directly opposite the Waldorf! 





and at the same time as the 
Waldorf Jewelry Show 








August 16,17, 18, 19 


The BELMONT PLAZA is directly opposite the Waldor 


ABBEY-ORTNER LAMP CO., INC. 


DURALUX COMPANY 





JAVIT CO., INC. 


! 


PERELINE MFG. CO., INC. 


New York, N. Y. New York, N. Y. New York, N. Y. New York, N. Y. 

ADMIRATION PRODUCTS CORP. FANTASY OF JEWELS 0. 1. KAHN CO. POLAN, KATZ & CO., INC. 

New York, N. Y. New York, N. Y. New York, N. Y. Baltimore, Md. 

AEROLUX LIGHT CORP. FARBER & SHLEVIN, INC. KEEN DISPLAYS PRESIDENT NOVELTY & JEWELRY CO. 
New York, N. Y. Brooklyn, N. Y. Cincinnati, Ohio New York, N. Y. 

ALLCRAFT NOVELTY CO., INC. S. W. FARBER INC. KEG-0-PRODUCTS CORP. RAND SILVER CORP. 

New York, N. Y. New York, N. Y. New York, N. Y. Brooklyn, N. Y. 

ANCHOR MANUFACTURING CO. FEDERAL SILVER CO. LAY & BORGES REINA BONE CHINA CO. 

New York, N. Y. New York, N. Y. New York, N. Y. New York, N. Y. 

ATLAS CHINA CO., INC. FIRMAN LEATHER GOODS CORP. LEVY BROS. CHINA CO., INC. REUTTER DISPLAYS 

New York, N. Y. New York, N. Y. New York, N. Y. Boston, Mass. 

BIBI & COMPANY HAROLD A. FLETCHER MANHATTAN NOVELTY CORP. ROYALTON LAMP & CHINA CORP. 
Brooklyn, N. Y. Woodside, L. I. New York, N. Y. New York, N. Y. 

BRITE LITE LAMPS, INC. FORMAN FAMILY, INC. MARKS & ROSENFELD, INC. MURRAY L. SCHACTER & CO. 
New York, N. Y. New York, N. Y. New York, N. Y. New York, N. Y. 

THE BUCKEYE ALUMINUM CO. GIFT BOX CORP. OF AMERICA MELE MANUFACTURING CO., INC. SHERIDAN SILVER CO. 

New York, N. Y. New York, N. Y. New York, N. Y. Taunton, Mass. 

M. W. CARR & COMPANY GLOBE SILVER CO., INC. DAVID MENSCHIK CO. TOLPIN ART CHINA 

W. Somerville, Mass. New York, N. Y. New York, N. Y. New York, N. Y. 

COLUMBIA GLASS CO. GOLDSCHEIDER CERAMICS MIDHURST IMPORTING CORP. VERMONT COPPER CRAFTERS 
New York, N. Y. New York, N. Y. New York, N. Y. New York, N. Y. 

COLUMBIA UMBRELLA CO. HELLER HOSTESSWARE, INC. MODERN ONYX MFG. CO., INC. WIESEN-HART 

New York, N. Y. New York, N. Y. Brooklyn, N. Y. Cincinnati, Ohio 

COMPASS INSTRUMENT & OPT. CO. THE HOUSE OF FINE CRYSTAL MYCRAFT PRODUCTS, INC. WILSON SPECIALTIES CO. 

New York, N. Y. New York, N. Y. New York, N. Y. Brooklyn, N. Y. 

CRAFTMASTER PRODUCTS CORP. J. & M. HELLER COMPANY NATIONAL APPLIANCE CO. WOLFE LAMP CORP. 

New York, N. Y. White Plains, N. Y. Hillside, N. J. New York, N. Y. 

CROWNFORD CHINA CO., INC. J. & M. NOVELTY MFG. CO. NEW ART STUDIOS ZENITH MFG. & CHEMICAL CORP. 
New York, N. Y. New York, N. Y. New York, N. Y. New York, N. Y. 


.»-Plus others not listed here who 


also have product-surprises for you! 
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Can You Help Me? 


My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will 
be answered in this department each month by Miss Virginia 
Dizon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dixon is 
already well known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 


yom of the usual questions and shopping notes, we 

thought it might be helpful in the column this month 
(since many of you will be visiting New York for the 
Convention and for buying) to include a list of display 
sources which you might want to visit during your 
stay. This list is far from complete—it is impossible to 
include every firm in the space available. However, these 
are all good places to get acquainted with, and once ac- 
quainted it should be easy to order materials from them 
by mail. 


Allied Display Materials 
65 Madison Ave. 


Display novelties, accessories 


Arts and Flowers Displays Artificial flowers and foliage 


43 West 56th Street 


Associated Fabrics Co. Fabrics 
10 East 39th Street 
Austen Display Novelties 


133 West 19th Street 


Bulkley-Dunton & Co. 
295 Madison Ave. 


Background and novelty papers 


Century Lighting 
419 West 55th Street 


L. J. Charrot 
36 West 37th Street 


James A. Cole 
235 Fourth Ave. 


Combination Products 
64 West 23rd Street 


Coronet Displays 
104 Fifth Ave. 


Dazian’s, Inc. 


142 West 44th Street 


Feder Industries 
234 West 56th Street 


Ferris Shacknove Studios 
45 Grove Street 


Frankel Associates 
218 West 47th Street 


H. H. Gould Displays 
37 West 28th Street 


Greneker Corp. 
250 West 54th Street 


Grimes Display Service 


22 West 38th Street 


Laverne Originals 


225 Fifth Ave. 


Lighting equipment 

Artificial flowers and foliage 
Fabrics, papers, novelties 
Price markers 

Jewelry store service 

Fabrics 

Novelties 

Wire displays and novelties 
Fabrics and accessories 
Flowers and decorative material 
Mannequins—mannequin heads 
Novelties and accessories 


Display papers and fabrics 














CULTURED PEARL NECKLACES 


AND ALL SIZES OF LOOSE | 
PEARLS FOR MOUNTINGS 





L. BORRELLI Corp. 
Direct Importers of Finest Quality Cultured Pearls 


Selections Sent on Approval 


New York 22, N. Y. 


Tel. MUrray Hill 8-0648-0649 


665 Fifth Ave. 
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Lustra-Cite Industries Plastic fixtures School Opening Promotion 


925 West 28th Street 
(From page 121) 


Maharam Fabric Corp. Fabrics 

130 West 46th Street from the school house to the front of the window. Addi- 
\Messmore and Damon Mechanical displays tional merchandise is shown on cylinder elevations on 
400 West 27th Street either side of the window. 


The teacher and the school house colorfully painted on 


Flowers and decorative material 
sturdy papier mache are both available from Staples- 


Natural Creations 


233 Fifjh sve. Smith, Inc., 8 West 40th Street, New York. The teacher 

Radiant Glass Fibers Co. Spun glass is 2614” high and the school is 15” x 1214”. Copy is 

11West 29th St. lettered on a paper ribbon scroll on the background. 
Plastic fixtures In the second illustration a papier mache owl winks 


Scheur Creations ee . 
307 West 38th Street invitingly toward the copy message and the merchandise. 


Felt bulletin boards, framed in gay plaid, are used for 
displaying both copy and merchandise. The copy is 
printed in white chalk on one and the jewelry items are 


W. L. Stensgaard & Associates Display Consultants 
30 Rockefeller Plaza 


Frederic Shipman Studios Patented mirror window pinned to the felt of the other two. Other merchandise 
512 Fifth Ave. is arranged on step elevations. The owl and blackboards 
Staples-Smith Novelties are also available from Staples-Smith. The owl may be 
8 West 40th Street had either full or three-quarter round—both 17” high. 
a ee on The blackboards shown in the sketch are 1514” x 14”, 
py Sieoette esis but may also be had in 3 foot by 4 foot and 4 foot by 5 
foot sizes. A spray of autumn leaves decorates each board 
U. S. Plywood Corp. Novelty background materials and the word “Bulletin” appears at the top of each. All 
Sb West Son Sioaes sizes come either vertical or horizontal in shape. 
D. G. Williams, Inc. Mannequins, Fixtures Simple, solid color backgrounds and floors are sug- 
498 Seventh Ave. gested for both these displays as they will show up the 
Zaria Displays Novelties brightly painted figures to the best advantage. Autumn 
404 Sixth Ave. colors such as rusty red, orange, dark green, and golden 
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yellow would be the best choice for backgrounds and 
elevations. Merchandise should be carefully selected for 
its appropriateness for “Back to School” gift suggestions. 
Small, neatly lettered copy cards accompanying some of 
the articles—indicating their quality features and their 
price—should help to clinch sales right at the window. 
Jewelry stores, more than other types of stores, are apt 
to lose sales because this information does not frequently 
enough appear in the window. Window shoppers do not 
always recognize the price or value of the merchandise 
they see in a jewelry store window. They are too often 
inclined to assume that such items are too expensive for 
weir budget. 





More Store-Wide Business 


(From page 123) 


“Try to suggest a band ‘which goes best with the watch.’ 
It seems to add more style-appeal. 

“Emphasize that the band can be attached ‘while you 
wait’ and that you offer ‘free attaching and adjustment.’ 

“See that the Council’s leaflet on the importance of 
cwning a spare watch—an extra watch—is readily avail- 
able to the public with your store’s imprint on it.” 

If these suggestions and other promotional plans, out- 
lined in the Council’s idea book, are acted upon by parti- 
cipating retailers then, in Mr. Haase’s opinion, this first 
nation-wide drive for more watch repair and watch at- 
tachment business for retail jewelers should make a very 
worthwhile showing for the industry. 


Kiddies’ Giftwares *“‘Up Front’ 


Giving infant gift items the benefit of a better display 
position, and enlarging the inventory to permit “magg 
displays” at the front of the store has netted a steady 
sales increase in these lines for Porth Jewelry Co., Jeffer. 
son City, Mo. 


The incidence of many more marriages per month 
than at any time in local history has naturally brought g 
bumper crop of children into the retail store’s scope 

. “ . 
according to George Porth, owner of the store. The sales 
staff good-humoredly capitalizes on the volume of mar. 
riages by pointing out the infant gift department when. 
ever selling wedding rings to a young couple, and stating 
that Porth’s will expect them back in time for the off. 
spring's first ring, locket, porringer, sterling fork and 
spoon set, etc. 


Instead of taking the time and trouble to send con. 
cratulations to parents of new babies after newspaper 
announcements, Porth’s has let the mass display at the 
front of the store, just inside the door, suggest the 
jewelry store’s gift lines. For best atiention results, a 
shallow wall case, five tiers high, is used, with each shelf 
devoted to a specific variety of infant gifts. On the lower 
shelf are sterling silver items, including knife, fork and 
spoon sets, bowls, comb and brush sets, napkin rings and 
other traditional sterling. On the next are infant jewelry — 
items, such as medallions, lockets, tiny picture frames, 
identification bracelets, etc. The top three sections show 
rings. lockets, brooches, necklaces, cups, and_ similar 
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Slatinum Watch Cases 





of Nistinction 


First on the list of fine jewelers seeking exclu- 
sively styled Platinum watch cases and attachments. 


New York 19, N. Y. 
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stems. In each case there is a wide choice of every item, 
plus a display of beautiful gift boxes which the store 
offers for making the gift doubly enjoyable to the parents 
of the child. 

“We show twice as many gift suggestions for babies 
than before the war,” Mr. Porth said. “With more people 
able to afford sterling and gold gifts, this has proven 
wise. Most of the youngsters coming into the world today 
get far more attention than children did a few decades 
ago, and suggesting fine gifts via this display makes the 


most of the fact.” 





Jeweler Turns Spotlight on His Town 


Under the leadership of Taylor Jacobsen, Fullerton, 
Calif., jeweler, this community bathed in the national 
news spotlight for nearly 2 months while Bill Barris 
and Dick Riedel hovered overhead to set a new light- 
plane record of 1008 hours. 


7 





From left to right receiving Hamilton watches are Lloyd 

Colboch, pilot Dick Riedel, pilot Bill Barris, Don Janson, 

and Frank Miller. Making the presentation is Taylor Jacobsen, 

Fullerton (California) jeweler, who headed the Chamber of 

Commerce committee that sponsored the flight. Dean Bell- 

inger, another ground crewman, was not present at the 
presentation. 


The two men, aided by a ground crew of four, kept 
their “Sunkist Lady” aloft from March 15th to April 
26th, a total of 42 days. A portion of the flight was 
devoted to a cross-country jaunt from California to 
Miami, Fla., and return. During this trip the ground 
crew was flown ahead to render refueling service from 
a speeding jeep at key points along the route. 

The record shattering flight was sponsored and _ fi- 
nanced by the Fullerton Chamber of Commerce. Mr. 
Jacobsen headed the fund-raising campaign that made 
possible the flight. 

At a testimonial dinner following the landing of Bar- 
ris and Riedel, Mr. Jacobsen presented each of the 
pilots and the ground crew with Hamilton watches on 
behalf of the Chamber of Commerce. Speaking at the 
dinner, Barris said that they had been swamped with 
letters, telegrams, and offers but that they appreciated 
most, the reception and gifts of the Fullerton people. 

The two pilots appeared as guests on several net- 
work radio shows; they were photographed by all the 
news syndicates and newsreel companies; and daily 
accounts of the progress of the flights appeared in 
newspapers all over the country. 
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metal watchbands. An even smaller number (4.2 per cent 
Watchbands Ar c impo rtant of those answering) said that metal bands and leather 
straps sold on a 50-50 basis. 


(From page 125) 
Here are the returns on Jewelers’ replies to the ques. 


a year do you turn over your inventory of watch attach- tion: “How does your watch attachment dollar volume 
ments?” jewelers answered as follows: break down between metal bands and leather straps?” 
Number of Times Percentage of Proportion of Percentage 
per Year Total Replying Metal Bands to of 
29.4 Leather Straps Total Replies 
2 19.3 90% —10% 20.8 
4, 18.4 80%—20% 18.8 
3 9.6 15 %—25% 14.2 
24% 7.4 60%—40% 8.1 
] 4.25 10% —30% 7.8 
314 4.25 95 %— 5% 6.8 
1% 3.98 85% 15% 5.8 
Over 5 2.27 50%—_50% 4.2 
4% 1.13 65%—35% 2.2 
25 %—T5% 1.3 
METAL OR LEATHER? 92%— 8% 0.97 
According to the results of JC-K’s survey, the average wee if 0.97 
retailer sells three metal watchbands to every leather 67% —33% 0.97 
strap. This is an averaged figure, of course, but evidently 88% —12% 0.97 
a highly reliable one. Nine tenths of the jewelers respond- 83 %—17% 0.65 
ing stated that they sold anywhere from 60 per cent to 97 Fo— 3% 0.69 
99 per cent of the metal variety of watchbands and only 35% — 65% 0.65 
a very small number (5.8 per cent of those answering) 30% —10% 0.05 
Others 3.24 


said that they sold a greater number of leather straps than 
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ro visit ROSENTHAL & KAPLAN 


in their usual suite 
im the WALDORFE-ASTORIA HOTEL 
during the A.N.R.J.A. CONVENTION 


to view a choice collection of rings and mountings, de- 
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signed and manufactured in a tradition of quality, through 


many years of creative design and master craftsmanship. 








ROSENTHAL & KAPLAN 


* 126 West 46th Street © New York 19,N. Y. 
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DOLLAR VOLUME UP OR DOWN? 


Jewelers receiving questionnaires in JC-K’s survey T H f S J E vy E L E R re re T L D 


were asked: “lias your dollar volume in watch attach- 
or n si 1945?” Of those replying 

ments gone up OI down since se replying. 

over three quarters said dollar volume was up for an LIFT PROFITS eee 

average increase of 43.08 per cent. The minority report- sititoey:. 


‘ne a decrease in watch attachment sales estimated the 
=, 


drop at an average 19.08 per cent. 

As may be seen from the tabulation of replies which 
follows, some jewelers reported astonishingly high in- 
creases in watch attachment sales compared with 1945— 
some as high as 300 per cent! And the greatest decrease 
noted by any one of those reporting was 50 per cent. 
Here is a breakdown of the replies to JC-K’s question on 
increased or decreased watch attachment sales compared 








He knew how to select merchandise, 





with 1945: | . ; 
| price it, and cater to customers. 
(> Increase “o of Total | Unfortunately, not every “customer” 
Over 1945 Noting Increase | who walked into his store came to 
20% 16 buy, for... 
10% 12.2 
25% 9.5 
50% 7.3 | 
155 5 | AYERS 
( . | 
59 4.3 CAN LIFT TOO!?! 
30% 3.0 erorre 
60% 2.16 il ot 
1a% 2.16 
200% Lis 
35% hd 
200% hea 
300% 0.86 
80% 0.86 
33% 0.86 
Less than 5% 7.7 
No am’t mentioned 11.6 | 
All Others 4.7 | ieee Te 
So many valuable articles in a jewelry store are 
% Decrease % of Total easily secreted. In spite of all precautions, shop- 
from 1945 Noting Decrease lifters can and do walk away with some mighty 
20% 15.1 expensive items. 
LO 14.0 
29% 14.0 ADVICE: Take out a Saint Paul Jeweler’s Block 
~s ape Policy. This one policy, with its one premium 
ian and one annual payment, combines the pro- 
310 3 48 tection of several policies. It includes shoplifting 
330 3 42 and all these hazards: 
40% 3.48 
12% 1.16 Holdup, inside or out; safe burglary; shoplifting; frre, 
8% 1.16 water or oil burner damage; merchandise carried 
Less than 5% 4.65 by salesmen, registered ‘mail or sealed Railway 
No am’t mentioned 17.4 Express Shipments. 
METAL BANDS FOR OLD WATCHES OR NEW? Call your agent or broker today! 


In view of the fact that the great majority of new 


aoe rs —y —— r a ym _ cord, it ST. PAUL F IRE AND MARINE 
as fe at it wou e valuable to know how many 
jewelers sell a new metal band to go with a newly-pur- INSURANCE COMPANY 





chased watch. 

Accordingly, JC-K’s watch attachment survey asked SAINT PAUL 2, MINNESOTA 
66 4 

What percentage of your separate metal watch attach- EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
ments do you sell for (a) new watches, and (b) old 75 Maiden Lane 111] W. Fifth St. Mills Building 
watches ?”” New York 7,N.Y. St. Paul 2, Minn. San Francisco 4 
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The response of the jewelers answering the question- 
naire indicates that the overwhelming majority of metal 
attachments are sold for old watches rather than new. 
The rate is actually 3 to 1. 

This brings up a good point, viz: jewelers would do 
well to expend increased promotion and merchandising 
effort in connection with metal bands for new watches. 
Not at the expense of their promotion for old watches, 
of course, but increased effort. Virtually every new watch 
sold creates an immediate prospect for a metal watch 
band—if the sale is handled correctly. 

Here is a tabulation of jewelers’ replies to JC-K’s ques- 
tion on metal attachments for new watches vs. old ones: 


Watch Attachment Sales Percentage of 
New Watches Old Watches Total Replies 
10% 90% 19.9 
25% 75% 17.9 
20% 80% 14.4 
90% 30% 9.8 
15% 85 % 8.1 
27% 95% 7.8 
30% 70% 7.2 
40% 60% 3.9 
60% 40% 2.9 
337% 66% 1.63 
35% 65% 1.31 
75% 25% 0.65 
70% 30% 0.65 
45% 59% 0.32 
0.32 





- 
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WHAT ARE POPULAR PRICE RANGES? 


Perhaps the most valuable information resulting from 
JC-K’s nation-wide watch attachment survey is the deter. 
mination of average price ranges for both men’s and 
ladies’ metal watchbands. As mentioned above, it has 
been learned that the most popular prices for men’s at. 
tachments lie between $6.48 and $12.15, and those fo, 
ladies’ bands are between $4.71 and $8.81. 

These price ranges may appear quite arbitary but they 
are, actually, based upon the answers given to JC-K’s 
questionnaire. Each price range submitted by a jeweler 
was carefully considered in relation to the entire number 
sent in, and each was given its proper weight in determin. 
ing an average. 

In response to the question “What do you find is the 
popular price range for men’s (metal) watch attach. 
ments and ladies’ (metal) watch attachments?” the 
jewelers answered as follows: 


Men’s Metal Watch Attachments 
Minimum Percentage of Maximum Percentage of 


Price Total Replies Price Total Replies 

$6.00 26.4, $13.00 31.4 
5.00 14.6 10.00 15.5 
7.50 9.0 12.50 15.3 
8.00 9.0 12.00 9.3 
9.00 8.1 15.00 6.8 
4.00 3.3 9.00 3.1 

10.00 9.05 11.50 2.5 
8.50 4.7 7.50 1.9 
7.00 4.2 8.50 1.9 











24 Hour Service -« 


24 Hour Protection 


VAULT & SAFE DEPOSIT 
SERVICE 


You will sleep with a feeling of security after your valuables are de- 
posited in our vaults, “the largest, the strongest and most modern in 
the city of New York.” There is no known force that can penetrate the 
doors of the vault premises. Our vaults are arranged to suit the needs 
of every type of clientele and are supervised by thoroughly experi- 
enced men who have handled safe deposit vaults for many years. 


Save money on insurance... 


have access to your valuables night and 


day (except Sunday) at a very moderate cost. 


"Secure Yourself Today ... Tomorrow May Be Too Late!” 








iL! UV. 


Telephone Digby 9-3150 
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S. REALTY BUILDING VAULTS _]j 


ONE HUNDRED and FIFTEEN BROADWAY 
{Open All Night) 





New York 6, N. Y. 
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3.00 3.9 10.50 1.4 
6.50 2.8 8.00 1.1 
4.50 2.9 11.00 1.1 
5.00 1.6 13.50 1.1 
9.50 0.56 14.50 0.85 
11.00 0.56 18.00 0.85 
2.00 0.56 14.00 0.85 
All Others 1.1 2.00 0.56 
6.00 0.56 
6.50 0.56 
9.50 0.56 
150.00 0.23 


Ladies Metal Watch Attachments 
Minimum Percentage of Maximum Percentage of 


Price Total Replies Price Total Replies 

$5.00 31.4 $10.00 29.1 
6.00 17.5 9.00 22.1 
4.00 14.7 7.90 9.6 
3.00 11.0 6.00 6.8 
4.50 10.7 7.00 3.9 
3.00 6.5 8.00 5.9 
3.90 1.69 8.50 3.4 
8.00 1.41 6.50 3.4, 
2.50 1.41 9.50 2.5 

7.00 1.13 13.00 1.98 

7.50 1.13 12.00 1.69 

2.00 0.84 12.50 1.41 

6.50 0.56 11.00 1.13 

9.00 1.13 

93.90 0.85 

15.00 0.85 

13.50 0.56 

100.00 0.56 

3.00 0.23 

10.50 0.28 

11.50 0.28 

22.50 0.28 

CONCLUSION 


Study the foregoing survey results and tabulations, 
Mr. Jeweler—they can be of enormous value to your busi- 
ness if used in the proper way. 

For instance, check your own watchband department’s 
status as compared with the rest of your business. Does 
it account for 4.55 per cent of your total dollar volume? 
More? Less? Regardless of which answer you give, the 
same rejoinder can be made: “Get to work, merchandise 
your watch attachments—that’s the only way to sell more 
and up the percentage.” 

How is your watchband dollar volume compared with 
1945? If it’s up, don’t crow—it should be! But is it 
high enough? If it’s down you should do something 
drastic, immediately! Merchandise, promote, sell! 

The same approach can be used in connection with the 
other aspects of JC-K’s survey—turnover, selling for new 
watches, etc. Examination of the survey data, and com- 
parison of your own business experience, will tell you 
whether or not you’re getting the most out of an ex- 
tremely profitable, year-round department. 





Pope Sylvester II invented the first clock in 996 A.D. 
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Shown above is only a 
part of the vast Jacco line 
of crosses, lockets, dia- 
mond mountings and 
wedding ring sets, cuff 
links, ladies’ stone rings 
with genuine, synthetic 
and imitation stones, 
men’s stone rings, signet 
rings, tie slides, spray 
pins, cameos, brooches, 
wedding rings, chatelaine 
pins, Miraculous Medals, 
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boys’ and babies’ signet 
and stone rings, earrings, 
chains and pendants. Al- 
most all are available in 
great variety of styles, 
sizes and prices, boxed or 
carded. In 10K and 14K 
gold, white and yellow. 
Investigate by writing 
now for full information 
and extremely popular 
prices. 


NEWARK JEWELRY 
MANUFACTURING CO. 


Founded 1905 


Newark 5, New Jersey 
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National Ad Tie-Ins 


(From page 128) 


first place in his classification in the promotion and a 
prize of $1,847. Even without the prize money, direct 
results of the promotion more than offset any expenditure 
of time or money. Twenty-eight sets of flatware were sold. 
The day following the tea party a woman called up to 
purchase the tea set used by the Governor’s wife. Since 
then, five additional tea sets of the same pattern have 
been sold. 


2. Natchez Jewelers, Natchez, Mississippi, First 
Prize, Group III. 


One discovery of the Sweepstakes promotion was the 
outstanding job of many smaller jewelers. It was found 
that little money was needed for a successful promotion 

. ingenuity and energy were the only distinguishing 
features of successful sales drives. Natchez Jewelers is 
the smallest of five jewelers in a small city. Their only 
expenditure was for small space newspaper ads, yet their 
unusual form won most excellent leadership in results. 
The closeup pictures of people, human interest copy, and 
headlines like “I’m engaged,” “She’s Getting Married” 
and “I’m not graduating, and I’m not getting married, 
and I’m not having a baby” were sure attention getters. 

Typical of the cleverness of Mrs. I. Oberlin, who di- 
rected the promotion, was a very effective device which 
won attention for her window displays and made her 





store name known throughout Natchez. They keep a 
Silverware Registration Book. At all times it stays open 
on one of the floor cases, and they suggest that all cus. 
tomers register. Customers write in their names, address, 
and the name of their favorite silverware pattern. Each 
week a name is selected from this list, and the person 
given a piece in the silverware of her choice. The free 
gift is displayed in Mrs. Oberlin’s window with the lucky 
winner’s name on a card. It is left in the window unti] 
the winner comes in to claim it. Hundreds of people visit 
this show window of Natchez Jewelers to see if they have 
won. Many make special weekly trips. 

The Sweepstake Promotion, plus such ideas as this, have 
sold over $3,000 worth of silverplate in the last six months 
for Natchez Jewelers . . . the smallest jeweler (in store 
space) in a small city. 


3. Wade, The Jeweler, Fresno, California; 
Second Prize, Group II. 


Here is another outstanding job by a small jeweler, 
Miss Margaret Wade Lucas first hunted up many silver 
articles made around 1847 and designed a tasteful window 
featuring silver of 1847 and silver of today . . . 1847 
Rogers Bros. This tied in perfectly with the theme, “It’s 
Still The Thing To Do; It’s Still The Thing To Own.” 
This window display was such a success that it was left 
in for over a month. 

At the same time, newspaper ads were run featuring 
pictures of Fresno in its earliest days. They had great 
local interest to readers and won good attention. Small 
cartoon ads were also run showing such subjects as the 


An appropriate theme to 


effectively stimulate sales 


is suggested by this beauti- 


fully designed 14K yellow 


gold ring set with a lovely, 


heart-shaped amethyst of 


rich deep purple color. 
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stagecoach in 1847 and the auto of today, with the natural 
1847-1949 tie-in theme. 

Miss Lucas publicized her promotion in a most tasteful 
and effective way. She donated place cards to the banquet 
of her business club, “The Quota,” and put on them the 
dates 1847-1949. When it came her turn to speak she 
explained the meaning of the date and invited members 
to visit her store to see the heirlooms displayed in her 
window. The speech was enthusiastically received, and 
the word-of-mouth advertising was most valuable. Jewel- 
ers who belong to local business clubs can adopt this idea 
with profit in their own promotions. 

In closing, Miss Lucas says, “It has helped our store 
in a lot of ways. The effort I have put into this promo- 


tion has well repaid me.” 
4. Savitt’s, Inc., Hartford, Conn.; First Prize, 


Group I. 

This aggressive jeweler entered the Sweepstakes Con- 
test with a contest of his own. Newspaper ads asked cus- 
tomers to complete the sentence, “It’s Still The Thing To 
Own 1847 Rogers Bros. because . . .” in 50 words or 
less. Forty-seven prizes totaling $847 were offered to 
winners. Seven newspaper ads and seventy-four radio 
spot announcements announced the contest and tied in 
with 1847 national advertising. During the two weeks 
of the Savitt Contest, the store’s main window was devoted 
to 1847 Rogers Bros. A further feature was a sale of 
1847 Rogers Bros. services for eight at 47¢ down. In 
these two weeks, over 2500 contest entries were sent in 
to Savitt and fifty sets of 1847 Rogers Bros. were sold. 


Proof again, that aggressive promotions tying in with 
national advertising really pay off! 


oo. Adam, Meldrum & Anderson Department 
Store, Buffalo, New York; Second Prize, Group I. 


Perhaps one of the most complete promotion jobs of 
the Sweepstakes Contest was done by this department 
store. 

Newspaper ads, direct mail, prepared telephone calls, 
radio spots, television, and window displays of excep- 
tional merit were used. Inside the store more displays 
were used and clerks throughout the store were instructed 
to suggest silver as a gift. All these promotions were 
planned to tie in strongly with the “It’s Still The Thing 
To Do... It’s Still The Thing To Own” theme. 

The sales results were excellent and Messrs. K. B. Win- 
field and A. K. Faupel, directors of the promotion, state, 
“Through this presentation we firmly believe we have 
laid a sound foundation for business that will come to 
us day after day, rather than just through the contest 
period.” 

Jewelers who find their silverware business falling off 
can take hope and inspiration from Adam, Meldrum and 
Anderson Company. Through the Sweepstakes and other 
promotions, they have built a 1949 silverware business 
substantially larger than their boom business of 1948. 

There, then, are five case histories which indicate that 
silverware business is as big as the individual jeweler 
makes it. They point out that one way to make sales 
bigger can be aggressive promotion tying in with national 
advertising themes. 
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Both cases and movements are made completely by Herschede 
creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street @© CHICAGO SHOWROOM: 1422 Merchandise Mart 



















No. 217 
(illustrated) 
is one of 
most favored 
Colonial models. 
Stands 80” high. 
Offers choice of 
Westminster 
or Westminster 
Canterbury 
and Whittington 
Chimes. 


Write, at once 
for catalog 
showing the 
up-to-date array 
of superb 
Herschede Clocks. 
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Cathedral 
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Memo Selection on Request 


Art-Craft Jewelry Co. 


1 W. 47th ST. NEW YORK, N. Y. 


Miss Marjorie Simpson 
Pacific Coast 


John Babakian, Jr. | 
Mid-West | 


Frank Demarest 
East 

















ANRJA Convention 


(From page 132) 


the theme of improving our business procedures and 

of maintaining adequate profits in a receding economy, 

I feel certain that it will provide more valuable sug. 

gestions for the betterment of our business operations 

than any previous program. 

For those primarily interested in buying, there jg 
our trade show—the biggest in size and the finest of 
any in the country. Your visit to the show will save 
you time and money for here, under one roof, you can 
supply practically all your holiday requirements at one 
stop. 

Each year we have promised that our convention 
would be bigger and better than its predecessor. This 
year we can again make the same prediction with the 
confident hope that it will again come true. As a retail 
jeweler, desirous of maintaining a leading competitive 
position in your city’s business, you owe yourself this 
visit. We all look forward to the opportunity of wel- 
coming you on Aug. 15. 

The convention program, as printed in the column 
adjoining the beginning of this article, bears out Presi- 
dent Adelsheim’s promise. Apart from business sessions 
and breakfast and luncheon meetings for ANRJA execu- 
tives, it will be noted that major emphasis has been placed 
upon speakers and clinics which will be of aid to the 
retailer in making his business more efficient. Four ses- 
sions will be devoted to various aspects of this topic and 
jewelers should return to their stores, after the conven- 
tion, prepared to make the greatest use of the facilities 
at their disposal. 

Charles T. Evans, ANRJA secretary, has cautioned all 
jewelers who expect to attend the convention, to make 
their reservations as early as possible. “It is suggested,” 
he says, “that reservations be made at the hotel where the 
member ordinarily stops when he comes to New York. 
Do not expect ANRJA to make reservations for you.” 





Program 


(From page 132) 


introduce subjects for discussion, provided notice of such 
intention has been filed with the National Office, so that 
the subjects can be included in the official program. This 
stipulation is made so that the Luncheon and Meeting 
can be conducted with dispatch, and without waste of 
time. 
8:30 P.M.—Opening Convention Session, President 
Maurice Adelsheim presiding. 
The National Anthem 
The Invocation—Rabbi Hillel A. Fine, Temple 
Emanu-El, New York 
Introduction of Visitors 
The President's Address—Maurice Adelsheim, 
Minneapolis, Minnesota 
Address—James E. Gheen, New York City, Public 
Relations Counsellor, Philosopher and Humorist. 
10:00 P.M.—Social Hour—Entertainment—Refreshments 


Tuesday, August 16 


8:00 A.M.—Breakfast Conference, ANRJA Executive 
Committee and ANRJA National Advisory Com- 
mittee. Durward Howes, Los Angeles, California, 
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Immediate Past President and Chairman, Advisory 


Council, presiding. 
9:00 A.M. to 9:00 P.M.—Exhibits Open 
9:00 A.M. to 8:30 P.M.—Registration, Silver Corridor 


10:30 A.M. to 12:00 Noon—Convention Session, Presi-— 


dent Adelsheim presiding 

Panel Discussion—''Current Problems of the 
Jewelry Business" 

Introduction of Panel Members 

Kenneth |. Van Cott, Chairman 

A. L. Zeitung, International Silver Company, 
Meriden 

Alexander Arnstein, Arnstein Bros. & Co., New 
York 

Norman M. Morris, Norman M. Morris, Inc., New 
York 

W. Waters Schwab, J. R. Wood & Sons, Inc., New 
York 


Preliminary announcement of Convention Committees 


—Harry G. Matthew, Chairman, Nominations; Durward 
Howes, Chairman, Resolutions; Frederic W. Roedel, 


Chairman, Credentials; B. C. Clark, Jr., Chairman, En- | 


tertainment. 


2:30 P.M. to 4:00 P.M.—Convention Session, Wedg- 


wood Room, President Adelsheim presiding. 


General subject:—''How To Increase the Efficiency of | 


Your Store Operation.” (Based on results of ANRJA Sur- 
vey) "Selling and Shopping Survey"—inefficiencies dis- 
closed and how to correct them by Sol Zubrow, Chief, 
Merchandising Research, Alderson & Sessions, Inc., Phila- 


delphia, Pa. Wroe Alderson of Alderson & Sessions, Inc., | & 


will also address the meeting. 


Wednesday, August 17 


8:00 A.M.—Breakfast Conference, ANRJA Executive 
Committee and ANRJA National Advisory Coun- | 


cil. Durward Howes, Chairman 
9:00 A.M. to 9:00 P.M.—Exhibits Open 
9:00 A.M. to 8:30 P.M.—Registration, Silver Corridor 
10:30 A.M. to 12:00 Noon—Convention Session, Wedg- 
wood Room, President Adelsheim presiding. 
How To Increase the Efficiency of Your Store Opera- 
tion’ (continued). Operational survey and detailed store 
analysis. Discussion leaders:—H. Victor Paul, Vice-Presi- 
dent, Wiss Sons, Inc., Newark, N. J., and Allen Davidson, 
Thomas Long Company, Boston, Mass. 
2:30 P.M. to 4:00 P.M.—Convention Session, Wedg- 
wood Room, President Adelsheim presiding. 
Clinic on Engraving, based upon Questionnaire Survey 
and analysis of Report by Alderson & Sessions, Inc., Phil- 
adelphia. 
Report by Oscar Kind, Jr., S. Kind & Sons, Philadelphia, 
Chairman of ANRJA's Merchandising Committee. 
"The Jewelry Industry Council"—Miss Martha Percilla, 
Fashion Director. : 


Thursday, August 18 


8:00 A.M.—Secretaries' Breakfast Conference, 
tional Secretary Charles T. Evans presiding. 

9:00 A.M. to 1:00 P.M.—Exhibits Open—Registration 
Silver Corridor closes at 12:00 Noon. 

10:00 A.M. to 12:00 Noon—General Tax Meeting, Leon 
J. Engel, Chairman, Jewelry Industry Tax Commit- 
tee, presiding. 

2:00 P.M. to 4:00 P.M.—Convention Business Session, 
Wedgwood Room, Lobby Floor, President Adel- 
sheim presiding. 

Reports of Standing Committees as listed in pro- 
gram 
Report of Secretary, Charles T. Evans, New York 


Na- 
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» This lovely deep-carved 
y design is destined to 
sparkle on thousands of 
America’s loveliest ta- 
bles. Community will 
announce it in 13 leading 
magazines. Be ready, or- 
der your sets today. 


61-PIECE SET FOR 8 
$79.50 
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$69.75 


In new chests at no extra charge 
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Report of Treasurer, Hoyt T. Purvis, Jonesboro, 
Arkansas 

Report of Resolutions Committee, Past President 
Durward Howes, Los Angeles, Chairman 

Report of Credentials Committee, Frederic W. 
Roedel, Utica, Past President New York State 
Association, Chairman 

Report of Nominations Committee, Former Vice- 
President Harry G. Matthew, Asheville, N. C., 
Chairman 

Election of Officers, Past President Myron Everts, 
Dallas, Texas, presiding 

Introduction and Installation of Officers 

Unfinished Business 

New Business 

Adjournment 


Thursday Evening, August 18 


Silberman, Kohn & Wallen- 
stein, Inc.—Room 
Solow, Harold, Inc.—123 


Convention Banquet—Grand Ball Room, Waldorf- 
Astoria 

P.M.—Reception 

P.M.—Dinner 

P.M.—Entertainment 

P.M.—Dancing 


ANRJA Exhibitors 


(From page 134) 





Spear & Susskind—Room 
Speidel Corporation—78, 82 
Stern, Edward, L., & Co.—67 


Stern, Henri, Watch Agency. 
Inc., The—Room 

Stern, Louis, Company—32 

Sterner, Curt L., Co.—322 

Streicher Manufacturing Co. 
—103 

Swank, Inc.—27 

Swartchild & Co., Inc.—12 

Swift & Anderson—118 


T 


Tanz, Philip, Company—209, 
210 

Telechron, Inc.—75 

Thomas, Seth, Clocks—25 

Tissot Watch—211 

Towle Manufacturing Com- 


pany—Room 


U 


Ulrich Associates—110 
United States Time Corp.— 
53, 54 


V 
Vacheron & Constantin-Le- 
Coultre Watches, Inc.— 
34, 35 


Victoria Pearl Company, Ltd. 


Volupte, Inc.—50 
Vulcain Watch Co., Inc.—7 


W 


Wadsworth Watch Case ¢, 
—79, 83 

Wallace, R., & Sons Mig. Cp 
—Room 

Waltham Watch Company— 
69, 70, 71 

Watchmakers of Switzerland, 
The—11 

Watson Company, The— 
Room 

Wefferling, Berry & Co., Inc. 
—76 

Weiss, Albert & Co.—400 

White, J. J.. Manufacturing 
Co.—Room 

White Rose Jewelry Mfg. Co, 
—321 

Whiting & Davis Company— 
503 

Whiting, Frank M., & Com. 
pany—Room 

Wiesner, Joseph—101 

“— Merchandise Corp.— 
127 

Winard, Inc.—11]1 

Winton Watch Company, Inc. 
—4l11 

Winston, Harry, Inc.—3, 10 

Wyler Watch Agency, Inc.— 
62, 63 


Z 


Zuckerman, Nat & Co., Inc.— 
4F 
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Princess 


BONDED 


—— | Rings 


ARE EASIER TO SELL BECAUSE 





. . . Princess Diamond Rings represent the finest values 
backed by a Bond which guarantees free replacement in event of 
burglary, theft, or proven loss. 


Packaged in the beautiful ‘“‘Crown’’ box they will have instant 
appeal to your customers for a momentous occasion and lasting 
prestige. 


Advertising service and merchandising helps are offered to jewelers 
who carry the Princess Diamond Ring line. 


Write us today for a memo selection and full details for better, 
quicker profits. Princess Diamond Rings are easier to SELL. 


Te Cone Booun Ca 


CINCINNATI NEW ORLEANS 
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Radio Program Honors Local Citizens 


A “live entertainment” radio program, during which 
local citizens are toasted for heroics, civic achievements, 
has proven excellent radio advertising for Zall 
Jewelry Company, of Denver, Colorado. Sam Zall, head 
of the store, estimates that almost every weekly radio 
broadcast brings in from three to ten people to personally 
thank the store management for honoring a friend or 
associate, in addition to a score or more of = letters. 
These are concrete examples of goodwill created, while 
thousands more show a regular interest in the show. 


etc.. 


Zall Jewelry Company spent a lot of time in research | 


n the selling potentialities of various types of radio enter- 
tainment before hitting on the current series, which are 
run each Saturday evening under the heading “Toast of 





the Week.” Presented along with this feature event are | 


“Three Sharps and a Natural,” 


singers, with a live orches- | 


tra and announcements. The program is broadcast at 8:30 | 


each Saturday evening, when most people are getting 
ready to go to the movies, dancing, etc., 
extremely high listener rating. 

Each week, a Denverite or Coloradoan who has 
achieved some deed or action which placed his name 


and shows an 


in the news is chosen for the subject of the toasts. He is | 
interviewed by an advertising agency cooperating with | 


the store, for permission to use his name in the broadcast, 
and details of whatever event brought him recognition. 


The person toasted on the air show may be a rancher who | 


has saved several children’s lives in a Colorado blizzard. 


a public official who has put over legislation to help the | 


poor, a prominent doctor who has developed techniques 
to relieve a common illness, a policeman, merchant, 
school teacher, etc. 
“toast of the week,” 
being that the subject is a citizen of Denver or Colorado, 
whose name will be recognized by many people who have 
seen it in newspaper accounts or in news broadcasts. 


The event which brought the subject recognition is 
dramatized in the middle of the show. At occasions, the 
problem which faced the man “toasted” is explained, with 
the solution used to solve it. The name is repeated several 
times during this period of the show, with the result that 
it catches the attention of families at home who may be 
busy with dinner, dressing to go out, etc. There are no 
“commercials” interspersed with the “Toast of the Week” 
except, of course, the line “Zall Jewelry Company joins 
the people of Colorado in honoring | 





There are two or three songs before and after the toast 
period of the show, and coontmanciads at the beginning and 
end. During the promotional minutes, Zall Jewelry points 
out that the store has been serving Denver for 60 years. 
Commercials are tied in closely with outstanding events, 


Newspapers help in selecting the | 
of course, with the only requirement 





such as the Stock Show during late January, tourist sea- | 


son, rodeo season. and others. 


In return for their cooperation, Zall Jewelry Company 
gives the men and women honored on the broadcast a 
handsome jewelry gift, plus a transcription of the broad- 
cast which may he played on a home phonograph. Gifts 
include compacts and cigarette cases for women, studs, 
cuff links, tie pins, etc., for men. Each of these gifts is 
handsomely packaged, and delivered to the recipient with 
a personal note from the store management. 
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Where Time Saved 
Means Money Saved 
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Turn to Racine for 
the largest Selection 
of fine Timers 
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Write for Latest Racine Catalog. 
GALLET Timers and 


Chronographs; also Guinand Timers 
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, Mason best-sellers 
have wholly captured parent buy- 
ing appeal. Perfectly crafted for 
home or office use, these treasured 
keepsakes are bringing cherished 


memories to millions. 


Superlative in quality, distinctive in 
design and popular in price, Mason 
Masterpieces are being featured 
prominently in most leading stores 


from coast to coast. 


SELL PARENTS THE BEST 


Mothers have their baby's shoes 
bronzed only once, and they natur- 
ally want the very best. Your store 
should give them the best at no 
extra cost. Millions of parents 
agree that Mason Bronzed Baby 
Shoes are the last word in perfect 
workmanship and design. 


NO INVESTMENT! NO STOCK! 

You just take orders from your 
sample display of Mason Master- 
pieces. No inventory needed. Make 
the most of your selling space. 
Reap big profits with this fast- 
selling line! 


START ORDERS 

ROLLING NOW! 

Parents’ thoughts of cherished 
keepsakes have made Mason Mas- 
terpieces the gift of gifts. Start 
early to cash in on this strong 
parent buying appeal. Mason Mas- 
terpieces can give you a banner 
business. 


Write for our full color circular 
describing the complete line of 
Mason Masterpieces. Free adver- 
tising and merchandising aids. 


Agencies still available in some 
cities. " 


L. E. MASON CO. 


Boston 36, Mass. 


SNE Rabe ~ PEI IS 

















Christmas Booklets 


(From page 129) 


just a single-color printing in a large size. Quality of 
printing and paper is more important than size. It jp. 
tensifies the urge that stimulates buying action. 

3. Items presented should be limited so that they can 
be shown in an adequate size. Don’t try to show every- 
thing in stock. The primary purpose of the book is to 
bring customers into the store and therefore representa. 
tive items should be illustrated. 

4. Timing is most important. The Christmas booklet 
should be mailed prior to or immediately after Thanks. 
giving for best returns. It should be mailed on a Monday 
to reach the customer on a Tuesday or Wednesday. Since 
time payments are used extensively in the jewelry field, 
it is most advantageous to mail the booklets early but not 
before November 14th through the 18th. 

». List of customers and prospective customers must 
be reviewed very carefully. During the lull Summer 
period, have someone on your staff go through your 
active customer list and revise your inactive one. Be 
sure to have the correct full name and addresses of all 
those prospects and customer to whom the booklet will 
be sent. 

In view of the fact that your booklets may not be 
delivered to you until a short time before they are to be 
mailed, it is important to have the list all prepared for 
immediate addressing without further delay. Be sure to 
keep your list up-to-date at all times. Correct the names 
of those married or divorced as this thoughtfulness is 
greatly appreciated by the receiver. 

Should you extend your mailing list, determine what 
type of customer you wish to reach . . . business, pro- 
fessional, housewives, etc. Then cull your names either 
from your telephone directory, list of births and mar- 
riages in the newspapers, and the purchase of names 
from local groups and organizations. Be certain to check 
the names carefully against your current list so that you 
will not duplicate them. This may appear to be a thank- 
less job. However, it will pay off in dollars in the 
long run. 

6. Quantity of booklets mailed will determine the re- 
turns you may expect. It naturally follows that the more 
people you reach, the more customer response will be 
achieved. However, a well-planned, beautiful booklet sent 





Predicts Heavier Retail Advertising 


Goldalie Frank, President of 
Contempo Agency, Inc., New York, 
and author of the above article, re- 
ports that as a result of a recent 
survey of better jewelry stores 
throughout the country, fall adver- 
tising budgets for jewelry stores 
will be increased over last year. 
However, in increasing their ad- 
vertising expenditures, further find- 
ings indicate that jewelers will in 
sert ads more frequently but in 
smaller size space to maintain 4 
greater overall lineage. 

Miss Frank declared that the 
“soft era” has ended and that ad- 
vertising success must now be won 
through harder selling and actual 
concentration on fundamental ad- 
vertising principles. 
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to fewer people will bring better results than an im- 
properly conceived mailing to a larger number of cus- 
tomers. In fact, an unpresentable booklet will reflect 
badly on your reputation for quality merchandise whereas 
a good book will build the prestige you are trying so hard 
to maintain. 

7. Follow-Through is important. Instruct your sales 
staff to inquire of customers if they received the mailing 
and ask for their comments. Be sure to keep a quantity 
available for your sales people to distribute to new cus- 
tomers. Arrange a tie-up with your window displays. If 
possible, show the booklet with the actual merchandise 
illustrated. Very often the decorative background used 
in the booklet can be repeated as the theme in your 
window. 

Note that every piece of direct mail you release is your 
“silent salesman.” It must be as beautiful as your window 
displays, as dramatically designed as your showcases, 
and it should read as you would like your sales staff to 
represent you. 

Don’t forget this—the small jewelry store with a limited 
budget who spends his money properly for the right kind 
of mailing piece has the distinct advantage over the larger 
store with a huge appropriation who mails an ineffective 


booklet. 





Goddess Begets Publicity 


The plus in publicity was added by the Richter Jewelry 
Store when they followed the “tail-wind” of a super 
art drive in Cincinnati recently with an “art contest” 
of their own while the whole town was art conscious. 

The Cincinnati United Art Fund Drive had just con- 
cluded when the Richter Jewelry Co. jumped on the 
“fever-pitch” art band-wagon with an art contest to 
create interest and stimulate business in their store at 
6th and Main Sts. in Cincinnati. 


RS 





Art experts adjudged Betty Lynne Stewart the girl who most 
looked like goddess. 


Charles E. Richter, owner of the jewelry store, bought 
a statue of Minerva, Goddess of Wisdom, which was 
over 100 years old and appraised at $5,000. This stat- 
ue was placed in his store window for one month with 
the announcement of two contests. Being elaborately 
colored in blue and gold raiment, and being approxi- 
mately 314 feet high, the statue attracted large crowds 
to view the display. 

The first contest with a $50 cash prize was for the 
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design is destined to 
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best letter identifying and giving the history of the 
Greek goddess displayed. No clue was given that the 
statue represented Minerva except for the elaborate 
headdress which it wore. Being an object of art, the 
contest attracted a particularly high type of entry. His- 
tory teachers and students, avid students of Mythology 
entered into the spirit of the contest. 

After this play upon the historical side of the contest. 
Mr. Richter turned to the ever-appealing beauty angle. 
Who do you know that looks like a Greek goddess? 
As it turned out, many people knew a charming girl 
who resembled the legendary figure. Their names were 
submitted and an invitation was issued the girls to 
appear at the swank Netherland Plaza Hotel, Cincin- 
nati, to be judged by the highest representatives of 
the city’s world of art. 

In addition to the interest stirred up in the audience 
who “saw” the contest displayed in the jewelry store 
window, the press gave it wide publicity. The contest 
was so novel, and aimed at one of the prime interests 
of the city (art) that it struck a sympathetic chord 
in the heart of the three newspapers where valuable 
free space was allotted the jeweler. The press carried 
on after the contest was over by running a story on 
the Lawrenceburg, Ind., girl who won the contest and 
prize, a dinner ring set with 5 diamonds and 2 rubies. 

More word-of-mouth publicity was gained when Mr. 
Richter presented each contestant entered in the contest 
with a compact. 


Swiss Synthetics 


(From page 138) 


With experience they have learned many tricks, some 
of which they are very generous about passing on. They 
have found, for example, that the. synthetics vary ¢op. 
siderably in brittleness, depending upon the rate at which 
they were grown. Presumably, annealing overcomes the 
disadvantages of rapid growth, but they consider the 
slower grown boules the better ones. While light ruby 
is easy to make, the very dark red boules (like the 
material widely sold here under the erroneous and mis. 
leading name “synthetic garnet”) do not start easily and 
they are started on a white base, before the dark powder 
is introduced. 

There are two color series of interest to the jeweler, 
one in the corundums and the spinels. The corundum 
colors and their pigments are as follows: 


Pink Chromium 

Red Chromium 

Dark red Chromium 

Blue Titanium and iron 
Yellow Nickel 

Orange Nickel and iron 


Chromium, titanium and iron 
Vanadium 


Violet 


Alexandrite imitation 


The spinel series is of equal importance, because it 
supplies some tints not available in the corundum, and 
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We are proud to announce 
that our new WING BACK has 
met with enthusiastic approval. 
All Jewelers agree that our 
new WING BACK is a Honey 
and is just what they have been 
looking for. 
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because in some cases it is easier to obtain a given color 
in spinel than in corundum. The reader will recall that 
the difference between the two synthetics is that there 
is a percentage of MgO, magnesia, substituting for some 
of the alumina. This has a profound difference in the 
acceptance of impurities. Cobalt, for example, which 
turns spinel a sapphire blue, is not received in the alumina 
net to make any desirable color. The colors and their 
e spinel range are the following: 
Cobalt and chromium 

(or vanadium) 
(Vanadium or) chromium 

and cobalt 


pigments in th 
Green aquamarine 


Blue aquamarine 


Sapphire blue Cobalt 
Green Cobalt and manganese 
Yellow (fluorescent Manganese 

oreen ) | 
Pink Copper 
“Blue zircon” Chromium and cobalt 
“Tourmaline green” Chromium 


The uncut boules are very charcateristic in shape, and 
can be recognized both by their colors and their shapes. 
The spinel boules are usually definitely square in outline, 
and though the corundum is rounder customarily, oc- 
casional boules show a good hexagonal shape. The 
largest boules are the colorless ones, which are sometimes 
grown up to 1000 carats in weight. 


There are several by-products of the boule manufacture 
which have commercial value. “Ruby powder” has long 
been valued in Europe as a polishing agent, and is made 
by the palverization of synthetic ruby. “Rubicine” and 
“sapphirine,’ the former greenish and the latter white, 
are softer abrasives made from imperfectly calcined alum. 
“Diamantine” is a similar white material. 


The Swiss Jewel Company is a large enterprise which 
also processes the synthetics, making the jewels to order 
for watch and meter concerns, and 70 per cent of the 
production goes into industrial uses. The jewelry use is 
relatively unimportant, and Dr. E. G. Sandmeier does 
not feel that it would be desirable to alter the plant’s 
capacity to fill the fluctuating and uncertain needs of the 





jewelry trade. There are several other auxiliaries to the | 


company, one of the most interesting and appropriate 
being an oxygen supply service, for medical and indus- 
trial uses. 

The writer wishes to express his appreciation to Dr. 
sandmeier for his great courtesy and generosity in giving 
so freely of his time and knowledge during the writer’s 
stay in Locarno. The trip through the plant of the Swiss 
Jewel Company was particularly enjoyable because of 
the complete willingness of Dr. Sandmeier to answer 
questions and explain the details of the process. 


~_— ———-—--—- —— 


A New York store made a survey of nearly 1000 boys 
and girls in twenty city small town and rural High 
Schools to learn what percentage were permitted to pur- 
chase personal household articles without parental assis- 
tance. It was discovered that girls purchased more than 
/0 different types of articles without their parents assis- 
tance while boys do their own selecting in only 30 articles. 
The results of this survey were published in newspaper 


ads, resulting in parents giving more buying powers to 
their children. 
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DISTRIBUTORS OF 50 FAMOUS LINES 


Seeland Watches 
Community Plate 
1847 Rogers Bros. 
Wm. Rogers & Sons 
Tudor Plate 

Anchor Rogers Sterling 
Poole Silver Plate 
American Queen 

S. 0. Bigney Co. 
Bliss Bros. 

Bugbee & Niles Co. 
Campus Men’s Jewelry 
Carl-Art, Inc. 
Carmen Braceiets 
Dorson Jewelry 
Deltah Pearls 

Excell Mfg. Co. 
Finberg Mfg. Co. 

W. E. Hayward Co. 
lrons & Russell Co. 
Iskin Jewelry 
Jacoby-Bender, Inc. 
Kestenman Bros. Mfg. Co. 
Laguna Pearls 
Marathon Co. 
Marvella Pearls 


@ FINE JEWELRY 


Shiman Mfg. Co., Inc. 

R. F. Simmons Co. 

Sreidel Corp. 

Louis Stern Co. 

Van Dell Jewelry 

Herschede Hall Clocks 
Ingersoll Clocks & Watches 
Ingraham Clocks & Watches 
New Haven Clocks & Watches 
Revere Hall and Chime Clocks 
Seth Thomas Clocks 
Telechron Electric Clocks 
Westclox Clocks & Watches 
Ronson Lighters, etc. 
Hamilton-Beach Appliances 
Manning-Bowman Appliances 
Arcticaire Electric Fans 
Polar-Cub Electric Fans 
Ekco Pressure Cookers 
Parker Pens 

Schick Shaver 

Toastmaster Products 

Silex Coffee Makers 

Terry Wallets 

Rival Appliances 

Rolls Razors 
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in a dark brown (madeira) color 
now available. The material is corun- 
dum, 9 hardness. 
All sizes and shapes. 
Samples on request. 


P.S. This is an excellent color for 
School and College rings in buff top, 
faceted back. 


HENRY 


LAPIDARY, INC. 
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FOR EARRINGS 


@ LOOSE PEARLS 


Your best value 
in any price category! 


Memo. selections sent 
on approval. 


FERRANTE-RIVIECCIO Co. 
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The Book Shelf 


Escapement Function 








Watch Escapements, by Dr. James C. Pellaton, formerly 
Director of the School of Horology, LeLocle Technicum, Canton 
Neuchatel, Switzerland. Published by N.A.G. Press, Ltd., London, 
England. Translated by S. Paris; edited by Donald de Carle. 
125 pages, 269 illustrations. Sent postpaid in U.S.A. and Canada. 
for $3.50, by Book Department, JEWELERS’ CirCULAR-KEystong. 
100 E. 42nd St., New York 17, N. Y. | 


Even without reading this book, it could be assumed to 
have great value for American horologists because of 
Dr. Pellaton’s professional standing in the educational 
system of the Swiss watch industry. But one can hardly 
glance through the first few pages without feeling an 
urge to go on reading it to the end; an effect no doubt 
of the smoothness of the author’s style and the orderly 
arrangement of the ideas presented. The work of the 
translator deserves appreciation for turning the original 
French into English for us without diminution of its 
literary quality and its technical values. 

Section I is a statement of the function of the escape- 
ment in a timepiece; any type of escapement in any kind 
of mechanical timepiece. Then we go on to details of the 
lever escayement, the designing of its various forms, the 
names and functions of the parts, and the practical diag- 
nosis and correction of any faults by the watchmakes in 
the repair-shop. The tools for making adjustments and 


alterations in adjusting escapements are amply illustrated. 
| These and all other drawings throughout the book, are 
_ very intelligently done, showing essential lines but avoid- 


ing the cluttering with that incidental draftsmen’s detail- 
work that too often makes escapement drawings hard to 
understand. As an important part of escapement work, 
there is a chapter on jeweling of the bearings of balance, 


pallet, and escape-wheel pivots. Although the book does 
| properly pay attention much more fully to the lever 


escapement subject, it includes excellent explanations of 
the pin-pallet, cylinder, and detent (“chronometer”) 
escapemenis, and the practical repairing and adjusting 
of these. 

Throughout the text and in the illustrations, Dr. Pella- 
ton uses terms easily understandable to the reader who 
is not accustomed to mathematical language. He has 
the knack of explaining technical facts that are well 
established in practice, without taking the reader through 
processes of theoretical demonstration. The upshot of 
this is to extend the usefulness of Dr. Pellaton’s book to 
thousands who make their living by repairing and timing 
watches and not in engineering and designing new models 
of them. 

In criticizing one detail of an admirable work, we 
recognize that the point in question is not of overall im- 


| portance znd we hope not to be thought overly fussy for 


mentioning it at all. In Section I, a headline refers to the 
escapement as “the controlling agent” in the running of 
the watch train. If it is, then one would have to consider 
the balance as included in the escapement, but we believe 
it helps to more clearly understand the entire watch 
mechanism, if the escapement is considered separately 
from the balance, and that the escapement’s function is 
solely to apply motive power to the balance. The “con- 


THE JEWELERS’ CIRCULAR-KEYSTONE 











trolling agent.” the governor, the parts-group that really 
rules the running and timekeeping of the entire watch 
mechanism, is the balance-assembly, including the bal- 
ance, the balance spring. and the balance arbor or staff. 
The balance-assembly and nothing else has the capacity 
to rule or govern or control how many times-per-second 
the escapement is alternately locked and unlocked, which 
‘n itself is the very essence of timekeeping. Any altera- 
tion of the running or timekeeping of the watch that we 
wish to make is effected by doing something to the bal- 
ance-assembly, not to the escapement. The balance and 
the escapement are interconnected at the fork-and-roller 
action, but the escapement cannot move until the balance 
unlocks it. The balance always has it in its power to 
“say when” this unlocking happens and only then does the 
itfaln move. 

So the balance is unquestionably the boss of the work 
that is done by the escapement, the main train, and the 
dial-train; and the balance should be given the credit 
for this, and not have its master-function included or 
confused with what the escapement does, which is the 
subordinate duty of keeping the balance vibrating. 

We must repeat that the point just discussed should 
not be looked upon as important in evaluating the book 
as a great addition to the literature of horology in 
English, and one that can be very profitably studied by 
watchmakers in established practice, and that may well 
be considered indispensable to all students of horology, 
for its help toward a clear understanding of the lever 


escapement. 


Second Edition of Electric Clock Book 


Electrical Timekeeping, by F. Hope-Jones, M.I.E.E., F.R.A.S. 
Published by N. A. G. Press, Ltd., London, England. Second 
edition, largely rewritten with added text and illustrations, and 
many of the illustrations of the first edition redrawn. 279 pages; 
125 illustrations in text; 10 full-page plates. Postpaid anywhere 
in U.S. A. or Canada, for $6.00, by Book Department, Jewelers’ 
Circular-Keystone, 100 E. 42nd Street, New York 17, New York. 


Soon after the first edition of Hope-Jones’ “Electrical 
Timekeeping” appeared in 1940, we venture that any 
vote by qualified readers would have declared that 
book to be the classic on its subject. Mr. Hope-Jones, 
by virtue of both his participation in the series of in- 
ventions culminating in the Shortt clock and his literary 
talents, then had produced a historical work on which 
it was hard to imagine any improvement as _ possible. 
But here in the second edition, he has given us just 
that; apart from inclucinz in the new book, of course, 
the latest developments in the subject of its title. As the 
author is now in his 83rd year. his achievement is 
all the more astonishing. 

In the English horological trades and among astrono- 
mers the world over. Mr. Hope-Jones is affectionately 
known as “Father Time” for his great work in hitch- 
ing electricity to the functioning of instruments for 
the super-accurate timekeeping that is required in mod- 
ern scientific work and research. With all that may be 
said about his professional standing. however, there 
is another fact that will be quickly realized by readers 
of his book: he has the gift of expressing his knowledge 











A New Face! 


TO WIN FRIENDS AND INFLUENCE CUSTOMERS 


with Sparkling Success 


OUR 


REFINISHED DIALS 


AND 
CUSTOM-FIT CRYSTALS 

will give any watch that “young look” 
ALSO 

BAND REPAIRING 

Three Convenient Services 

THAT WILL INCREASE PROFITS 


WHEREVER YOU ARE, AN OFFICE TO SERVE YOU 


ey, 





nirk-ti 


SINCE 1926 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1440 Broadway, Oakland 12, Calif. 
Seaboard Bldg., Seattle 1, Wash. 

29 E. Madison St., Chicago 2, IIl. 








University Bldg., Denver 2, Colo. 
923 Penn Ave., Pittsburgh 22, Pa. 
83 Walton St. N.W., Atlanta 3, Ga. 


Kirk DIAL oF Missouri 
1103 Grand Ave., Kansas City 6, Mo. 











FOR AUGUST, 1949 

















Kirk Diat Co. 

1700 Commerce, Dallas, Tex., and 
Kress Bldg., Houston, Tex. 

Kirk Dia Lt». 

Toronto, Canada and Vancouver B.C. 















LT 


oes 





Now is the time 


to consider your 


EMBLEMATIC JEWELRY 











needs 
for this Christmas 


AMERICA’S FINEST LINE 
of EMBLEM JEWELRY 


SOS 


DODD DOA QnOODOOAONIO 











WEFFERLING Berry & Co. 


B ROSE ST. NEWARK8,N.J. | Gp) 


BESSON OOONAOAAOAaaanas MEMBER 


AMERICAN 
GEM 
SOCIETY 







SSeS SSS 









, 






9999.95.95 DSS SSS 











Attractive, Fast-Selling 


GUARD RINGS! 


A Different Gift 
that has become 
So Popular! 


In 1 = 12 Kt. 
Gold Filled or 
Sterling Silver 


e 
TO RETAIL 


@2.95 

















RUBY 
SAPPHIRE 
EMERALD 
CRYSTAL 








| 
| Square Imitation Stones | 











J. D. SCHLANG CO. 


305 EAST 46th STREET e 


I 


NEW YORK 17, N. Y. 


THROUGH WHOLESALERS ONLY 

















and ideas in language singularly clear, apt and sparkling 
which is a pleasure to read, and adds much to the 
value of the book besides the entirely authoritative 


| technical and historical information that so fully packs 


its pages. 
There is a foreword by the Astronomer Royal of Ep. 


gland, Sir Harold Spencer-Jones; and a unique glossary, 





_a two-way affair of which the halves are headed: “fy. 


planation of Simple Electrical Terms for Clockmakers” 
and “Explanation of Simple Horological Terms for Elec. 
tricians.”’ It not only has an adequate index—a feature so 
often neglected in horological books—but also a table of 
contents which, by virtue of skillfully worded chapter. 
headings and sub-headings, may be used as an unusv. 
ally helpful summary and “finder” in referring to the 
contents of the book. 

From Alexander Bain’s invention of a series of im. 
pulse-dials connected with a master-clock through an 


electrical circuit, 110 years ago, down to the present. 


day quartz-crystal instrument for 


“scientific” timekeep. 
ing, the progress of electrical timekeeping is told by Mr. 
Hope-Jones in a way that makes the story a delight to 
read, His writing exemplifies the superior teacher who 
'does not “talk down to” his pupils, because he has 
| the genius to lead them easily upward instead. 





20 Money-Saving Points for 
Receiving Goods 


One of the most overlooked points insofar as profit 


saving is concerned is on receiving and checking mer- 
| chandise. 





How losses at this point in store management can be 


- forestalled, gathered from the experience of a score of 


jewelry dealers is offered in the following 20 suggestions 
for use in receiving and checking merchandise into the 
store: 

1. Have a definite spot in the back of the store where 
every package and carton must come before anything 
therefrom is placed in stock. Most stores have a work 
table set aside for that purpose in the store room. 

2. Make it a must rule that every package comes to 
this point, is checked there and goods are properly marked 
before going on display or in reserve stock. A sure way 
to suffer hidden losses is to take goods directly to the 


_ part of the store where they will be sold, check ship- 
_ ments there, and put them on display immediately. 


3. Compare the shipment with the invoice for (a) Con- 


dition of packages, (b) Proper consignment, (c) Total 


number of packages, (d) Against the original order (e) 


_ Look for missing items and (f) Double-check on the 
_ physical count. 


4. Accept no shipments without accompanying invoices 


on local deliveries. 


oe 


5. Some stores hold packages unopened until invoices 
are received on such deliveries in order to insure against 
the making of unwarranted claims or credits. 

6. Be most careful in making claims to be sure the 
point stressed is accurate for a store’s success in securing 
speedy settlement for claims from carriers depends on 
that store’s reputation. 

7. Keep a receiving record and file handy at the table 
or desk where such receiving and checking is done for 


THE JEWELERS’ CIRCULAR-KEYSTONE 








this record will be invaluable in tracing claims and check- 
1is 


ing losses. _ heck: 
° Have goed lighting at the receiving and checking 


roper or inadequate lighting always leads 
to errors and mistakes with even 20-20 vision. The wide 
use of carbon copies in making shipment tickets and in- 
yoices calls for lots of good light at the checking point. 

9. No shipping ticket should ever be signed when dam- 
aged shipping containers have been discovered without 
writing a note to that effect on the face of the ticket. 
This helps recovery of claims resulting from later discov- 


point for imp 


ery of damage in a container. 

10. Have one person in charge of receiving and check- 
ing packages. Where several persons handle the job every 
possible kind of mistake and error can occur. 

11. Mark the date and order number on all shipment 
tickets in order to facilitate tracing and checking later. 

12. Check all incoming shipments against original in- 
voices and orders. All of us make mistakes and these are 
just as easily made by suppliers as by our own store staff. 

13. Pay very close attention to checking of all invoices 
and shipment tickets where prices are concerned for most 
errors occur in multiplying figures and though these may 
amount to but a few cents in each instance they can total 
to many dollars over a period of time. 

14. If it is at all possible to do so, the store should 
check shipments as they are received or at least each day 
and not allow them to accumulate. Immediate discovery 
of errors makes correction procedure as well as collection 


much easier. 

15. Prompt and speedy checking of shipments insures 
that invoices can be returned for payment in order to 
take advantage of all discounts and such discounts are 
well worth the taking . . . they represent net profit in any 
jewelry store operation. 

16. Use the utmost care in making claims for damages 
against carriers. When carriers discover errors they im- 
mediately assume an intention to defraud and that re- 
sults in continued difficulty from then on out in any deal- 
ings the merchant may have with carriers. 

17. It is often wise to check methods of shipments and 
types of carriers for the less expensive or speediest and 
most accurate method of shipment. An old check made 
five years ago may be completely obsolete today. 


18. Get merchandise on display as quickly as possible. 
Goods left in shipping containers represent tied-up capital 
of the store and sale possibilities missed. No customer can 
see the merchandise we have stored in original shipments 
awaiting distribution. 

19. Set aside undesirable or damaged goods from a 
shipment immediately and make certain there is no 
chance for it to get back into merchandise checked as sat- 
istactory. Damaged goods in a display give the customer 
the impression that everything in the store has to be 
watched closely for hidden faults. 

20. Blind checking seldom pays off even if it takes a 
great deal more time to check every box; a spot check 
of one box in a dozen insures only that the one item in- 
spected is satisfactory . . . six of the remaining 11 could 
very well be the wrong size, damaged or otherwise un- 
acceptable goods. 
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EXCLUSIVE NEW FEATURE! 
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of cover. 
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and distinctive ice tubs in the market! Unique 
clip on underside of cover conveniently holds 
ice tongs — tongs double as bottle opener. Gen- 
uine vacuum liner keeps ice cubes intact for 24 
hours. Made of lustrous top-quality chrome — 
positively non-tarnishing. A variety of smart, 
modern designs. Excellent gifts! Send today for 
price list. 
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FINE SWISS WATCHES 
obtainable through 


RODANA WATCH COMPANY INC. 


745 Fifth Avenue, New York 22, N. Y. 
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written guarantee. From $1.00 up. 


Write for complete catalog and list. 


* Items shown are in choice leathers of 
R. J. WIDEN CO., North Adams, Mass, 
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“Tailor-Made” Rings 


(From page 140) 


and resulted in many extra sales for the firm, building 
diamond volume “up where it should be,” according to 
Mr. Sachs. “It gives us a chance to use all types and size. 
of stones which we buy loose,” he adds. 

The firm carries a large stock of loose diamonds and 
mountings. When a customer wishes to choose from these 
they are readily available, with quick service offered as ap 
inducement. 

Special designing of diamond set brooches is also 
offered by the firm, another side line which builds dia. 
mond volume. Matching rings and brooches are often 
suggested, thus resulting in a double diamond sale. 

Cortland’s uses the slogan, “The Home of Radiant Dia. 
monds” in all of its advertising, a phrase which now 
identifies the store. To establish this slogan, institutional 
advertising was run for three years in weekly rotogravure 
sections of the city’s leading newspaper. Now the store 
and the term “radiant diamonds” are virtually synony- 
mous in the Minneapolis area. 

Regular radio advertising is employed by Cortland’s, 
with “radiant diamonds” always featured. Advertising is 
also carried on the screens in neighborhood theaters in 
several sections of the city, pulling interested persons to 
the loop district, where the store is located, when they are 
ready to purchase. 

The store does an excellent mail order business which 
extends through Minnesota, North and South Dakota, 
Iowa and Wisconsin. Surprisingly, these mail orders are 
not necessarily cash transactions. Terms are offered 
through the mail since the management feels that to 
increase to a sizable business it is now necessary to offer 
charge service without extra cost. 

In advertising, the special design service is prominently 
featured so that this, too, has become identified with the 
store. While this is not a major part of Cortland’s sales 
in diamonds, it does catch the fancy of many, bringing 
in extra volume-building accounts. 

Cortland’s store setting has been carefully planned. A 
recent remodeling altered the entire appearance of the 
premises; whereas mirrors formerly were placed between 
wall displays, the entire wall now has a mirrored back. 
This virtually doubles the apparent size of the store. 

Drop lights have been installed over diamond cases, so 
that the stones may be shown under a strong, clear light. 
Formerly cold cathode lighting had been used in circular 
ceiling fixtures. This has now been replaced with fluores- 
cent lighting. The combination of fluorescent and dropped 
spotlighting is considered excellent since it provides softer 
overall light and strong brilliant lighting on special mer- 
chandise. 

A rubber tile floor, in red and blue muted shades, pro- 
vides a note of warmth, 

A new glass front is to be installed, shortly, bringing 
the interior of the store prominently before passersby on 
one of the busiest traffic streets of the city. 





Whenever a sale is staged in a certain store, a bell at 
the rear is rung when a purchase is made of a designated 
special. This helps to keep all salespersons alert. and in 
the frame of mind to push specials. 
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Credit? Why Certainly 


(From page 144) 


»s compacts, bracelets, chokers, earrings, cigaret lighters, 
and pen and pencil sets. 

When the customer walks in, he gets the impression 
of unity. The wooden lower section of the floor counters 
are of blonde wood. The chairs for the waiting customers 
gre of blonde wood and tomato red upholstering. As the 
finishing touch, the rubber tile floor is of a diamond-shaped 
pattern of tomato red and cream—matching the fixtures 
and chairs! 

“I want a lot of light in my windows,” Lewis remarks, 
“and though people sometimes think I’m kidding when | 
say it, still if they’d stop to think they’d see I’m telling 
the truth when I say when it comes to my window lights, 
‘| have thrown the key away!’ Yes, I never turn them off! 
They burn twenty-four hours a day. 

“Why do I do that? Well, it’s this way. I’m right in 
the heart of the downtown neighborhood, so there are 
elways crowds of shoppers here. Shoppers and just plain 
strollers; and at night when young swains are taking 
their best girls out to a movie and a dinner, where do 
they most often stop to window shop? Right! at a jewelry 
store! And if the windows are dark will they stop? 
Maybe, bui not for long! So by keeping mine brightly 
lit, I know the girls will make it a point to stop and ad- 
mire the items, taking this way to let the boy friend 
know just what she wants. 

“For the same reason | show a lot in my windows. I 
use step displays to give more room for showing my 
goods; and I lay out a little of everything. We feature 
diamonds and watches—something we are well known for 
—but we know not everyone who stops to admire our 
w.ndow wants those two items. Attractive costume jewelry 
is always a good gift and small things like compacts and 
cigaret lighters are welcome at any time. So we show a 
lot of those, too. 

“In eonnection with our window there is another little 
psychological trick we use. It was the installation of a 
long mirror on the portal just outside our entrance. Who 
can resist catching a glimpse of himself as he passes a 
looking-glass? What woman doesn’t stop to pat her hair 
in place or fix her hat as she sees a mirror on a building? 

“Well, with that ‘pause-maker’ (as we call it) at our 
front door, the people are bound to catch a glimpse of 
our jewelry, even it it’s just the reflection in that mirror! 
But even that can be effective in boosting sales, we’ve 
found!” 

Radio advertising and newspapers are the two main 
avenues of publicity that Lewis uses. The twenty free 
basses to the Riverside Theater which are awarded to the 
first twenty radio listeners who send in their correct 
answers to the “Mystery Tune” question, as stamped on 
their envelopes by the post office, are donated by that 
theater, which also donates the use of its organ for Mr. 
Ehrke to play during the program. In return for the 
passes and the use of the organ, the theater gets several 
mentions on the show. 

So Lewis’s expenses are just for the program itself as set 
up by Mr. Wolf of WEMP. His printed advertising is run 
in the Milwaukee Journal twice a week, once during the 
week and once in the colored rotogravure section on Sun- 
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Ask your wholesaler for charms mounted on the new Fisher 


display. It's FREE. Display charms NOW —they are selling. 
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days. In addition, he puts ads in the smaller local papers, 
Loth business publications and church bulletins. He feels 
these bring him closer to the people who read them be. 
cause they subscribe to them. 


Promoting the ‘‘Small Fry” 


Realizing the business potentialities of the younger 
generation of today, many jewelers are directing part 
of their promotional activities toward the development 
of these their future customers. 

Here are some ideas successfully used by jewelers 
to focus the attention of the “‘teensters” on their stores. 


One jeweler has two bulletin boards in his store. On 


one, headed ““What’s Cooking,” grade school clubs and 
high school groups are invited to post notices of their 
activities on the board. News of forthcoming school 


plays, dances, sport events, etc., needless to say, are 
read regularly and avidly by the youngsters. 
By the side of this bulletin board is a year-’round “Small 


Fry Bar.” Here may be found gift items such as key 


chains, billfolds, costume jewelry, small cameras, etc.. 
all under $4 tops, and many in the one and two dollar 
bracket. Posters suggest that when a school chum has 
a birthday, the Small Fry Bar is the place to find a 
suitable gift. 

To popularize this Small Fry Bar, this jeweler has 


a year-round radio program called “Happy Birthday 
_ Bud,” heard every other morning from 7:55 to 8 A.M. 
Any girl or boy who will shortly celebrate a birthday 


drops a line to the jeweler and his or her name is an- 
nounced over the airways several days in advance. Com- 


_mercials urge listening friends to send cards or gifts. 


This same jeweler’s companion bulletin board on the 


_ opposite side of the store is a “Teen-Agers’ Employment 
_ Scoreboard.” Merchants and townsfolk who want er- 

















rands run, windows washed or other odd jobs send in 
notices which are affixed to the board. The youngsters 
check the bulletin board regularly in search of “spend- 
ing-money” assignments. Near this board is a display 
of wristwatches with a poster reading, “Got to be on 
time for that job? Purchase one of our dependable time- 
pieces.” 

Another jewelry retailer is promoting leather goods 
and photographic equipment for the youth in the com- 
munity. In a window he places an array of inexpensive 
billfolds. In another corner of the same window he 
places Y membership cards, Scout cards, identification 


cards, receipts and a host of other items a boy or girl 


has to carry about. This window is not elaborate but 
the youngsters get the point. 

This same jeweler offers a $1.00 cash prize each week 
for the best snapshot submitted by any youngster be- 
tween the ages of 6 and 16. The quality of the pix are 
not as important as the human interest value. All photos 
submitted are posted in the store and each week starts 
a new contest. Tying in with the jeweler’s own mer- 
chandise, the prize is doubled if the picture was taken 
with equipment purchased at the store within the past 
60 days. 


A display of inexpensive cameras is placed adjacent 


| to the weekly collection of “small fry” snapshots. 
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His Motto is Service There is a 
(From page 148) | new pattern in 









roundings involved the retaining of one link with the past 
__a Howard street clock which has been Carl’s trademark 
and a Hoboken landmark for many years. Reconditioned 
and set up in front of the new store, the clock provided 


a considerable amount of newspaper publicity and has THE FINEST SILVERPLATE 





served to attract many an old customer to the new Its name iS 
premises. - 

Although the landmark clock is a potent advertising 
for Carl’s, the firm has another, even more efficient ad- FV li N | N (5 
vertising media—word-of-mouth. When each watch re- re 
pair job has been completed, and is back in the customer's S] A IR 
hands, a letter is dispatched under the firm’s letterhead. 
This points out that Carl’s takes particular interest in /4 
each watch repair job and expresses the hope that it was Deep-carved floral motif, i. 
satisfactorily performed. Further, the letter states “we perfect balance and propor- / 
will appreciate it if you will recommend this service to tion, percision finish and 
your relatives and friends.”” On many occasions cus- exten acl dilewsencdion all 
tomers have answered this letter and sent their friends to ag: neni Radin 


Carl’s for watch repair work. When this occurs, Carl’s 
uses the letter and the customer’s name (with permission. 
of course), in newspaper advertising. This has resulted 
in many new customers for the store. 

In addition to word-of-mouth advertising secured as a etemetaas 
result of his satisfied customers, Carl also achieves a Oneida Ltd. 
substantial amount of good will through his standard 
practice of offering free watch repairs for nuns and 
charitable organizations. “Our motto is ‘Service,’ ” he 
says, “and the customer is always right.” 

Through his move, Carl is convinced that he has ac- 
complished the following definite objectives: 

1. Doubled customer volume through improved display 
of his merchandise: 

2. Made a small store into an asset by converting it 
into a jewel-box setting for his merchandise, and 

3. Attracted street traffic by moving and renovating his 
Howard street clock, which acts as a beacon for customers. 


Community’s new pattern 


— *Evening Star.”’ 
















Ad Reprints Spot Advertised Merchandise 


Careful “spotting” of newspaper ad reprints at the 
right points through the jewelry store can substantially 
increase sales, according to James Ludy, manager of 
the Kortz-Lee Jewelry Company at Ist and Broad- | 
way in Denver, Colorado. 7 THE NEW 

The ultramodern Kortz-Lee store, built less than a Gy ‘“/ 

; - = 9 — Yf at,’ 
year ago, has enjoyed considerable success with the Loi, DREAM CHEST 
a ' nae ' cy 
of proofs of their newspaper ads to identify ad Uy p Molded in deep wine red 

vertised merchandise within the store. Some are mounted plastic — cover-lift and orna- 
on cardboard easels and displayed on the counter which mental feet — both in crystal \ 
contains the merchandise under promotion, while others clear plastic. Even the nesting is 

are used in window displays, and inside showcases new — order the new Communi- 

throuch h ty pattern and 6l-pieces in the 

. ghout the store. . Dream Chest to sell for $79.50 

Many people pay no attention to n2wspaper ad- from... 
vertising,’ Mr. Ludy pointed out, “where they will 


read the same ad because it is shown in a window LEON re FISH FR CO Inc 
, 7” . 


or as part of a merchandise display. 
By far the most effective utilization of reprints in WHOLESALE JEWELERS 
the Kortz-Lee store is the space immediately to the 100 STATE STREET ALBANY, N.Y. 


right of the cashier’s window at the rear of the store. 


Mr. Ludy has found after a long study. | [sae aS aS aS ee ee 
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Wentworth Collection 


at Metropolitan Museum 





Shows Silvermaking Art 


This silver coffeepot was de- 
signed and made by the Pari. 
sian silversmith Antoine Boul- 
lier between 1777 and 1778. 


iene on display at the Metropolitan 
Museum of Art in New York, is the most extensive and 
outstanding collection of 17th and 18th century French 
silverware in this country. 

Comparable to the finest collections abroad, these ex- 
amples of rare silver were collected by Mrs. Catherine D. 
Wentworth, of Santa Barbara, Calif., portrait painter and 
sculptress, during her long residence in France, and were 
hequeathed to the museum at her death last year. 

Some of the 400 pieces on display were made as early 
as the 16th century but, for the most part, the collection 
is made up of the products of French craftsmen living 
between 1700 and 1900. Included in the exhibit is flat- 
ware, serving pieces, candlesticks, tureens, plates, platters, 
cceffee pots and other hollowware. 

The majority of the pieces on display reflect the high 
standards maintained by the strict French guilds. An 





Coffeepot featuring spiral de- 
sign was conceived and created 
by still another Parisian, Jean 
Vallot, between 1744 and 1745. 


Delicately wrought sugar bowl, 
part of Wentworth Collection 
now on display at Metropolitan 
Museum of Art, New York, was 
made in Paris between 1786 and 
1787 by Etienne Modenx. 
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The oldest National Advertiser in 
the Sterling Industry 1831-1949 










WE is an early Gorham advertisement that 
appeared in Scribner’s Magazine, January 1895, reaching 
a total of approximately 100,000 readers — stressing 
the importance and value of the Gorham name. 





SEPP ORR PO PESS LALIT 


IZ TZ is one of the series of 


full-color, full-page Gorham 
advertisements that will appear 
this Fall in Better Homes & 
Gardens, Charm, Cosmopolitan, 
Glamour, House & Garden, 
Mademoiselle, and Seventeen. 
This advertisement and 

other Gorham full-color, 
full-page advertisements 
appearing in leading 

magazines this Fall ieee 
will reach over ee 

08 million readers! hie 






Lele 
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AFTER 118 YEARS. Gorham advertisements continue to 
stress integrity of product and enlarge the market 
for sterling bearing the Gorham name. 
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One of a pair of cups in 
the Wentworth Collection 
attributed to the Parisian 
silversmith Jacques Filas- 
sier. They were made some- 
time around year 1729. 


Ewer and basin, made by Jean Fauch, 
Paris, 1739-42, is another item in 
the exhibition of French gold and 
silversmith's work from the Cathe- 
rine D. Wentworth collection being 
shown at the Metropolitan Museum. 


All photographs courtesy of 
Metropolitan Museum of Art 


Gold and heliotrope snuffbox has, on its cover, 
a gold medallion representing a pastoral scene 
beneath which is a miniature portrait of a lady 
painted on ivory. By Claude Hericourt, 1769-70. 


interesting comparison between the less ornate and em- 
bellished work of provincial craftsmen and the fine de- 
tailed work of the Parisian master silversmiths is furnished 
since the exhibit contains examples of workmanship from 
all of the French provinces. Simple wine and marriage 
cups made by provincial artisans contrast with the or- 
nately designed pieces from Paris, such as the tureen 
designed by Edme Pierre Balzac, famous Paris silver- 
smith, for the royal house of Orleans. 

Also a discriminating collector of 18th century gold- 
smiths’ work, Mrs. Wentworth in addition bequeathed to 
the museum a group of some 90 superb examples of this 
art, including snuff boxes, scent bottles, etuis for sealing 
wax, etc. This, coupled with the great collection of French 
goldsmiths’ work presented to the museum in 1917 by J. 
P. Morgan, ranks it with the finest collections of its kind 
in the world. 

A third part of the Wentworth bequest includes a group 
of necklaces fashioned from nearly every kind of semi- 
frecious stones from transparent quartz crystal to in- 
tricately carved coral. 
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Gold snuffbox, set with diamonds, 
bears the inscription "Gouers a 
Paris." Probably made by Daniel 
Govaers, in Paris, 1734 or 1735. 











Varicolored gold snuffbox, decorated 
with flower sprays reserved in panels 
on arayed ground, was made by Jean 
Fremin of Paris between 1757-1758. 


Ts 
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EGANGE, S7yc ne QUALITY 


HOLLOW WARE 


..- by POOTE 


Shown is silverplated Candelabra No. 44-5 


A TRADITION IN SILVER 


‘lt 
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hme 


IO) Gan O'S 2s Ge oo U. 0 OF ce. Oe ©) a ODO 
Ok O} & ey b's 2 ae On Oe 
New York Showroom 
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Letters are Salesmen 













by W. A. RUDIN 


Mrs. Lillian Cushman, wife of the 
owner-manager of Cushman Jewelers, 
takes odd moments during the day's 
work to write personal messages of 
congratulations to parents of stu- 
dents graduating from high school. 


= likes to receive a letter—espe- 
cially the personal kind, one that looks as though someone 
took the trouble to sit down and write to you, the re- 
ceiver. This fact has been the basis for a profitable gift 
business at Cushman Jewelers, North East, Pa. 

Mrs. Lillian Cushman, wife of the owner-manager, 
began the personal-letter promotion of gift selling several 
years ago, just “playing a hunch” that she ceuld bring 
customers into the store if she approached them correctly 
by mail. 

“We know all about direct mail advertising, circulars, 
stuffers and what-have-you,” said Mrs. Cushman, “and 
they do a good job in their place. But we’re in a com- 
paratively small community, and we thought a personal 
touch to our advertising would be the best approach. 

“Several springs ago we were looking up the names of 
kids who were graduating from high school. and we got 
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With Personal Appeal 





tity The 


Rep ee sae, 





Even though all the letters do not result in a sale, 
many of the parents stop in just to say “thank you" 
for interest shown by store in their son or daughter. 


Personal-letter promotion directed to parents of 
high school graduates has been the basis of a 


profitable gift business for Cushman Jewelers. 


to thinking—‘Why not write their parents a little letter 
of congratulations, and suggest several things for gradua- 
tion gifts?’ ” 

Mrs. Cushman describes it as a “heck of a job,” writing 
the letters by hand, but the kind of work that pays off. 
She just takes a minute here and there during a day’s 
work at the store, or at home, and uses ink and ordinary 
stationery. Last spring she wrote about 90 letters to 
parents. 

The letters might go something like this: 

“Dear Mr. and Mrs. Joe Doakes: We want to con 
gratulate you upon the graduation of your son, John, 
from North East High School this June. We’re sure you 
must be very happy and proud at this time. 

“Perhaps you have thought of a graduation gift for 
John? May we recommend a gift selection at Cushman’s. 

(Please turn to page 217) 
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jie A FAST 


PROFIT 
pL Ciné! 


When volume depends on. value Gracefully styled creamer. 
and value means extra sales—these #700 set $10.00 Keystone Paul Revere open sugar. 


three items will turn the trick for 
you. They are priced to appeal to 
the volume trade. 















A aa 





® Heavy Silver Plate on rugged copper base. 
® Styled to combine the modern mode with the 
traditional design. 


#25 Butter Dish 







$7.00 Keystone — e — : @ Merchandised in handsome anti-tarnish gift 
Applied border Y — —_. 
PP . — ~~ /. © Beautifully hand-spun by Master Craftsmen. 






Glass insert. a i aay 





Rare 


thai oe ee 
$5.00 Keystone ae ; _ : 








Turnover means real business 
growth and dealers every- 
where are marvelling at the 
public demand for the Gregg 
Holloware gift line. It will 
spell added profits for you. 





Cigarette urn is miniature silk hat, cocked at a rakish angle. Ash tray to match. 


CONTACT YOUR WHOLESALER OR WRITE DIRECT TO FACTORY 


Gieygitoeroagfie 


TAUNTON MASSACHUSETTS 
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Helping Salespeople Click 


Fourth of a series of articles to help you help your selling 


staff do a better job for your store as well as themselves. 


No. 4: Bait Your Hook Right 


les fellows at my Ad Club table one day 
were discussing various ways to present sales appeals. A 
wise old merchandiser spoke up and said he’d tell us in a 
way we d never forget. 

“Every year the American people buy a million 
quarter-inch drills,” he said, “and not one of them wants 
a quarter-inch drill.” 

“What do they want?” we chorused, and he let us 
have it: 

“They want a quarter-inch hole.” 

Why, of course! I remember the times I’ve had to make 
a quick trip to the corner store to get a bit or a drill of 
a certain size, to fix something around the house or to do 
a repair job on my boy’s sled or bike. I paid 39¢ or 59¢ 





for a piece of steel | didn’t want, so I could get a hole of 
a certain size that I did want. 

That is a striking example of how buyers are- interested 
in results and benefits, not in the commodity itself as 
such . . . and this logic applies particularly well to your 
jewelry store lines. 

A successful oil burner salesman startled me recently 
by saying, “I never sold an oil burner in my life.” 

“Why—why—what do you mean?” I asked, thinking 
of the many customers I knew he had. 

“I sell people the things an oil furnace will do,” he 
replied. “To the man who enjoys his comfort, I sell the 
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by BRIANT SANDO 


luxury of tending the furnace simply by touching a dial 
in his living room; no more shoveling coal and messing 
with ashes morning and night. To the family with young- 
sters I sell the extra health from heat evenly distributed 
throughout the house including down near the floor where 
the children play. All these things and many other bene- 
fits are what I sell, and it makes the job easy and in- 
teresting compared with trying to get a thousand dollars 
just for a lot of steel gadgets and pipes down in the 
basement.” 

Successful persuasion comes from ideas that interest 
the listener rather than the salesman. People buy your 


The magnet that draws people 
to your store is telling them what 
your goods will do for them. 


jewelry and kindred lines of merchandise for what it will 
do for them. 


TWO TYPES OF KNOWLEDGE 


The training of jewelry store salespeople naturally falls 
into two distinct divisions: (1) sales training, and (2) 
merchandise training. 

Many retailers confuse the two but knowledge of mer- 
chandise is not sales training; rather, it is a tool to use in 
selling. Tools are helpful but they can’t make sales unless 
properly used. 

A carpenter needs a saw but the best saw in the world 
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Increase repeat sales 
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speed turnover 


No. 706/2 
Pat. No. 2026738 
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TRADE MARK 
No. 703/2 


Pat. No. 2026738 


Some items in your store are always on the move— 


always doing their bit to speed turnover—to make 
money for you. No item fits into this category 


better than do Quaker Crystal and Sterling Shakers. 





a ED DO EN NE 


oTHER QUAKER prooucts 


FINE STERLING 
HOLLOW WARE 


They have eye-appeal—sell on impulse—are great 


_—_=-_ ~~ 


“repeaters”. They’re unique among shakers, having 





FINE 
STERLING & CRYSTAL 
ENSEMBLES 


Do not fail to 
ask for them 


patented features of construction, which make good 





li ti 


selling points. If you haven’t been selling them, 





correct it. [f you have, be sure your stock 1s adequate. 
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/ Quaker Silver Company, inc 


S I L VE R S M IT H 
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won't make a carpenter out of certain people. Some of us 
are made for different things! 

Did you ever notice how an expert carpenter uses his 
saw? He doesn’t just grab it and start hacking away. He 
first carefully sizes up the job to be done, gets out his saw 
when he needs it, applies it deftly at the right place, then 
lays it back when finished. 

Similarly with knowledge of product: use as needed to 
clarify points in connection with the main sales talk on 
benefits and advantages. 

Of course you should spend some time learning about 
the physical properties of the goods you expect to sell. 
But merchandise knowledge alone won’t make you a sales- 
man. If it did, then designers, engineers and technicians 
would make the best salesmen. 

A life insurance salesman recently wrote an article 
headed, “Nobody wants to buy a statistic.” He pointed 
out that in his early selling days he weighted himself 
down with reference books, mortality tables, and all sorts 
of statistics. These often led to arguments about various 
figures but they didn’t sell much insurance because they 
didn’t paint a picture of its benefits and advantages for 
that particular prospect or his family. 


FIRST COMES DESIRE 


People don’t go into jewelry stores and buy goods to 
get the goods themselves but to get certain benefits, 
pleasures or satisfactions from those goods. Hence, sales 
are made in the minds of customers . . . and emotions 
often sway the decision. 

If you can discover what desire is uppermost in your 
prospect’s mind, then you will know (1) the type of goods 
to show to satisfy that desire and (2) what kind of sales 
talk to add to induce action. 

There is a great volume of good jewelry advertising 
nowadays, which often creates the original desire in the 
prospect’s mind . . . but it still is up to salespeople to fan 
that spark of desire into the full flame of a sale. 

For example, you will find that the main selling points 
for a fountain pen are: writing quality, appearance. 
shape, size, weight and “feel.” nationally advertised. 
price. For a wrist watch band: distinctive styling, quality 
appearance, easy to put on and take off, feels good on the 
wrist, nationally advertised, proper price. In the same 
manner, figure out the super sales points on your other 
merchandise. 

When people buy jewelry store items they really want 
to “dress up” themselves or their homes. Thousands of 
pieces of silver have been sold by such statements as. 
“This will increase the charm of your home, make your 
table more attractive; it is a lifetime treasure.” 

Vanity cases sell best by stressing beauty and sure 
relief from the annoyance of powder sifting out: watches. 
not by talking cogs and jewels. but by featuring absolute 
accuracy along with the latest size. shape. design and 
materials. 

Now think what people are really seeking when they 
come in to look over your merchandise—and fit your 
sales talk to that. 


THE FIVE SENSES 


Sales efforts are more effective when they stress. “you. 
not I”—when they play up the customer and his interests 
and play down your own. Base your sales appeals upon 
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the five primary senses of man, using as many as possible 
with each customer: 

1. Sight. This is the most potent of all the senses, cre. 
ating impressions many times faster than sound. Also, 
“seeing is believing.” 

2. Hearing. Let the prospect hear actual facts and fig- 
ures, real “reasons why” he should buy. Avoid general. 
ities. 

3. Smell. Cosmetics, toilet goods and similar lines cap 
be sold by appealing to the sense of smell. 

4. Taste. Some goods may be sampled and with others 
you may let the prospect have “‘a taste” by trial usage or 
a demonstration. 

5. Feel. Get the customer to hold or handle the mer. 
chandise whenever possible. House-to-house canvassers 
often say this is half the sale. 

According to some authorities, sales and advertising 
efforts should seek the answers to these questions on 
whatever product is being sold: 

1. Who buys (or should buy) it? 

2. When does he buy it? 

3. Where does he buy it? 

4. How does he buy it? 

5. Why does he buy it? 

6. What is the competition? 

When you fill in all the main facts to these questions, 
the answers can be boiled down into two major groups: 
(1) facts about the product, and (2) facts about the 
prospect. 








Nobody wants to buy a statistic; instead 
base your sales appeal on the five senses. 


Salesmanship is the ability to mate these two sets of 
facts and make a deal. Sales appeals should be slanted 
accordingly. For example: 


WHY PEOPLE BUY 


Some people buy to save time and trouble, to avoid 
physical and mental labor. (Such items as electrical 
gadgets and home furnishings. ) 

Others buy to get pleasure or pride of possession, keep- 
ing up with the Joneses. (Such as silver tea and coffee 
sets, candelabras, mirrors. ) 

To attract romance or the opposite sex, to satisfy pride 
and vanity. Personal jewelry has had appeal from the 
earliest days. 

Some people are “bargain buyers”—they shop around 
to find cut rates or special sales: but this is not the most 


(Please turn to page 217) 
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R. Blackinton & Company 


Manufacturing Silversmiths and Goldsmiths Since 1862 


oe 


STERLING SILVER OR 14 KT GOLD ONLY 


NOVELTIES 
CIGARETTE CASES 
COMPACTS 
FLATWARE 
HOLLOW WARE 


LADIES’ & MEN’S DRESSER WARE SETS 


Complete sets including Cloth Brushes, Manicure Pieces, Jars, ete. 


Available in all patterns 


oe 
SOLD EXCLUSIVELY TO RETAIL JEWELERS 


ae 


DISPLA\Y ROOMS 
10 EAST 40TH STREET, NEW YORK CITY 


ee 


GENERAL OFFICE AND FACTORY 


R. Blackinton & Company 


BOX 990, NORTH ATTLEBORO, MASS. 
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Prestige... 


Fruit of a Lifetime 
of Collecting Gems 


and Rare Antiques 





ieneemens in the rarest and most unusual 
antique jewelry obtainable, as well as in objects of art 
personally gathered from nearly every country in the 
world, Mr. and Mrs. Clifford Hardy of Colorado Springs, 
Colorado, begin their fiftieth year together in the jewelry 
business this summer. 

Their “House of Many Treasures” at 16 North Tejon 
Street, Hardy’s location for the past 39 years, gives evi- 
dence of the truth of the name in the many bronzes, 
marbies, pieces of antique furniture and other pieces of 
art gathered from the palaces of Vienna, Florence, and 
Leningrad and from the curio shops of Cairo and of 
Paris. Virtually a museum and an art gallery, as well as 
a jewelry store, the establishment verifies its slogan of 
“The store with the personality,” and the personality is 
that of its white-haired, gracious owners. 

The Hardys attribute their long success in great part 
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Two prospective customers in Hardy's 
"House of Many Treasures’ examine a 
piece of Copenhagen statuary, part 
of a recent shipment from Denmark. 


by J. M. BAGBY 


Interior of Hardy's, showing the sil- 
ver display in the center, paintings 
and statuary along the sides, and en- 
trance to art gallery in the rear. 


to the fact that they personally select and purchase every 
piece of merchandise that goes into the store. Until the 
war and Mr. Hardy’s failing health made traveling im- 
possible, the couple journeyed every other year to those 
parts of the globe where careful search might bring to 
light rare jewelry, brocades, or other art objects. The 
results of many of their successful searches are evident 
today inside the store. Onyx statuary from the ruins in 
Rome, an ancient onyx bowl salvaged 149 years ago from 
the Tiber River, glassware between four and five thousand 
years old, necklaces of jade, lapis lazuli, and other preci- 
ous and semi-precious gems are only a few of the things 
to be found at Hardy’s. 

Almost invariably on their trips through Europe, Mrs. 
Hardy relates, they would meet customers to whom the 
name of Hardy was well known. Smiling, she reminisces 


(Please turn to page 220) 
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HELP YOURSELF siheerges ale 








with Exciting New 


AIROSE SERWER™ 


to retail Jor $7.95 


(Tax Exempt) 
























Announcing . . . for the first time! . . . a unique and fast-selling gift 
in silver plate! 


This exquisite new hostess spoon does something wonderful for / FF 
your customer ... eliminates completely the difficult task of 7 
two-handed serving! The Falrose Server is priced to meet the if Ve 
buyers’ market . . . styled to catch their eyes! {7 ‘ £4 








We've test-displayed it in leading stores . . . watched if 
customer after customer stay to buy. (They'd i 
been, “just looking thanks!”’) 


New in so many ways: 





@ Easy press-and-serve feature . . . so 
practical! 

@ Simplicity of design in gleaming sil- 
ver plate . . . to blend with any 
silver service! 


SERVES SALADS 


eliminates fumbling with two uten- 


sils . . . makes every salad serving 
@ Expert craftsmanship ... so _ 


beautiful, so important! “a . .. L , yf ‘“ / No More 
- | & Two-Handed 
Fumbling! 


a festive occasion. 









a SERVES VEGETABLES 


, FA 7 holds a generous serving . 


drains as desired. 






A FALROSE 











Original Serve... = 
Mr. Wholesaler:—Here’s quick turn-over. Write, SERVES MEATS | 
wire, or phone today! AND CASSEROLES 
Mr. Retailer:—Order now from your wholesaler, perfect for “guest appearances.” 








or write us for your nearest distributor. 


Gaalrose Silversmiths Ltd 


286 Fifth Avenue s:ice New York 1, N.Y. 


Charles S. Bruder Associates, Sole Representatives 
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*patent pending 
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4. “Old World Jewels" 





5. Carving Set and Coffees 
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2. New "Leona" Lighter 





3. Signature Jewelry 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


L] 1. One of the new patterns in the "First Lady" series by 


[ 


Hamilton Watch Co., Lancaster, Pa., is this model featur- 
ing 18K gold dot and marker dial in 14K gold case and a 
custom-designed bracelet. $150 retail including the tax. 


2. New “Leona” table lighter from Ronson Art Metal Works, 
Inc., Newark, N. J., has coral or turquoise enameled body 
contrasting with gold or silver plating of top and base. 


3. Facsimile of owner's signature in gold plate on a gold 
plated tie bar, retail $8; money clip, $9; and belt buckle, 
$11. Made also in 14K, sterling, jewelers’ bronze and 
gold filled. Signature Creations, Box 38, Asheville, N. C. 


4. "Old World Jewels," a new line of costume jewelry by 
Speidel Corp., Providence, R. |. Each of the ten different 
patterns is named for the subject of its inspiration. 
Single items or sets are contained in attractive bell jar. 


5. Back in production are carving sets and steak sets in 
Holmes & Edwards’ "Danish Princess" pattern. Carving set 
is $14.75 retail; steak set $9.75. Also back on the market 
are after-dinner coffee spoons in ‘Danish Princess, 
“Lovely Lady" and "Youth" patterns. $4.67 for 8, retail. 
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There is a 
new pattern in 
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THE FINEST SILVERPLATE by 






Its name is 


@ EVENING SIAR 


Sparkling elegance that’s *‘Evening 
Star.”’ The floral motif of the front 
harmonizes perfectly with the back 
design. Every piece, perfectly pro- 
portioned, flows like a dream from 
handle to bowl. *‘Evening Star”’ 
will be announced in thirteen lead- 
ing magazines in full page, full 
color ads. Be ready to say, ‘‘we have 
it’? when your customers ask for it. 
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zy | This new chest is of 
_ Ph molded wine red plastic 
w Bl with crystal cover-lift and 
feet. Even the anti-tarnish 
nesting is new— it’s Com- 
munity’s new Dream Chest. 
Order today with 69-pieces 
for 8 to sell for $79.50. 
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* Trade-marks of Oneida Ltd. 










ALEX SABIN & SONS, 


20 WEST 47th ST., NEW YORK 19, N. Y. 
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2..Award Watches 





3. Smaller "Cricket" 


4. Shell Earrings 


“CHECK—YOUR CUSTOMERS WANT THE LATEST 


Neeeeee 


Pe. ie —y [] 1. Non-tarnishing rhodium finish features this new table 
tf - (2 eg model lighter, the "Heritage," by American Safety Razor 
ee ) Corp., Brooklyn, N. Y. Handle is of satin finish ebony 

Tenite. $12.50 retail, no tax. $25 for three-piece set. 


[1] 2. Three of the new Lord and Lady Elgin watches made by 
Elgin National Watch Co., Elgin, Ill., in honor of the 
gold medal Fashion Academy award presented to this firm. 
Left to right: 19-jewel Lady Elgin in 14K case; 2!-jewel 
Lord Elgin in 14K case; 19-jewel Lady Elgin in 14K case. 


[] 3. Newest version of the "Cricket" Alarm Wristwatch from 
Vuleain Watch Co., Inc., 630 Fifth Ave., N. Y., has same 
movement in a smaller and thinner gold filled case with a 
stainless steel back. It retails for $71.50 with the tax. 


[] 4. Shell earrings in 14K natural gold, set with diamonds 
and rubies or diamonds and sapphires. $220 a pair retail. 
Clips to match. Gutenstein Bros., 18 E. 53rd St., New York. 


( 5. Calendar clock by Phinney-Walker Co., _— of = 

Semca Clock Co., N. Y. 22-year automatic calendar can be 
5. Calendar Clock adjusted for any month until 1970. In gilt finish metal 
frame, 4" by 4". $9.95 retail plus tax; $10.45 in West. 
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Make sure <a> Spring End Stone <B> 
your watch > Coil Piece >) 


Pe, 






has the— ©) 
SUPER (C__~ Lock Piece Screw ¥ 
SHOCK 


SS \) ASSEMBLED 


RESIST \srg@f —«éEEVICEE 






The Only System Completely Without Friction 


ERISMANN-SCHINZ, S. A., Fabrique du Grenier, 


LA NEUVEVILLE, SWITZERLAND 
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1. Cork-Lined Box 





NA 


. Streamlined Cases 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[] 1. The Windsor cigarette box by the Farrington Mfg. Co., 
76 Atherton St., Boston, Mass., comes in six styles, in 
brown fox, alligator and blonde Texol. Brass trimmed and 
cork lined, for both regular and king-size. $3.95 retail. 


[] 2. Normal-sized square self-winding men's wristwatch by 
Eterna Watch Co. of America, Inc., 580 Fifth Ave., N. Y., 
in stainless steel, 14K gold filled, 14K and I8K_ gold, 
from $71.50 to $230 retail with tax. Deluxe model shown. 


[] "Big Ben," "Baby Ben," and "Big Ben Chime Alarm" from 
Westclox Div. of General Time Instruments Corp., La Salle, 
lll, now feature slimmer cases, a lower silhouette and 
greater dial visibility for better legibility of numerals. 


4. Butter Dish 


[] 4. Covered butter dish in heavy silverplate on a copper 
base, embossed glass insert and applied border. Made by 
the Gregg Silver Co., Taunton, Mass., to retail at $7. 


5. 14K Pendant 0 


5. One from a new line of necklace pendants made by M. 
Moroch, 22 Eldridge Street, New York 2. Hand engraved 
in two tones of 14K gold. Shown here twice actual size. 
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READERS’ BOOK SERVICE 


These authoritative and interestingly written books on a wide range of subjects about your business will be a 
great help to you. Just put a circle around the books you want on the coupon below, write in your name and 
address, attach your check, and send it to us. We will send them postage prepaid anywhere in the United States. 


Remittance must accompany all orders. 


For the Gem Expert, Connoisseur and Student of Gemology 
“1, GEMS AND GEM MATERIALS 








No books sent on approval. 


Prices subject to change without notice. 





For the Skilled Watch and Clock Maker, the Apprentice and Student 





26. 


PRACTICAL BALANCE AND HAIRSPRING 








Drs. Kraus & Slawson $4.00 WORK W. J. Kleinlein $3.50 
2. A KEY TO PRECIOUS STONES LL. J. Spencer $3.50 27. RULES & PRACTICE FOR ADJUSTING 
3. GETTING ACQUAINTED WITH MINERALS WATCHES W. J. Kleinlein $3.50 
George L. English $3.25 28. PRACTICAL BENCHWORK FOR HOROLOGISTS 
4, REVISED LAPIDARY HANDBOOK Louis and Samuel Levin $5.00 
4. &. Howae $3.00 29. SCIENTIFIC TIMING Charles Purdom $6.00 
; ; ype 4. 
S SRR GP sae Saar We. P. aiet — 30. KEYSTONE WATCH REPAIR RECORD BOOK __ $2.75 
siesppaesalielicuinenntanes —— 1. WITH THE WATCHMAKER AT THE BENCH 
7, FAMOUS DIAMONDS OF THE WORLD $1.25 ™ Donald De Carle $3.00 
L Y 
=e $3.50 32. THE SCIENCE OF CLOCKS AND WATCHES 
(2nd Edition) A. L. Rawlings, Ph.D. $5.00 
9. GEM TESTING 8B. W. Anderson, B.Sc., F.G.A. $5.00 -_ " 
10. GEM CUTTING J. Danie! Willems $3.50 33. HOROLOGY =— J. Eric Haswell, FBI. e458 
34. WATCHMAKERS & CLOCKMAKERS OF THE 
i. POPULAR GERRROGT 8. i. Peal one WORLD (Enlarged 2nd Edition) 6G. H. Baillie $10.00 
For the Jewelry Repairer, Engraver, Designer and Enameler 35. PRACTICAL NOTES FOR THE WATCHMAKER 
— (French-English Edition) G. A. Berner $3.50 
12, JEWELRY REPAIRERS’ HANDBOOK 
J. G. Keplinger $1.25 36. PRACTICAL WATCH REPAIRING 
13, JEWELRY DESIGN AND APPLIED DESIGN i Seen ws.08 
C. A. Jakobb $25.00 37. PRACTICAL COURSE IN HOROLOGY 
14. JEWELRY AND ENAMELING __ ¢. Pack $3.50 Harold C. Kelly $2.75 
15. REFINING PRECIOUS METAL WASTES 38. WATCH AND CLOCKMAKERS’ HANDBOOK, 
C. M. Hoke $6.00 DICTIONARY AND GUIDE FF. J. Brittes $6.00 
146. ART MONOGRAMS AND LETTERING 39. KNOW THE ESCAPEMENT (New Edition) 
J. M. Bergling Barkus Watchmakers $5.00 
(ipectel 160 Baision—Paper Cover) $2.00 40. MODERN WATCH REPAIRING & ADJUSTING 
17th Edition—104 Pages—Paper Cover $5.00 Bowman ©& Borer $3.00 
17. METALCRAFT AND JEWELRY 41. MODERN CLOCKS 1. R. Robinson $3.00 
Emil F. Kronquist $3.00 
18. AB C OF MODERN ENGRAVING 42. TIME AND TIMEKEEPERS VW. I. Milham $2.95 
William Kassel $1.00 43. MODERN METHODS IN HOROLOGY 
19. TESTING PRECIOUS METALS. M. Hoke $2.00 Grant Hood $2.50 
20. RINGS THROUGH THE AGES 44. THE WATCH REPAIRER’S MANUAL 
James R. McCarthy $2.50 Henry B. Fried $4.95 
21. THE JEWELERS BUYERS DIRECTORY, 
1948-49 Edition $2.00 On Silver for the Jeweler, Collector and Antiquarian 
22. 3, E LL 
SAGs EEE ATLENG BRAS Eecnuel Egon $3.50 45. ENGLISH SILVER (1675-1825) 
23. HAND-MADE JEWELRY Louis Weiner $2.75 Stephen G. C. Ensko and Edward Wenham $5.00 
24. JEWELRY GEM CUTTING & METALCRAFT 46. OLD SILVER, ENGLISH, AMERICAN AND 
W. T. Baxter $3.00 FOREIGN S. B. Wyler $4.00 
25. JEWELERS POCKET REFERENCE BOOK 47. NAVAJO AND PUEBLO SILVERSMITHS 
Robert M. Shipley $2.75 John Adair $4.00 
es oe oe oe oe oe oe oe oe oe oe oe os os oe oe oe ee ee ee ae eee eae ae es = = = = ater nmeraenaen ene 
' THE JEWELERS' CIRCULAR-KEYSTONE ° 100 E. 42ND ST., NEW YORK 17, N.Y. } 
' 1 
1! Please send the following books: ; 
' 
1—2—3—4— 5 —6— 7 —8—9 —] 0—1 1] —1 2—1 3 — 1 4 — 1 5 — 1 6 1 7— 1 8— 1 9 — 20 — 21 —22—-23 —24—-25 
! 26—27—28—29—30—31—32—33—34—35—36—37—38—39—40—41 —42—43—-44—-45 —_46—47 
' ({]) CHECK [] MONEY ORDER ) FR Me cc ccce .is attached. |} 
: PD tine Bwercelealn bo pa eee seek ol, 2 WON I ig Oe oa ee ; 
' j 
. SD 2.0.nnvn0s'snssacakiateteenicestetbetibeneielenkee P. O. Zone No. ............ NE os 2s esa ied dita ideas 
' ' 
Check or money order must accompany all orders. Do not send cash. : 
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FASTER 
SALES ACTION! 


with 


BEAUTIFUL 


ee | 
by MANCHESTER | 


If it’s MANCHESTER, 
it’s STERLING! 


@ The fine old laces of 
Valenciennes, France, cap- 
tured in sterling silver 
by the mastercraftsmen of 
MANCHESTER. Its pierced 
loveliness is dainty and 
delicate. It is as enchant- 
ing as the beautiful 15th 
century lace whose name 
it bears. 







ITS A 
PROVEN 
SALES BUILDER 
ACROSS 
THE NATION 


< <aint OR Cry. > 


$” Guaranteed by > 
Good Housekeeping 










ce 
27 4S apyranistd 





@ All MANCHESTER STERLING is de- 
signed for vogue, priced for value, sold 
in volume. 


® Your wholesaler will be glad to give 
you the secret of silver sales with 
M ANCHESTER—a new concept of prod- 
uct, policy, price, and profits. On all 
23 patterns—immediately available. 


e WIRE ¢ PHONE ¢ WRITE 


MANCHESTER SILVER CO. 


PROVIDENCE, RHODE ISLAND 
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Traffic Is lmportant 


(From page 156) 


with jewelry counters in drug stores or other retaj] 
shops.” 

Mr. Caplan arranged his jewelry counters along the 
rear wall that leads to the soda fountain. The depart. 
ment was formed in four “U” shaped counters so that 
customers interested in jewelry merchandise could walk 
into the “U” part so that other shoppers do not disturb 
them. 

The entire store occupies about 2000 square feet of 
space with the jewelry department covering over 6(( 
square feet. The entire store does over two million dollars 
worth of business annually, with the jewelry department 
accounting for over 30 per cent of the total. 

“We do approximately 40,000 repair jobs a year in 
the watch, ring and other jewelry lines,” explains Mr. 
Caplan. “This shows that the public knows that we are 
jewelers first and last.” 

Each one of the “U” shaped counters is devoted to a 
specific line of merchandise. The first is given over to 
diamonds, another section to watches, another to rhine- 
stone rings, leather goods, costume jewelry and finally 
photographs. Each line has its own location. 

The tie-in between the rest of the store and the jewelry 
department is demonstrated by the final “U” counter 
which is adjacent to the soda fountain. One side of this 
counter is devoted to photographic supplies with the other 
side facing the fountain. A cash register is located there 
to collect fountain checks. The cashier for the fountain 
also sells photographic supplies and many customers pay- 
ing their checks also buy a roll of film, flashbulbs or 
other photographic supplies. Many extra sales are made 
this way. 

“Newspaper advertising is the leading method of bring- 
ing our combination store to the attention of the public.” 
says Mr. Caplin, “and we spend over $75,000 a year on it. 
Most of our advertising is based on the numerous free 
services that our store offers the public, since we feel that 
such services help to bring in traffic in addition to that 
which comes in on its own accord.” 

As a rule Caplan’s advertising consists of five inch 
double column ads. Each is headed “Do You Know,” 
followed by a heavy heading explaining the service that 
Caplin has to offer. This is followed by smaller type 
explaining the service in detail. Some of Caplan’s head- 
ings are as follows: “Do you know Caplan’s cash hun- 
dreds of pay checks every week?” “Do you know we 
sell postage stamps and have public telephones?” “Do 
you know Caplan’s free mailing service is used by 
thousands?” “Do you know Caplan’s gladly inspect 
thousands of watches, electric shavers, fountain pens, etc., 
free?” “Do you know 9158 persons called Caplan’s in 
January for the correct time?” “Do you know Caplan’s 
issue American express money orders?” An institutional 
ad of this store was headed: “Do you know over two 
million customers made purchases at Caplan’s during 
1948?” 

“Our ads just explain our services,” Mr. Caplan ex- 
plains. “We do not attempt to sell anything through 
them for services are the source of traffic building and 
traffic makes our jewelry business.” 
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BEAUTY ... ez 
of the PAST... aud 
toward tae FUTURE 


LAZY SUSAN - NO. 403 Faithful reproductions of authentic 
es SS ee Sheffield patterns ... distinguished by 








superior design and workmanship le 2 


ACKS & SON iy, backed by a reputation for quality 


BROOKLINE. MASS. maintained for more than half a 


712 So. Olive St. 56 W. 47th St. 









century. Ask for information on the 


LOS ANGELES NEW YORK SILVER BY SACKS line 
225 N. Michigan Ave. 1255 Market St. 
CHICAGO SAN FRANCISCO 
Santa Fe Bldg., 2nd Unit All items are silver on copper 


DALLAS, TEXAS 
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FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL-LINE-OF-SETTINGS-AND-SHANKS-IN-ALL-METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH _B. COOPER & SON inc. 


26 John Street — Phone COrtland 7-0360 _ NEW YORK, WN. Y. 
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A radio program that Mr. Caplan sponsored some time 
ago, featured amateurs and was broadcast every Sunday 
between 2 and 3 P.M. from a theatre located in the center 
of town. This was an extremely popular program and 
tickets of admission had to be obtained from the jewelry 
department. Amatuers were awarded prizes and were 
rated by the listeners, who called the store by telephone 
and gave in their votes. To accept all these calls Caplan 
had to have 12 girls on duty to receive the votes as they 
came in. Not only did this program bring traffic into 
the store for tickets, but it also familarized the public with 
the store’s phone number so that it wouldn’t be difficult 
for them to call asking for certain items. 

“Beyond a shadow of doubt traffic has developed our 
business to a point that exceeds the traffic that Macy's in 
New York has per square foot,” claims Mr. Caplan, “and 
it’s traffic that every jewelry store needs. 

“Jewelry sales are made to the average working man 
and woman more than to the higher income bracket and 
it is to these masses that a jeweler must cater if he ex- 
pects to prosper. By bringing them into a jewelry store 
with services, merchandise to fit their purse and acquaint- 
ing them with your methods of doing business, yours can 
be a splendid jewelry operation.” 





Everyone has heard of stunts whereby the mother and 
the first baby born in a new year are deluged with gifts, 
etc., by merchants, but merchants in one city reversed the 
process and gave most of the gifts to the lucky father. 
Was he surprised! The stunt brought lots of newspaper 
publicity. 


Credit Management 


(From page 150) 


Such a concern does not, therefore, have assured means of 
meeting its obligations and in times of economic stress jt 
becomes directly dependent upon sales of merchandise 
as a source of cash when sales are difficult to make. Ag 
a matter of fundamental financial policy every well man. 
aged business concern should consistently hold its jp. 
ventory down to a point well below its working capital, 
Actually, the usual relationship in almost every line of 
industry is that inventories seldom exceed 70 per cent of 
the working capital. 


These fundamentals are always true regardless of the 
economic conditions and the well managed concerns ob. 
serve them at all times. Still, it is possible to violate 
them temporarily if the economic outlook is favorable and 
if the prospects for good sales and profits are promising. 


On the other hand, we see now a rather definite end, 
at least temporarily, to inflationary tendencies and instead 
we see a deflationary trend. Pipe lines are pretty well 
filled, the urgent demand for merchandise regardless of 
price has been satisfied, and prices in many lines have 
been declining. Under these conditions the third funda- 
mental, namely, that inventories should always be less 
than the working capital, becomes particularly important, 
the more so since jewelry is a luxury whose sales, unlike 
food sales, quickly reflect any decline in consumer pur- 
chasing power. In my opinion those customers of yours 
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Metals of Guaranteed Purity 


PLATINUM ° 
IRIDIUM - RUTHENIUM : 


W. solicit your Sweeps _ 


Filings — Scrap Gold and 


Platinum — Metals 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Ine. 
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whose inventories exceed their working capital at this time 
are asking for trouble and the sad part of it is that you 
will share their headaches in your inability to collect 
promptly and, in the cases of the worst offenders, in the 
credit losses which you will sustain. Your really sound 
customers are those whose inventories are equivalent to 
much less than 100 per cent of their working capital. 
About 70 per cent would be a more desirable figure. And 
conversely, I think it is safe to say that almost every one 
of your customers who are or will become credit prob- 
lems for you will be found to have inventories approxi- 
mating or exceeding their working capital. Under these 
circumstances sound credit management under present 
conditions strongly suggests that sales to such customers 
should be watched carefully. As a matter of fact the 
interest of your customers and the indirect interest of 
vourselves suggests that any effort to overload them is 
unwise and, on the contrary, that sales to them should be 
restricted to a point where your customers’ inventories 
will not exceed their working capital. 





Timed Sales Increase Slack Hour Traffic 


Balancing out traffic in the store over the week, 
as well as pullirg in many new visitors is the result 
of a clever promotion developed by James Weber, man- 
ager of Swope Jewelers in Washington, D. C. 

Like many jewelers, Mr. Weber deplores the fact 
that traffic is inevitably found to come in “rushes” 
with the result that during the busy hours, customers 
must stand and wait until a salesperson finishes up 
with a previous purchaser. Therefore, one of his prin- 
cipal programs for 1949 merchandising is “leveling 
out the peaks and valleys” in shopping traflic. 

The presence of “wartime leftovers” in the store's 
inventory has given rise to the first step in this project 
—through combining markdown appeal with a window 
display stunt guaranteed to attract plenty of attention. 
Under the plan, the main window of the store shows a 
different item each week, culled from the inventory, 
and sold at a worthwhile markdown which few cus- 
tomers can fail to appreciate. 

Instead of merely using markdowns as _ attraction, 
however, Mr. Weber has limited the hours during which 
each item is sold—offering it in the window to be sold 
only at a specific time. 

This idea is being repeated from week to week, al- 
ways with some item involved whose markdown is suf- 
ficient to impress the average store visitor. Mr. Weber 
is careful to implant real value into the promotion, feel- 
ing that it would fall short of its mark otherwise. 

“The idea is working out very well,” he said. “Of 
course. the principal object is not to bring in the cus- 
tomer during the odd hours, but to attract many peo- 
ple who haven’t been in the store previously, and thus 
become acquainted with our sterling, diamond, cos- 
tume jewelry and watch departments. A lot of these 
people, pleased with their markdown purchase, can be 
counted upon to buy other merchandise at the same 
visit, and more in the future. At the same time, how- 
ever, the plan does build up a traffic at hours when the 
store is normally almost empty—and since we have 
this merchandise to dispose of, anyhow, we feel that 
we are putting it to most profitable use.” 
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* Trade-marks of 
Oneida Ltd. 





It’s new and exciting — it’s **Evening 
Star,"> Community’s new pattern. 
We're proud to present another ex- 
ample of Community’s fine crafts- 
manship. Be ready when YOUR cus- 
tomers ask for it. Order the new 61- 
piece set to sell for $79.50, or the 52- 


piece set at $69.75. 


THE NON-RETAILING COMPANY 
236 North Queen Street 
Lancaster, Pennsylvania 


oe ee ee ee eS SS eee 


213 











BEATT 
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of 


LIGHTER 








TILTED—2 2” flame jets 


down into pipe 


UPRIGHT — Perfect flame 


for cigarettes and cigars 









Sure Fire 
Sales for You! 


The only lighter with the 
flame you can point. 


® Consistently advertised in Saturday 
Evening Post, Collier's, Newsweek, 
New Yorker, with increased sched- 
ules for 1949! 


® More and more pipe smokers in- 

sisting on the unique Beattie Jet_ 

Lighters have sent our sales to an 
all time high! 








Send this 


coupon for 


® Get your share of this business 
and stock up on all models— 
retailing from $5.00 to 
$22.50! 


Also Beattie extra large fiints, 
retailing 25c per package. 


elit] oli -31-me el ala= 

list and discount 
list for Beattie Jet 
Lighters and Flints 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 





Firm Name..... 





Address 
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Small Town Merchandising 
(From page 162) 


in controlling your inventory,” he observes. “Right now 
it is apparent in our area that there will be no immediate 
slump because wages are high and increased production 
is still needed. 

“My practice is to judge stock inventory by local wage 
scales and the continually changing demand of people for 
merchandise such as they can afford to buy.” 

Half of his purchases are made in Dallas and the other 
half from road salesmen for whom Searcy has high 
praise. “The salesman whom you can learn to trust js 
better than a partner in the small jeweler’s business,” he 
states. 

This same trust has been placed in Searcy by the 
people of Bristow, for by applying honesty in merchan. 
dise to his selling practices Searcy has taught the people 
to rely upon his judgment and they trust him to tell the 
truth about merchandise. 

Searcy has handled the class ring business of the 
Bristow high school for 24 successive years and points 
out that though he generally makes but a dollar on each 
ring this service has been the source of an amazing 
amount of goodwill and given him his first good intro- 
duction to the youngster who is generally setting out in 
the world to make a place for himself or herself. 

“It gets the school student into your store twice,” he 
explains, “once to fit the ring and then when he or she 
returns to receive it. Those are important contacts for 
your business in future years.” 

Is the jewelry business in a small town drab and un- 
interesting? Not to J. V. Searcy, for he makes his daily 
business life an adventure in getting along with people, 
taking an interest in the things they are doing and devel- 
oping ideas for the operation of his business. 





Ready-to-Play Radios Spark Sales 


One way in which the jeweler can boost sales of 
small table-model radios is by “dramatizing” his dis- 
play with every radio connected and ready to play, ac- 
cording to Stanley Levine, head of Scott Jewelers, at 
812 F. Street, N.W., Washington, D. C. 

Mr. Levine recently spent approximately $75 for an 
unusual wiring installation which makes it possible to 
display 40 small radios in a wallcase toward the left-rear 
of the store, all connected, and ready for immediate play- 
ing. 

The wallcase which contains six levels of glass shelv- 
ing, was stripped down to the bare wall and a BX cable 
conduit was run along the back of each shelf. This 
cable has 4 outlet branches over the space of 6 feet. In 
each branch outlet are two double sockets, housed in 
white metal junction boxes. 

With a total of more than 40 outlets thus available, 
it is simple to connect the 40 radios which the case 
normally accommodates, rolling up the cord on each 
radio into a tight loop, and plugging in the plug into 
the convenient socket directly behind. 

“Customers are always surprised when the salesman 
switches on any radio which catches their interest, and 
demonstrates its tone, receptivity, etc.,” the jeweler says. 
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Be Sure Your Customers Are Satisfied 


Every wise jeweler tells his clerks to greet customers 
courteously and warmly as they enter the store and ap- 
proach counters, and this is very basic retailing pro- 
cedure. 

However, after the sale is made, or inquiry answered, 
how many clerks and store owners bother to stand at the 
door to inquire of the departing customer if products and 
service were satisfactory ? 

Many merchants have ‘“‘welcomers” who stand at the 
door and greet every person who enters, and some have 
taught their clerks to invite customers to come again. 
However, the expression on the face of the customer as he 
opens the door to leave a store is important, for it reveals 
what he truly thinks of products, store, and service. That 
expression indicates whether the customer will come back 
again or not. 

One merchant tells that he spends many hours a day 
near the front door, paying a great deal of attention to 
folks as they leave. 

“T can tell at a glance whether a customer has been 
properly taken care of by my clerks,” he said, “and I 
gauge my actions accordingly. Many a sale that the clerk 
has lost I retrieve at the door—through proper procedure. 
How do I do it? I look at their faces. Those faces give 
me a clue what to do.” 

This merchant goes on to say that if a customer has a 
happy expression on his or her face it means he was well 
taken care of by clerks and is satisfied with what he pur- 
chased, or the service he received. But if he is sober- 


faced or glum it is an instant clue to the watchful mer- 
chant that something has gone wrong, and that is the time 
for him to step into action. 

What does he do when the happy customer approaches 
the door, preparatory to leaving? Well, he greets him, 
thanks him for his purchase, invites him to call again and 
opens the door for him. 

What does he do when the grim, sober-faced person 
approaches? “How do you do?” he greets them cor- 
dially. “What’s the trouble—weren’t you taken care of 
properly? I’m the owner. I'll be glad to help you.” 


“Never forget that the customer likes to be recognized 
and spoken to by the owner, even though the purchase 
may have been made from a clerk,” declares this mer- 
chant. “It works every time.” 


At the employee meeting this store owner recites his 
experiences to his salespeople, citing names of customers 
without mentioning the names of clerks who waited on 
them. In this way, all the employees learn how important 
it is to treat customers properly and serve them well. 


The salespeople get an opportunity to discover the most 
common mistakes in selling and the reasons why some 
customers are lost. A constant repetition of actual cases 
of customer dissatisfaction, from one cause or another. 
aids the employer and his workers in overcoming many 
of the sales difficulties. 

“It has been said by many retail authorities that the 
cost of securing new customers is very high,” declares 
this merchant. “Some say advertising and sales promo- 
tion and the book work on the new customer range from 








JEWELERS!! 


old silver. 





either new or used. 


MEMPHIS 1 





FOR AUGUST, 1949 


Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


77 MADISON AVENUE 


TENNESSEE 
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two genuine 
cut diamonds 
17 jewels 





-see this sensational 
promotion watch at 
booth no. 123 

Hotel Waldorf-Astoria 
August 15th to 18th 


/* 


Illustrated is one of our 
many special promotion 
watches styled for easy 
sales and priced for pull- 
ing power. 17 jewel Solow 
movement in an exciting 
yellow RGP case with stain- 
less steel back, set with 
2 genuine cut diamonds. 
Other Solow Watches avail- 
able with 17 jewel move- 
ments set in 14K or plat- 
inum cases. 







Keystone | 
price 


CREATED BY SPECIALISTS IN PROMOTIONAL 
WATCHES TO INCREASE STORE TRAFFIC! 


Importers of—Solow-Lenox-Trinity-Watches 


harold solow, inc. 


9-11-13 Maiden Lane, New York 7, N. Y. 
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$10 to $30 an account. If this is true, how much chea 

it is to make certain that as many regular Customers os 
the satisfaction they want, and thus keep their hedenl 
A merchant can do some mighty fine customer-buildino 
work by just standing at that door, thanking folks for 
their purchases and watching their faces. In those faces 
will be the true reflection of how efficient his organiza. 
tion 1s. 


War-Time Hobby Pays Dividends 


A war-time hobby, linked with his civilian occupation 
is now paying dividends for Americo Frassanito, g 
partner in the Frassanito Bros., jewelry store and watch 
repair shop in Corona, L. I., New York. 

While stationed aboard the sub-tender U.S.S. Anthe. 
don for 15 months, Americo, a former second class 
machinists mate, combined his duties with his hobby 
and transformed a regular Hamilton comparing watch 
into a transparent lucite desk clock. He estimates that 
it took him about 90 hours to disassemble the Hamil. 











ton, carve the stand from a solid block of lucite, and 
reassemble the movement in “in-line” position in the 
stand. 

The “see-through”. case now helps build customer 
confidence in the Frassanitos’ repair shop. When a cus- 
tomer brings in an ailing timepiece, Americo examines 
it and points out the trouble spot with the aid of the 
lucite clock. In this way customers get a clearer un- 
derstanding of the delicate operation of the movement 
and the skill required to put it in working condition 
again. 

Americo, who was in the Navy for a total of 22 
months, was in charge of servicing navigational time- 
pieces on submarines and on the sub-tender while it 
was anchored in Subic Bay, Philippine Islands. Salva- 
tore, the other partner in the Frassanito Bros., store, 
is also an ex-serviceman. For 3 years he was an instru- 
ment technician aboard a Navy seaplane tender, per- 
forming the same duties as Americo. Salvatore was in 
charge of the aircraft instrument clock and watch re- 
pair shop on the U.S.S. Tangere. 
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Letters Are Salesmen 


(From page 196) 


We have many fine gift items in nationally-known brands 
of watches, and jewelry for you to choose from. 

“Whether you buy or not, we'd be glad to have you 
come in so that we may personally congratulate you on 
this important occasion. Thank you... | 

The pleasant reaction to receiving such a letter begins 
the second the receivers notice it is written, not a printed 
form. They feel like opening it and reading every word, 
because it is a personal message, not an advertisement (at 
least, in the usual sense). 

Reactions are usually so good that Cushman’s has had 
parents of graduates stop in and, although not caring to 
buy for some reason or another, thanking the letter-writer 
for her interest. Everyone likes to think that his son or 
daughter is being “followed” in his or her educational 
progress, and is being noticed. 

“Parents feel that we know their children are doing all 
right, and that is greatly appreciated by them,” explained 
Mrs. Cushman. “Even if we don’t sell the graduation gift 
at that particular time, we’ve created good will and the 
desire to reciprocate by trading here.” 

The Cushmans get their list of graduates, and their 
home addresses, from a school official. From then on, it 1s 
just a matter of doing the writing. Mrs. Cushman always 
sends these letters first class mail (three-cent stamp, sealed 
envelope). 

“Another thing we’ve been trying lately,” put in Mr. 
Cushman, “is the application of this ‘personal letter’ touch 
to building up our silver business. 

“We've begun to watch the paper for wedding an- 
nouncements, or engagements, and then we drop a line to 
the girl and suggest that she come in and start her selec- 
tion of a silver pattern. We urge that a good, early start 
is a great help to the early accomplishment of having a 
full set. We might have some good results to report on 
this later.” 





Helping Salespeople Click 
(From page 200) 


desirable part of the total trade and should not be over- 
emphasized. 

Listen to the best commercials on the radio and notice 
how they emphasize key points. Jot down a few “com- 
mercials” for your own use to guide your face-to-face 


selling. 
Ask yourself, “Why should those who listen buy what 
| describe?” Then answer in writing, “Because . . .” List 


. 66 
as many “becauses” as you can. Then gradually select and 
Improve the strongest ideas and pretty soon you'll have a 
sales talk that will click. 





One store carries identification numbers on each item 
placed in a display window, so that the prospect merely 
has to ask the clerk for item No. 55 or 56 or whatever 
the case may be, instead of “I want one of those thinga- 
majigs, or whatever you call them. that you have in your 
window.” . 
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Right In 
THIS Book 


You Can Select 
The Finding You Need. 


For special order work or for a repair job, the 
place to look for the RIGHT findings is in your W.R.C. 
Catalog. There you will see over 1500 findings, 





each one illustrated in its EXACT size, clearly num- 
bered and with available metals listed. 


Save time and get EXACTLY what you want. .. 
look in your W.R.C. Findings catalog and order by 
number from your material jobber. 










If you haven't a W. R. C. Catalog, 
write for a copy now 


101 Sabin Street Providence 3, Rhode Island 


New York Office Chicago Office 
320 5th Avenue 29 East Madison St 


ORDER W.R.C. FINDINGS THRU YOUR MATERIAL JOBBER. 
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be sure of 
this trade mark 


on snap link 


Bracelets in 14K Gold 


Sold only through wholesalers 


For Niagara Quality 

















SILVERWARE 


REPAIRED and REPLATED 
MISSING PIECES MADE TO ORDER 


The kind of work you'll be proud to deliver to your 
customers. If it’s repairable Dibberns’ can do it. 


Complete 
Special 
Order 
W ork 





SPINNING 


CHASING RAISING 
CARVING CASTING 


Correspondence invited on any problem. 


DIBBERNS SILVERSMITHS 


211 South Glendale Avenue ¢ Glendale 5, Calif. 








Style Show 


(From page 158) 


The show was planned in three parts. The large room 
where luncheon was served to about 250 League members 
has a stage at one end. This was arranged to form “A 
Garden of Jewels,” with a background of wrought iron 
lawn furniture and a glass-topped table daintily set with 
a sparkling silver service and tall white tapers. An 
elevated “garden path” extended from the stage to the 
opposite end of the room, which gave every spectator an 
opportunity to get a good view of each model. 

First, Mrs. Elizabeth Taylor of Corrigan’s, gave a short 
talk on silver for the afternoon tea. 

Immediately following Mrs. Taylor’s talk, the model 
“suests” arrived. As each model crossed the stage and 
passed down the garden pathway, a professional radio 
announcer stood at the mike and described the jewelry 


| worn. 


Many of the individual pieces shown carry retail prices 
ranging all the way from $2,500 to more than $21,000. 

From the jeweler’s standpoint, it was an exceptional 
opportunity to get a highly cultured and appreciative 
audience more conscious of fine jewelry. Costs could be 
held to a minimum as the show was an added attraction 
following a regular weekly Junior League luncheon. 

The resulting publicity was by no means limited to the 
word of mouth advertising of the audience among their 
friends. Each of the three Houston daily newspapers sent 


top flight society reporters to report the show and each 


' column headlines. 











ran news features of considerable space, with double 
The Houston Press regarded it of 
sufficient importance to have their fashion editor, Jane 
Tully, present and ran a by lined feature. The Chronicle 
and The Post both sent one of their top flight feature 
writers. 

The basic idea is certainly psychologically sound. It is 
well liked by Corrigan’s, as this was their second Junior 
League Style Show. It is an idea that has a wide range 
of adaptability. 

In even the smallest towns, an alert jeweler could 
likely find at least one organization composed of well- 
educated civic-minded people. A little diplomacy on the 
part of the jeweler and such organization would likely be 
quite receptive to a show that is really educational and 
certainly increases potential customer awareness of 
jewelry. 

The exact details of such event could be arranged to 


| suit the occasion, and to conform to the tastes and in- 


| terests of the audience. 


The success of such event would 


depend almost entirely upon the artistic taste and judge- 


snes 











218 


| ment of the person planning the show but the basic idea 


offers an opportunity for any alert jeweler to go his limit 
on individual artistry. 





Resourceful Itaska, Ohio, retailers started a contest to 
make window soaping at Hallowe’en bigger and better 
than ever. They offered $25 in cash prizes for the most 
artistic designs and several merchants offered individual 
prizes. The competing children had to sign pledges to 
commit no other mischief. As a result, it is said, mischief 
was curbed and merchants got some attractively soaped 
windows, too. 
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Mixed Drinks Spur Glassware Sales 


People don’t buy cordial glasses, wine glasses, or other 
fine “show-off” glassware largely used for parties and 
entertaining. At least they do not buy them as such. 
They buy such items as a means of giving the swank 
touch to serving wines and liqueurs. Unless they're serv- 
ing the drinks, customers won't buy the glasses. | 

That’s the reasoning behind an unusual and highly 
successful promotion put on during National Wine Week 
by Coleman E. Adler and Sons, Inc., the old established 
New Orleans jewelers. | 

The promotion was unusual in view of the fact that it 
was a cooperative deal. Adler’s joined with a large New 
Orleans liquor wholesaler, F. Strauss and Son, Inc., to 
dramatize the uses of fine wine and cordial glasses. 

As one example of the promotion’s huge success, the 
store’s entire stock of pousse cafe glasses was sold out in 
three days! And this, as well as other sales jumps, was 
done without the aid of advertising, or even front win- 
dow space. (All of Adler’s windows then were devoted 
to Watch Parade displays—there wasn’t room for the 
promotion in the store’s relatively small window space. ) 

The promotion was born at a conference between 
Milton Adler, president of the jewelry store, and Simon 
Shlenker, Jr., general manager of the F. Strauss and Son, 
Inc., liquor distributors. They had met to decide whether 
a good tie-up couldn’t be devised between the National 
Wine Week promotion of the liquor men and the store’s 
second floor gift section. Out of the meeting came the 
plan for using a wine event to sell wine glasses. 

Mr. Adler agreed with Mr. Shlenker that people buy 
for use—not merely to have. Unless they plan to serve 
wines and liqueurs, they aren’t likely to buy the glasses 
to serve with. So, the jeweler and the liquor merchan- 
diser agreed that one of the things both wanted to accom- 
plish was to show New Orleanians how to serve cordials. 
With an awakened desire for the cordials, it was rea- 
soned, would come a demand for cordial, liqueur and wine 
glasses from Adler’s gift department. 

The store particularly wanted to sell a stock of pousse 
cafe glasses. So F. Simon and Sons sent over a bartender 
to mix a sample pousse cafe. (The pousse cafe is a “rain- 
bow drink”—a mixture of several cordials, “layered” on 
top of each other so that each succeeding sip is a differ- 
ent drink. It takes a skilled bar man to mix a pousse cafe 
without running the liquors together. ) 

This sample pousse cafe was placed under a glass bowl. 
In front of it, Adler’s built a gift department display of 
pousse cafe glasses. Within three days, there wasn’t a 
single pousse cafe glass left in the house! 

Similarly, other exotic drinks were mixed, placed on 
display, and the appropriate glassware clustered around 
the sample. In some cases, the bottle only was shown. 
In others, the finished drink was put on display. 

One reason for the promotion’s resounding success. 
Adler and Shlenker agree, is that many people like the 
idea of serving cordials and wines. but hesitate because 
they have the idea that serving in the wrong glass would 
be a social faux pas of the first magnitude. As a resul’. 
they skip the cordials—and. with them, cordial glasses. 
Knowing, from the Adler’s displays, just what went with 
what, they bought up hundreds of pieces of fine glassware. 
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OPPORTUNITY FOR 


Well-known, experienced 
JEWELRY SALESMEN 


To represent outstanding, nationally known, 
advertised line of merchandise. Important terrt- 
tories in Middle West — South — Southwest — 
Northeast — West Coast. 


Give full particulars in first letter. All com- 


munications held confidential. 


Box "E, 3218" 
c/o Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 














"DIAMONDS ox EXPORT 
BARBER ax0o SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON ae Se 
CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP. ano 
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Use this PROVEN PROMOTION 


to get Traffic... New Accounts! 
THE HOTTEST WINDOW TRAFFIC ITEM OF THE CENTURY! 
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PRECISION 
CAMERA 


Cy 


You saw it in 


The new miniature camera fad is sweeping the country, and LIFE 
magazine featured the Mycro at $12.50. Already established as « 
hot promotion for $9.95, you can get ACTION ... TRAFFIC ... 
and OPEN NEW ACCOUNTS. 


LOWER COST $425 


As exclusive distributors for Mycro we can give IMME- 
DIATE DELIVERY. Others promise—we deliver! $6.25 any 
quantity, net 10 days, fob Sen Francisco. 


AMERICAN MADE FILM 


Your customers can be certain of fine quality pictures. Available by the 


N 7 roll or complete with developing and printing into enlarged pictures at 
NO extra cost. 


FREE NEWSPAPER MATS — FREE WINDOW DISPLAYS 
Write ...Wire...Phone... 


ROBBIN PRODUCTS 
714 S. HILL ST., LOS ANGELES 14 
Phone MAdison 6-5381 
































7] BE SURE TO SEE 


THE KAGAN MASTER 
PRECISION RING SIZER 


: DISPLAYED AND 
' DEMONSTRATED AT THE 


WALDORF-ASTORIA 
New York 

== Second Balcony, Booth132 
: August 15-18th 


. It Enlarges Stone-Set Rings 
i with Safety to Stones 


It Reduces and Enlarges 
all Styles Wedding Rings 


J. J. KAGAN & CO. 


: 424 S$. Broadway, Los Angeles 13 




















USEFUL AND HANDY FOR THE WATCHMAKER 














Record Book $2.75 ‘sr 
THE JEWELERS’ CIRCULAR - KEYSTONE 


100 E. 42ND ST., NEW YORK 17, N. Y. 


Check or money orders must accompany all orders. Do not send cash. 
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Prestige 


(From page 202) 


of incidents in which she was greeted by name by a 
woman at Versailles, a couple in Vienna, a shopkeeper in 
Jerusalem. Seldom did those trips fail to uncover a rare 
treasure with which they still today refuse to part. 

A unique device employed by the little store on Tejon 
Street is the wrought-iron lantern which hangs on the 
corner of the building. Designed by Mr. Hardy over 
thirty years ago, the lantern bears the simple inscription 
“Hardy’s” in flowing script. Used as a trademark in all 
of the Hardy’s communications with their customers, g 
picture of the lantern is a familiar and instant reminder 
of the store. 

Located at the foot of Pikes Peak in a city renowned 
as a tourist resort, Hardy’s gets a large percentage of its 
business from out-of-state visitors. A great majority of 
these customers, in turn, are regular patrons of the store 
who seldom fail to visit it during their stay in Colorado 
Springs. The proximity to the city of the world-famous 
Broadmoor Hotel brings into the shop an exclusive clien- 
tele toward which Hardy’s services are consistently and 
effectively slanted. 


INTRODUCED FRENCH GLASS 
In 1920 Mr. and Mrs. Hardy introduced the French 


Lalique glassware to America, and have handled it ever 
since. Although the war curtailed the supply of this 
exquisite glass, the shop in Colorado Springs recently 
received the first post-war consignment of the Lalique 
wares to be shipped to this country. One of the Hardys’ 
most prized possessions is a large Lalique vase; a picture 
of this same vase appears in the latest Encyclopedia Brit- 
tanica as an example of one of the finest pieces of glass 
ever made. 

Besides the Lalique glassware, the Hardys also handle 
a fine collection of Dutch and English crystal. Shipments 
of these goods have once again almost reached the normal 
pre-war level, according to Mrs. Hardy. 

The department of the store most striking in appear- 
ance features a large selection of English silver. Com- 
posed entirely of hollowware, the display fills the center 
of the room, its brilliance immediately attracting the cus- 
tomer’s eye as he enters the door. A number of long 
tables laden with the freshly polished silver stretch the 
length of the store. Mrs. Hardy emphasizes the fact that 
all of the silver is imported, and that Hardy’s has the 
exclusive sales rights in that region for much of the 
English ware. 


LARGE COLLECTION OF INDIAN JEWELRY 


Housed in glass showcases to the right of the door, 
and comprising nearly one-fourth of the display area of 
the store is another unique Hardy feature, one of the 
state’s largest collections of Indian jewelry. Like all of the 
merchandise in the shop, these silver and turquoise adorn- 
ments are carefully and individually selected by Mr. and 
Mrs. Hardy, usually on their trips through the Indian 
reservations of the southwestern states and Mexico. In 
pre-war times the Hardys alternated their trips abroad 
with journeys through Canada and Mexico, always on the 
look-out for the rare or the unusual. The result of these 


THE JEWELERS’ CIRCULAR-KEYSTONE 








trips is evident in the authentic pieces of Navajo and 
Zuni jewelry, all of them excellent examples of the artistic 
skill of these tribes. Mrs. Hardy’s own love of Indian 
silver is demonstrated by the fact that she always wears 
an Indian bracelet, ring, or necklace and by the perma- 
nent reservation of one window of the store for the dis- 
play of Indian goods. Besides jewelry, these goods often 
‘nclude hand-woven rugs or intricately tooled leather 


products. 

Prominently displayed on the walls above the showcases 
are numerous oil paintings, all of them following a west- 
ern motif. Included are the works of nationally and inter- 
nationally known artists such as E. Irving Couse, J. H. 
Sharp, Charles Partridge Adams, Gerald Cassidy, and 
many others. These pictures are so arranged as to tie 
in with the Indian goods displayed below, thus bringing 
about a distinct separation of the “Old West” depart- 
ment from the rest of the store. 


ART GALLERY IN REAR 

Perhaps the most unusual feature of Hardy’s is the 
small art gallery at the rear of the store. Measuring 
about sixteen feet square and lighted by a large skylight 
in the roof as well as by soft indirect electric lighting, 
this room contains some of the most treasured objects 
of art collected by the Hardys on their many trips abroad. 
Beside the Lalique vase mentioned above, the gallery 
holds statuary from a palace in Vienna, an intricately 
carved and inlaid fifteenth century cabinet, a brocade in 
gold and silver from the seventeenth century, fine rugs, 
tapestries, and antiques of all kinds. To the casual visitor 
and the established customer alike, the hospitable Hardys 
never tire of exhibiting their amazing collection of almost 
priceless art relics, assembled through nearly a half cen- 
tury of travel about the world. 


Of course the physical rewards for the many years 
of painstaking personal search and selection of merchan- 
dise have been great. But above the monetary value of 
their business, the Hardys prize the more intangible 
assets of their exclusive service. Such assets are exempli- 
fied by the letter which they recently received from a 
woman in the East. 


“Dear Mrs. Hardy,” it read, “I am not going to be 
able to come to Colorado Springs this year, and so will 
be unable to visit your lovely store. But I feel that my 
year would not be complete without a gift from your 
shop. Therefore I am enclosing fifty dollars with the 
request that you send me something from your stock. 
I am not even going to specify what it should be, since 
yours is the only store I know of which contains nothing 
whatever that I should not like to own. One can always 
- certain that if it comes from Hardy’s it will be dif- 
erent. ...” 


A fitting tribute and an excellent example of the re- 
spect held for the Clifford Hardys by their many cus- 
tomers all over the world. 





A Wisconsin merchant has a car which will call for and 
return any person desiring to shop at the store. No 
charge is made for this service. The morning and after- 
noon hours when the car makes its trips are advertised 
in the local newspapers and also printed on small cards 
which are distributed to customers and prospects. 
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Stars of David 


New Attractive 
Designs 


in 14K+t Yellow and White Gold 


HAND 
ENGRAVED 





Memorandum Selection on Request 


ANTIQUE REPRODUCTION EARRINGS 
IN 14T GOLD 


M. MOROCH 


22 Eldridge St. New York 2, N. Y. 
Phone: Walker 5-4638 

















40 years 
Repairing Seed Pearl 
Jewelry for the Trade 
Send us your Repairs 
We carry a complete line 

of Seed Pearl Jewelry 
ASIATIC ART JL'Y CO. 

225 Sth Ave. 
New York 10, N. Y. 




















LEARN ENGRAVING 


Prepare for better income in spare hours. 
Complete Home Study Course of 26 lessons 
prepared by experts. All lessons carefully 
graded. It’s easy — practical — interesting ! 


No other Course like it! Send for FREE folder. 


A. W. THACKER ACADEMY 


Dept. C, 423 Federal St., Pittsburgh 12, Pa. 
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NEWEST WATCH SENSATION 


woy ))00DY 


WRIST WATCH 


with movable eyes 


PAT. PEND. 





© Bod Smith 









FEATURING TELEVISION'S 
DELIGHTFUL PUPPET CHARACTER 
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GIRLS’ WATCH 
Retail $7.95 


:* 
+. 
+ ~-.0*%.%" 


The Younger Set knows and loves BSvossos $ Se: 
HOWDY DOODY. The HOWDY ROSSER SSS 
DOODY Wrist Watch is Factory Guar- 
anteed. It has a fine Swiss One 
Jewel Movement, Nickel Case with 
plastic strap supplied in 4 colors. j 
Colorfully boxed. BE: 


JAY-KAY SALES CORP. 


DISTRIBUTOR FOR 


HOWDY DOODY WATCHES 


108 SOUTH 8TH STREET, PHILADELPHIA 7, PA. 
PHONE — LOmbard 3-1699 


MAIL ORDER TODAY 


—DELIVERY APPROXIMATELY SEPTEMBER 2. 





JAY-KAY SALES CORPORATION 
108 South 8th Street 
Philadelphia 7, Pa. 


RUSH me the following HOWDY DOODY 


Television Watches: 


Dozen Girl's Model to retail $7.95* 
Keystone $11.10 

Dozen Boy's Model to retail $6.95* 
Keystone $9.74 








* Plus Tax 
NY ! 
IN) >) | ee 
CITY ....... ere STATE... ........-eceeee 


Fair Traded . . . 25% Deposit with merchandise C.O.D. to 
non-rated accounts. 


FREE ADVERTISING MATERIAL 


BE FIRST IN YOUR COMMUNITY WITH 
THIS TREMENDOUS MONEY MAKER! 












Watch for Those Counterfeits! 


The bogus army is back—but it’s more powerful now! 

The retailer is, and has always been, a definite target 
of the bogus-bill passers. The Treasury Departmen, 
recent warning gives a portrait of the current wave of 
counterfeiting that is far from comfortable—it’s called 
the biggest and most efficient ever to hit the man who 
makes his living by selling service or goods. And the 
magnitude of the menace is best revealed by the Treg. 
sury’s scoreboard: phony cash intercepted in 1946 by 
T-Men totaled $39,171; $246,176 in 1047. In 1948 that 
sum leaped to $3,094,230! 


Of course, T-Men can’t erase the new movement single. 
handedly. And in a more personal viewpoint, you can 
easily be one of the few next victims and must protect 
yourself, for remember that neither your bank nor the 
Government is held liable for refund in losses. Frankly, 
you get stuck. 

But here is how you and your employees can beat the 
threat—because counterfeiters are notorious also for mak. 
ing mistakes, some of them sadly apparent: 

(1) On most of the recent fake $10’s and $20’s, the 
green on the reverse side is lighter than that on good ones. 

(2) By looking real close, you'll be able to see that the 
imitated portraits are not clearly cut. These pictures, says 
the Secret Service, are some of the most difficult to dupli- 
cate and serve as one of your best bets for detecting fakes. 

(3) The bogus boys have used paper that is softer in 
texture than genuine Government stock. Harder-than- 
genuine does appear now and then, too, but in all cases 
you'll be able to spot the difference almost instantly if 
you first practice on good currency out of your register. 
For “feel,” rub the bill between thumb and forefinger. 

(4) Extremely good crayoning on the bad $10’s and 
$20’s has come pretty close to imitating the grain in 
legal stock. 

Since the largest number of new phonies intercepted 
to date have been $10’s and $20’s, here is a word sketch 
of good bills for your guidance. The average person actu- 
ally can’t deseribe the prominent features of the first five 
bills offhand! 

(a) Place the good bill face up. Be sure an encircled 
letter appears at left-center of the portrait. Each of the 
12 Federal "serve Bank Districts has its own identify- 
ing letter: 

“A” for Boston (lst District), “B’ for New York 
(2nd), “C” for Philadelphia (3rd), “D” for Cleveland— 
with respectively E, F, G, H, I, J, K, L indicating the dis- 
trict banks of Richmond, Atlanta, Chicago, St. Louis, 
Minneapolis, Kansas City (Mo.), Dallas and San Fran- 
cisco. 

(b) ALL Federal Reserve Bank Notes have a green seal 
at the right-center of the portrait, and corresponding 
green serial numbers at upper right and lower left. (Some 
counterfeits have been known to use almost a purplish 
tint, others a faint brownish, etc.) You know your colors, 
therefore, for all bills and be doubly safe: 

U. S. Notes have a red seal, red serial numbers. 

Silver Certificates have blue seal, blue serial numbers. 

(c) One of the ironic things is that few people know 
what portrait belongs on what bill! This is true especially 
when the quiz leaves the smaller denominations. Yet 4 
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retailer can’t afford to be ignorant in this respect; let 
him look at the following legend: While only two new 
$1 bills and eight new $5’s were brought out by the 
bogus printers in 1948, 18 $10’s, 17 $20’s, 8 $50’s and 
12 $100’s made their debut! That’s enough revelation 
to alert the businessman who handles money at all, and 
he should begin now to brush up on correct portrait- 
denomination relationship—in the least. 

$]-Washington, $2—Jefferson, $5—Lincoln, $10— 
Hamilton, $20—Jackson, $50—Grant, $100—Franklin. 
For general information and reminder, there remain 
$500, $1,000, $5,000 and $10,000 bills, but you’re prob- 
ably already subconsciously on the alert in handling these 
latter. 

Chief U. E. Baughman of the U. S. Secret Service says, 
“The safest means of detecting counterfeit notes is to 
carefully compare a suspected one with another of the 
same type and denomination. Pay particular attention to 
the portrait.” That is a simple, fairly obvious statement: 
yet, are you being careless about it? 

For your positive protection against loss, you should 
immediately write to or telephone the nearest Secret Ser- 
vice Office (there are 53 in the U. S.) upon interception 
of a fake bill. Should you not know the correct number 
or address, ask your bank, which has a file. 

Don’t be a bogus-bill victim. Remember, the passer 
usually picks on you, not a bank clerk. Why? Because 
counterfeiters know very well—by past success—that most 
businessmen don’t take the time to adequately prepare 
themselves against such loss. 


Take Stock of Your Stock Turn 


Stock turn is an important factor in merchandising and 
it is well for the jeweler to understand the fundamentals 
of turnover and how to compute it. A jeweler has only 
so much capital and credit to invest in goods for re-sale. 
The money he earns with his capital is determined by the 
frequency with which he re-invests it in merchandise. In 
normal times, the annual stock turn in certain retail fields 
is more than in others. A grocer may need a turn of 20 
a year to earn a satisfactory profit, a jeweler may do 
well on a stock turn of one a year. 

Average figures on stock turn mean little because the 
turn differs, not only with the field, but often with busi- 
nesses in the same field. In other words, one jeweler may 
find a turn of one a year profitable, whereas, another 
jeweler may earn maximum profit when his turn is 1.5 
a year. For this reason, a jeweler should keep an eye on 
his turn from year to year or period to period and then 
make comparison with his net profit to determine his 
most profitable turn. The best time to do this is when 
analyzing the profit and loss statement. 


LINE VARIANCE CAUSES DIFFERENCE 


One reason why jewelers differ on stock turn require- 
ments is the variance in lines handled. In general, it has 
been found that the most profitable stock turns are ex- 
perienced in stores selling a high percentage of related 
or companionate lines, and so, if stock turn is below par, 
it can be speeded up by increasing the assortment of 
salables. Or if stock turn is satisfactory, but profits are 
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pass case \ Rasa 
leaves bill- ene 
fold wafer thin. s 


pence see aa 


FOR AUGUST, 1949 


"$3.50 
TO 
$10.00 


RETAIL 





The removable multiple-pass-case billfold is an acknowl- 
edged sales leader. But only Enger-Kress makes it . . - 


3 WAYS BETTER 
The flap over the end of the pass case is an exclusive, 
patent-applied-for feature which . . . 


|. Protects ends of four double view celluloid wings 

2. Prevents unsightly curling of pass case cover 
corners 

3. Gives folded ends a neat, finished, all-leather 
look. 


This many-featured billfold is being featured in color 
in September HOLIDAY...tie in with this promotion. 





ai ye BEND, WISCONSIN 


NEW YORK 1 CHICAGO 3 
230 Fifth Ave., Room 509 36 So. State St., Room 1224 
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~ PETAL WESTGATE JACKSON SPUR 


Four Exquisite Cuttings 


Exquisitely cut and moderately priced, these four de- 
signs in rock crystal hold volume-building appeal for 
the jewelry trade. The graceful Petal, the prim West- 
gate, the stately Jackson, the lilting Spur...all com- 
mand immediate  ap- 
proval on sight. Display 
these new cuttings in 
assorted sizes for added 
glassware profits. 


RETAIL PRICE: 


$6.50 


Carton of eight pieces 





SIZES: 14-02. Iced Tea, 12-0z. Water Glass, 10- 
oz. Highball, 8-oz. Scotch & Soda, 6-oz. Juice. 





WILLIAM A. MEIER (Sut el g. 


ROCHESTER, PENNSYLVANIA 


Represented exclusively by MARY RYAN, INC. 
225 Fifth Ave., New York 10, N. Y. & 1574 Merchandise Mart, Chicago 54, Ill. 


KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 

















STAMPS EVERYTHING 
Including 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own sfore 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions . 


Kingsleg 
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low, the earnings can be increased by selling more items 
with high margins. Of course, advertising and selling 
play an important part in building stock turn, but this is 
outside the orbit of this article. 


The turn you get on the goods you buy for re-sale 
influences profits upward or downward. Let us assume 
that the net profit is 6 per cent a year and the stock turn 
is one a year. The profit on the investment is 6 per cent. 
If the stock is turned twice a year, the profit is 12 per 
cent; twice that earned on a stock that is turned once a 
year. Even if a jeweler reduces the net profit on sales 
to, say, 4 per cent, the profit on two turns at 4 per cent js 
8 per cent, or 1/3 more than on one turn. 


From experience, we find that few jewelers know how 
to figure their turn and this is as bad as not figuring it 
at all because it gives an erroneous perspective of mana- 
gerial efficiency. The turn is the number of times your 
stock turns within one year, and so, just divide the sales 
by the average inventory figured at selling prices. Some 
jewelers err by dividing inventory at cost price into sales 
as shown by their books, and they also go wrong by 
not using the average inventory in the computation. If 
you use the cost figure on inventory, you can arrive at 
the correct turn but you must reduce the sales figure to 
the cost of the goods sold. The reason why you should 
use the average inventory when figuring the turn is that 
inventories are high at some seasons of the year and low 
at others and if you compute the turn when the inventory 
is higher or lower than normal, the result will mislead. 

The right way to arrive at stock turn is to compute the 
average inventory for the year, using this figure to divide 
into the sales for that year. This is the pattern for making 
the computation month-to-month: 


Inventory on January |, 1949.......... 0.0... cece eee $10,000 
NE i IN FE kn 6 6 6650 0e cs ternecxacaeerans 000 

$12,000 
TD oon bch even vdes edge sv ens ve dean 3,000 
bonaeiaew Paleo 0, COG... ... 5. occ ccencncc cen cncevies $9,000 
Purchases in February 1949 ........... 0.0.0.0. 0 cee eens 3,000 

$12,000 
ey ny 4,000 
ea rrr ree $8,000 


Follow a similar computation for each month in the 
year, basing all the figures on cost or on selling price. 
Take a physical inventory on the last day of the year. 
With the 12 monthly inventories at the beginning of each 
month plus the inventory for the end of the year, you 
will have 13 totals in all. Add up these 13 totals and 
divide by 13 to get the average inventory for the year. 
Divide the average inventory into the annual sales. This 
gives the current stock turn for all practical purposes. 


The inventory figure at the beginning of each month is 
not the actual count, and so, it is an estimated figure, but 
the inventory taken at the end of the year should be an 
actual dollars-and-cents count, consequently, over the 
period, the estimates will average up approximately cor- 
rect, near enough for all practical purposes. To make an 
actual count each month takes up too much time and 
effort unless you have a very small stock. The jeweler 
can use the foregoing formula for a six-month period, if 
he wishes, but because of seasonal fluctuations, it is better 
to use the annual basis. 
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SPECIAL JC-K REPORT... 





Vice President Barkley Flies to Chicago 
To Speak at NACJ Convention Banquet 





Mentions Excise Taxes 
Give No Assurance 


NACJ Announces Their Selection of 
‘Jewelry Man of the Year 


Paying a flying visit to Chicago to speak 
at the National Association of Credit 
Jewelers’ banquet at the Palmer House, 
July 28th, Vice President Alben W. Bark- 
ley said he could not promise quick re- 
peal of the excise tax. He did, however, 
state his confident belief that there would 
be an upturn in business and employment 
“before the turn of the year” and he 
added that it was his belief that this up- 
swing “will lead to a balanced budget and 
sound Government economy.” 

On the subject of the excise tax the 
Vice President recalled that when personal 
income taxes were reduced a year and a 
half ago, he favored, instead, a reduction 
in excise levies. “I agree that a watch 
is a necessity,” he said, “not a luxury. 
But I am in no position to say when 
luxury taxes will be reduced or eliminated. 
Everyone,” he added, “from the President 
down is watching the situation in hope 
of reaching sound decisions on taxes.” 

Prior to the Vice President’s address, 
the NACJ bestowed upon Arde Bulova, 
chairman of the board of the Bulova 
Watch Co., a plaque honoring him with 
the title “Jewelry Man of the Year,” and 
first person to be named by the organiza- 
tion to the “Jewelry Hall of Fame”. 
Presentation of the plaque was made by 
Leo Weisfield, past president and chair- 
man of the board of directors of NACJ. 

The Vice President's address and pre- 
sentations of the “Jewelry Man of the 
Year” award were highlights of the NACJ 
convention and National Jewelry Fair held 
at Chicago’s Hotel Stevens July 24th 
through 28th. 

Jewelers from virtually every state in 
the Union converged upon Chicago for 
the event and found themselves face-to- 
face with both the latest and most vital 
jewelry lines and most up-to-date mer- 
chandising techniques. 


ARDE BULOVA A final tabulation of the number of 

jewelers attending the event is not avail- 
able at this time and according to William 
Wagner, executive secretary, no attendance 


First to be elected by NACJ facts will be released until all data have 


been analyzed and double checked by a 
te "Jewelry Hall of Fame" certified public accountant. 

Well over 200 manufacturers and distrib- 
utors of jewelry and allied lines displayed 
their Fall and Winter lines of jewelry 
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merchandise at the National Jewelry Fair, 
occupying space in the main Exhibition 
Hall in the basement of the Stevens, the 
Grand Ballroom and Normandie Lounge on 
the second floor, and the Fifth and Sixth 
floor sample rooms. 

Although the National Jewelry Fair 
was actually scheduled to open its doors 
to jewelry buyers on Monday morning, July 
25th, the NACJ convention committee de- 
cided to stage a special preview of the 
various exhibits on Sunday afternoon, 
July 24th, at 2:30 p.m. Jewelers and 
buyers arriving in Chicago early were, as 
a result, enabled to examine exhibits at 
the earliest possible moment. 


Exhibit Areas Remain Open 
Throughout the Entire Day 

Even if the special preview had not been 
held on Sunday afternoon jewelers attend- 


ing NACJ National Jewelry Fair would 
have found themselves with increased 





time to visit exhibit areas this year. For 
one thing, the convention program was 
limited to a single day (July 26th, see 
below) and, for another, exhibit areas were 
kept open throughout the entire day with- 
out the two-hour break for luncheon which 
had been the practice in the past. Exhibit 
areas were opened at 9:00 a.m. each day 
and remained open until 9:00 p.m. on 
Monday and Tuesday; until 6:00 p.m. on 
Wednesday (evening of the annual NACJ 
banquet), and 1:00 p.m. on Thursday 
(when the Fair was officially closed.) 

For the benefit of those jewelers with 
specific business problems, special “retailer 
clinics” were available. These clinics, 
successfully introduced by NACJ in 1947, 
featured experts in five different fields who 
were available, for consultation, throughout 
the four day period. 

Most popular of the experts, perhaps, 
because of the nature of his field, was 
Isaac Benwitt, well known CPA with many 
clients in the credit jewelry field. Mr. 





Ruml, Engel and Henderson 
On Taxes At JRF Meetings 


The latest facts concerning recent de- 
velopments in the excise tax fight were 
presented to the jewelry trade during two 
NACJ-sponsored breakfast meetings at 
Chicago’s Stevens Hotel July 27th and 
28th. 


At the first of these sessions approxi- 
mately 100 heard from Leon Engel, 
Chairman of the Jewelry Industry Tax 
Committee, and Leon Henderson, economic 
consultant to the Jewelry Research 
Foundation. 


The session was presided over by Leo 
Weisfield of Weisfield’s, Inc., Seattle, 
Wash., secretary of the JRF and chairman 
of its fund raising committee. 


First speaker to be introduced was Leon 
Engel, J. Engel & Co., Baltimore, Md., 
wholesale jewelers, Chairman of _ the 
Jewelry Industry Tax Committee. In an 
extemporaneotu: report on the recent 
activities, plans and expectations of the 
Tax Committee, Engel gave an account 
of his recent personal work in Washington, 
acknowledging the helpfulness of the 
statistics and cooperation provided by 


the JRF. 


Engel cited specific instances which 
gave evidence of the changing attitude of 
many legislators who were previously cold 
to suggestions for changing the excise tax 
picture at this time. He said, that never 
since the taxes were put on the books, 
had the picture been more hopeful. 


Leon Henderson, wartime OPA ad- 
ministrator and adviser to Government 
officials and congressional committees, who 
has been retained by the JRF as economic 
adviser, then corroborated Engel’s re- 
marks. 


Indicative of the progress being made 
was Henderson’s revelations on the re- 
quests which had been made of him 
during recent weeks for factual data on 
the harmful effects of the excise tax with- 
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in the jewelry industry. These requests, 
he said, coming as they did, from in- 
fluential Government quarters, pointed up 
the necessity for industry-wide research 
to secure the facts necessary to maintain 
favorable legislative understanding—lo- 
cally as well as nationally. 

Henderson emphasized the fact that the 
jewelry industry (as contrasted with more 
materially basic industries) must have a 
skilled and_ well-organized fact-finding 
machine which will produce facts which 
will be recognized by anyone as incon- 
trovertible. He paid tribute to Leon En- 
gel’s zeal in doing so much of the im- 
portant groundwork and devoting so much 
of his personal time and energy to the 
cause. 

In closing the meeting, Leo Weisfield 
made a plea for JRF financial support. 
“We will always be picked on,” he said, 
“because we are considered a ‘luxury’ 
industry. The JRF will prove we are not, 
by demonstrating that we are a vital part 
of the nation’s economy.” 

At the Thursday breakfast session, held 
especially to put the situation before the 
Chicago jewelry industry, Leo Weisfield, 
acting as chairman, introduced Leon En- 
gel, chairman of the Jewelry Industry Tax 
Committee. Engel said “The talk by AIl- 
ben W. Barkley, Vice President of the 
United States, clearly demonstrates that 
the Jewelry Industry Tax Committee has 
been applying the proper approach to the 
tax problem and shall continue its efforts 
along the same lines.” 

Weisfield then introduced Beardsley 
Ruml, chairman of the board of the JRF. 
Ruml outlined the organization’s objec- 
tives, stating that they were threefold: 
economic research within the jewelry in- 
dustry in order to secure hitherto un- 
available statistics; economic cooperation 
with other branches of industry, and, 
through a combination of the foregoing, 
the preparation of material necessary to 
give the proper representation of the jewel- 
ry industry‘s position with respect to the 
nation’s broad economic problems, policies 
and programs. 








Benwitt conducted a clinic on tax account. 
ing, helping many a retailer over hurdles 
which had, in the past, made his annual 
reckoning with Uncle Sam an extremely 
painful occurrence. 


For those jewelers interested in improy- 
ing their operation as a whole, Professor 
Richard M. Clewitt, of the School of Mar. 
keting, Northwestern University, was ready 
with helpful, practical advice. A thorough. 
ly-trained student of retail techniques, 
Professor Clewitt was able, in many jp. 
stances, to tell the jeweler just what prac. 
tices were costing him money—and profits, 


Retail jewelers anxious to modernize 
their stores but wary of costs and radical 
innovations were able to confer with Carl 
W. Peterson, a well known architect, Ag 
a result of his wide experience, Mr. Peter. 
son was able to advise jewelers of the 
most practical steps in a modernization 
program. 


Major Dana C. Beatty, of the NACJ staff, 





—— 


CLICK! CLICK! EEE 


JC-K cameraman’s shutter 
snapped these pictures of the Na- 
tional Jewelry Fair at the preview 
held on Sunday, July 24th. Though 
photos show only a fraction of the 
total number of displays, they do 
afford a good idea of the show's 
variety. 





held a double chair in the retailer clinics: 
he advised jewelers on percentage leases 
and other leasing procedures and, in addi- 
tion, helped solve problems posed by trade 
diversion. 


Virginia Dixon, well-known window dis- 
play expert and window display consultant 
and feature writer for THE JEWELERS’ Cr- 
CULAR-KEYSTONE, was available for confer- 
ences with jewelers interested in pepping 
up their exterior displays. Sources of ma- 
terials, choice of fabrics, tricks of the 
trade, etc., were freely dispensed to those 
seeking her advice. 


One-Day Convention Program 
Puts Stress On Merchandising 


Confined to a one-day session, the NACJ 
convention program laid particular empha- 
sis on jewelry store merchandising. Speak- 
ers, whose remarks are given in some de- 
tail below, covered virtually every aspect 
of jewelry store operation. 


The convention session was called to 
order Tuesday morning, July 25th, at 9:4 
a.m. by NACJ president H. A. Goldberg. ° 


The NACJ president then introduced 
the various experts who were conducting 
retailer clinics, and each outlined the 
nature of the information they were pre- 
pared to dispense and urged all those 
in attendance to take advantage of the 
opportunity to solve their business prob- 
lems. 


Following the remarks of clinic mem- 
bers, the NACJ president introduced the 
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first speaker on the program, Dean Charles 
M. Edwards. 


Cooperative Training Programs 
Considered by Dean Edwards 


With a comprehensive background in 
both the educational and retailing fields as 
a result of his position as Dean of New 
York University’s School of Retailing, Mr. 
Edwards brought to his listeners a splen- 
did evaluation of cooperative training pro- 
grams. | 

Stating that such programs benefit both 
student and merchant, Dean Edwards said: 
“From the point of view of the trainees, 
cooperative training smooths the path to 
learning by enabling him to profit by the 
experience of others; speeds the process 
of learning by providing guidance of lead- 
ers who have spent years in the business; 
broadens the scope of learning by bring- 
ing together the advice of many people 
with varied experience; systematizes the 
process of learning by presenting the facts 
in an organized and systematic manner, 
and interprets the theory that underlies 
practice, thus enabling future executives 
to make correct decisions. 

“From the viewpoint of the participating 
merchant,” Dean Edwards continued, “such 
programs offer three distinct advantages: 
they provide a pool of potential executives, 
provide promotional training for present 
employees and encourage a scientific ap- 
proach to business problems.” 


Outlining the development of last June’s 
NYU-Bulova School of Watchmaking re- 
tail jewelry training course, which was co- 
sponsored by both NACJ and ANRJA, 
Dean Edwards said that in view of his 
connection with NYU he would not at- 
tempt to appraise the value of the pro- 
gram. “I prefer,” he said, “to have others 
[those who took the course] state their 
impressions.” 

Three of the 26 men who had taken 
the NYU-Bulova-sponsored cooperative 
merchandising course were then _ intro- 
duced by Dean Edwards. Messers Holland, 
Warshaw and Nussnau each commented 
at some length on the benefits they de- 
rived from the course and, also, suggested 
methods whereby it could be improved. 
All three were highly enthusiastic about 
the value of the course, however, and 
each man expressed the wish that his em- 
ployer could have taken it. 


Beehler, Rowe and Wild Conduct 
Forum on Role of Watchmaker 


Second event of the morning session of 
the NACJ convention was a forum on 
watchmaking conducted by three repre- 
sentatives of the Horological Institute of 
America: Howard L. Beehler, Alfred S. 
Rowe and George J. Wild. 

Mr. Beehler, past president of the HIA, 
was the first speaker and he chose as his 
topic the general question: “How can the 
watchmaker better serve the NACJ?” 

To answer this question, Mr. Beehler 
first established the fact that cooperation 
is vital and, to prove his point, demon- 
strated that most of the world’s ills, past 
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and present, have come about as a result of 
lack of cooperation. Outlining the begin- 
nings of the HIA 28 years ago, he stated 
that the organization’s aim is to achieve 
greater cooperation between retail jeweler 
and watchmaker in order to give the pub- 
lic maximum service. “Advancement of 
the horological profession,” he stated, “de- 
pends upon the following: 

“1. Pride in workmanship; 

“2. Development of greater skill and 
knowledge; 

“3. Ethical standards, of workmanship 
and business practices, and 

“4. A thorough realization that success 
in life depends upon the quality of service 
rendered to the public.” 7 

The second speaker on the HIA panel 
was A. S. Rowe, incumbent president of 
the organization. Stating “the science of 
watchmaking and watch repairing has been 
kicked around by some men—we have 
been called ‘tinkers,’ ‘botchers,’ ‘black- 
smiths,’ etc.,” he said that the time has 
come to remedy the situation. 


Pointing out that the HIA was organized 
to accomplish this very purpose, the 
speaker indicated that the organization had 
found the answer—certification of watch- 
makers. 

“There are a number of reasons why 
the certification of watchmakers is desir- 
able and can be used to advantage both 
to the retail jeweler and the watchmaker,” 
he said. “It will aid the jeweler in select- 
ing an employee. By employing certified 
men a jeweler will be able to give better 
work and protect the public from un- 
trained botchers who frequently prey upon 
the ignorant. It will add to the prestige 
of his store, as well as to the entire trade. 
This,” he added, “is extremely valuable, 
as a jewelry store’s success always de- 
pends upon its reputation for doing re- 
liable repair work.” 

Final speaker on the HIA panel was 
George J. Wild, first vice-president of the 
organization and dean of Bradley Univer- 
sity School of Horology, Peoria, Ill. 


Terming the repair department “the 
spark plug and builder of any retail jew- 
elry business,” Mr. Wild pointed out that 
at Bradley it has long been a hope that 
horology would be elevated from a “trade” 
to a “profession.” “With this in mind,” 
he said, “we have been offering, in addi- 
tion to our regular course in horology, a 
four-year course in jewelry store manage- 
ment. In this course we combine the 
studies of business administration, such 
as advertising, salesmanship, auditing, 
business law, marketing and retailing and 
such courses as craft design, industrial 





1950 NACJ Convention 
August 28-29-30 & 31 


On July 28, 1949 the directors of 
the National Association of Credit 
Jewelers designated the above date 
for their 1950 convention to be held 
in Chicago. 














design, advertising art, interior decoration 
and window display. The opportunity to- 
day for a properly trained student is 
greater than it ever was,” Dean Wild con- 
cluded, “and I feel sure that we are enter- 
ing upon a new era in the horological 
profession.” 


Field Chairman of Panel 
On Jewelry Store Promotions 


The afternoon session of the one-day 
NACJ convention opened with a sym- 
posium on jewelry store promotions. Da- 
vid J. Field, publisher of the Jewelers’ 
News-Letter acted as chairman, with six 
representatives of well-known advertising 
agencies participating in the discussions. 


Considering promotion from the stand- 
point of newspaper advertising, Mr. Field, 
in his introductory remarks, concentrated 
on the matter of readership. “How many 
people will see your ad?” he asked. Citing 
the case of a well-known New York firm 
which invariably schedules its advertising 
for page 3, next to news matter, the 
speaker concluded, “they know that all 
readers do not read all pages, but they 
do know that people buy papers to get the 
news. 

“Isn’t it time,” he said, “that other retail 
merchants began to think in terms of ‘how 
many readers will see my ad?’ instead of 
‘how big an ad shall I run this week?’ 
When the merchant jeweler begins to think 
in terms of readers rather than inches 
or lines, he will be getting the most for his 
money from the local newspaper.” 


Following Mr. Field, Leonard N. Simons 
of Simons-Michelson Co., Detroit, pre- 
sented a brief, over-all consideration of 
various types of promotions. He included 
account openers, low-price cash specials, 
premiums, souvenirs, window tie-ups, “rec- 
ommend a customer” promotions and va- 
rious aspects of newspaper, radio and di- 
rect mail. “Keep on your toes,” he urged. 
“Keep eating, sleeping, thinking and 
dreaming about the jewelry business all 
the time. Keep hustling and promoting 
and advertising with courage and intelli- 
gence and you'll do all right.” 


The importance of window display was 
the theme of Ken Matsumoto, president of 
Ken Matsumoto & Co., Cincinnati. “No 
progressive, alert, businessman,” he said, 
“has ever underestimated the tremendous 
value of his window space. He realizes that 
his merchandise and his prospective buyer 
meet, for the first time, at his windows. 
First impressions are lasting impressions. 
Are your windows attractive and well mer- 
chandised? Do they reflect good taste, 
character and the integrity so vital to the 
jewelry industry?” Concluding, Mr. Mat- 
sumoto quoted a leading watch company 
executive who said “what the eye does not 
admire, the heart does not desire.” 


Phillip R. Kahn, director of Metro 
Jewelry Service, New York, was the next 
speaker of the promotion symposium, 
choosing as his topic “advertising mats.” 
Pointing out that syndicated services sup- 
ply a great variety of mats which are 
always of use to the retailer, Mr. Kahn 
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emphasized the fact that they are prepared 
by experts in the jewelry and advertising 
field who are primarily concerned with 
producing the most attractive advertise- 
ments possible. 

“Take off your sunglasses!” said Edwin 
Freed, president of Edwin Freed Advertis- 
ing Corp., New York, the next speaker in 
the promotion symposium. “Your volume 
would increase from 10 per cent to 30 
per cent if you would only approach the 
operation of your store the way you did 
the day you went into business. The only 
formula for staying in business,” he added, 
“is work, optimism and constant promo- 
tion. Get busy, prepare yourself with the 
good advertising aids that are available to 
you, and brother, will you be surprised! 

Enthusiastically endorsing promotions, 
Leon S. Wayburn, of Luckoff, Wayburn & 
Frankel, Detroit, Mich., cautioned jewelers 
against overextending themselves in the 
purchase and promotion of items outside 
of the jewelry line. “In order to make 
these items serve the purpose of bringing 
in traffic,” he said, “the jeweler must nec- 
essarily offer them on a very close margin 
of profit . .. profit that is very often eaten 
up in the very cost of the promotion. If 
such promotional activity hamstrings the 
jeweler to the extent that he cannot finance 
his regular business, then such activity is 
unwise.” 

Final speaker of the symposium was 
M. A. Shickman of Victoria Advertising 
Co., St. Louis, Mo. Stating that the law 
of averages governs jewelry store promo- 
tions, Mr. Shickman said that contact must 
be maintained with customers during the 
period when they do not buy simply be- 
cause it costs more to make a new cus- 
tomer than it does to hold an old one. 
Urging his listeners to re-check their 
ledgers for the names of customers, past 
and present, Mr. Shickman said that a 
real vein of gold is there for the asking. 

Questions from the floor were welcomed 
after the speakers had concluded and, 
routed through Mr. Field, the moderator, 
they were answered by the advertising man 
with experience pertinent to the issue. 


"Consumer Credit’ Is Topic 
Of Talk by R. M. Severa 


Speaking on the subject “Consumer 
Credit and Our National Economy,” R. M. 
Severa, executive manager of the Retail 
Credit Bureau of Greater New York, Inc., 
foresaw an era in which business enter- 
prise and aggressive sales promotion, efh- 
ciency and sound business tactics will 
maintain a high level of employment and 
prosperity. 

Briefly reviewing credit trends during 
the past decade, Mr. Severa pointed out 
that roughly one-third of all the consumer 
goods sold have been financed through the 
facilities of charge accounts, budget ac- 
counts and the many plans offered by 
banks, loan companies and retailers of the 
nation. “Consumer credit,” he said. “has 
played an important role in the pattern 
of retail distribution since the termina- 
tion of World War I.” 

With the advent of World War II, the 


speaker said, the nation went through the 
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experience of having controlled consumer 
credit under Regulation W. “Many mer- 
chants,” he said, “sincerely believed that 
federal credit control was a good thing. 
Most of them,” he added, “have now 
changed their views. They feel that the 
high national income and scarcity of goods 
were the prime reasons for the liquid con- 
dition of selling during the war and that 
federal credit control would be en- 
tirely ineffective in preserving that state 
of affairs in time of peace.” 

Considering the present situation, and 
the position of his listeners, Mr. Severa 
said: “From the standpoint of the credit 
retailer, there is only one answer to the 
social side of consumer credit—to see that 
his own house is in order; to shape his 
policies and his practices so that they 
will treat customers fairly and build good- 
will and future patronage for his organi- 
zation. Through his trade associations and 
groups he can help to explain these poli- 
cies and practices so that they will be 
understood in their true light. Wel- 
fare agencies and legislators should be 
apprised of the actual costs of doing a 
credit business, which is vastly different 
from the costs of simply lending money. 
In this manner, you can demonstrate the 
futility of calculating carrying charges 
in terms of simple annual interest and of 
tainting them with the appearance of 
usury, which so many intelligent but 
poorly informed people are likely to do.” 

“America,” Mr. Severa concluded, “must 
produce and distribute in excess of a 
hundred billion dollars in consumer goods 
to maintain a high level of employment 
and prosperity. With the aid of liberal 
but sound credit extension it can achieve 
its goal.” 

At the conclusion of his talk Mr. Severa 
introduced two additional experts in the 
credit field: Earle Harrison of Marshall 
Field & Co., and H. C. Bush of the Credit 
Bureau of Cook County, [I]. Mr. Harrison 
considered various credit problems in the 
light of his department store experience, 
and Mr. Bush outlined the value and 
necessity of a merchant-sponsored credit 
bureau. 

Questions relating to credits and collec- 
tions were then welcomed from the floor 
and answered by Messers Severa, Harri- 
son and Bush. 


"Women To Wear More Jewelry,’ 
Predicts JIC's Martha Percilla 


As final speaker of the NACJ conven- 
tion session Martha Percilla, fashion di- 
rector for the Jewelry Industry Council, 
predicted that the American woman will 
wear more jewelry in 1950 than she has 
in many years. 

“This season, jewelry is more than an 
important accessory in the fashion pic- 
ture,” she said. “It is a definite part of 
the silhouette. . 

“Women will feel the need for long, 
drop earrings to soften the line of closely 
cropped hair and little helmet-like hats. 
Because short hair and scooped out neck- 
lines make necks seem longer, necklaces 
will have new importance. They will climb 





higher about the throat to flatter a neck 
line left more bare than we 


' fe have seen it 
in many seasons, 


she declared. 

“Dog collars and numerous Strands of 
high riding chokers will balance the line 
and cut of our hats and elaborate bib-like 
necklaces are a natural for the boldly 
plunging necklines that are of such im. 
portance in the new collections.” 

Miss Percilla pointed out that the most 
important single fashion story of the Sea- 
son is tweeds. Tweeds, not as the Ameri- 
can woman is accustomed to seeing and 
wearing them, but in a new, dressed up 
type of clothes that range even into ty;.- 
light gowns. They are the kind of clothes 
a woman will dress up with heavy gold 
jewelry and big pins with colored stones 
chosen to highlight the favorite fleck of 
color in her tweeds. 

“Fashion is in a casual mood this sea- 
son, she said. “The new clothes are de. 
signed to be worn with a casual air.” Miss 
Percilla’ told the jewelers. “But like the 
new tweeds,” she explained, “the casual- 
ness is a dressed up one.” 


“You will see daytime dresses made of 
camel’s hair with necklines scooped out 
to the danger point. The very lushness of 
the fabric, the weight of its folds and the 
boldness of its cut will call for bold ac- 
cessories. Large necklaces of gold chains, 
big tortoise or amber beads, colored stones 
and pearls all will seem right, looped sey- 
eral times about the neck.” 

The speaker predicted a vogue for 
jewelry at the belt line again. “Showers 
of coins or pearls on a clip, or charm brace- 
lets worn as chatelaines between two scat- 
ter pins. Watches, like grandfather once 
wore, caught up on heavy gold chains and 
held at the belt by a fob. Interesting things 
are being done with scatter pins,” she 
pointed out. “You'll see a_ shoulderline 
ablaze with little gold birds that fly across 
the shoulder and up onto the hat.” 

Concluding, Miss Percilla pointed out 
the role of the Jewelry Industry Council 
in helping jewelers compete for the con- 
sumer dollar. “The JIC.” she said, “is 
this industry’s only organized promotional 
weapon. If you have been one of the 
short-sighted people who has been a free- 
rider and let other members of the indus- 
try do your share in supporting the JIC, 
it is time you woke up. 

“The job which we can do is limited 
only by the amount of support which 
you, in the industry, give us,” Miss Per- 
cilla concluded. “The Council has proven 
what it can do. The rest is up to you.” 


Clarence Olsen Heads 
Convention Committee 


Clarence Olsen, Olsen & Ebann Jewelry 
Co., Chicago, was chairman of this year’s 
NACJ Convention Committee. He was 
assisted by A. E. Newmark, treasurer, 
Newmark’s, Chicago; Irving N. Chayken, 
Armstrong’s, Hammond, Ind.; Fred B. 
Dreifus, Dreifus Jewelry Co., Memphis, 
Tenn.; Irving J. Wolfgang, Cole & Erwin, 
Inc., Detroit, Mich., and William Wagner, 
executive secretary, New York. 
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_.. the Babes line in ’49 


FOR PROFIT MAKING... IT'S THE Grads LINE IN '49 


FOR TOP MERCHANDISE... IT’S THE Gav LINE IN ‘49 





1s tHE Grades LINE IN *49 
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FOR MORE DEALER AIDS... IT'S THE Grades LINE IN ‘49 





BUT DON’T TAKE 
OUR WORD FOR IT! 


COME SEE FOR YOURSELF AT THE ANRJA SHOW, 
Make Booth 205 a must stop at the Waldorf. Look at the 
smash-selling BATES gift items. Figure your sales when 
you tie in with whirlwind BATES promotions. 
Then you, like thousands of smart modern jewelers, 


will sign for the Bates line in '49 


C. J. BATES & SON, FACTORY. CHESTER, CONN., NEW YORK SHOWROOMS, 366 FIFTH AVENUE 
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2. Autumn Pattern China 





3. Cut Glass Highballs 








CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


4. Swedish Bud Vases [] 1. New salt and pepper shakers in two popular designs in 


glass—the "Candlewick" and the “Cape Cod." Footed and 
5" in height, the shakers may be retailed for $2 a pair. Just 
introduced by the Imperial Glass Corp., of Bellaire, Ohio. 


[] 2. Particularly good for fall selling—this "Autumn" pattern 
in Royal York China, made up of sprays of flowers done in 
brilliant colors; the dinner plate retails at $39 a dozen. 
From Midhurst Importing Corp., 129 Fifth Avenue, New York. 


[] 3. Highball glasses showing 3 new Waterford cuttings, each 
to retail at $25 a doz. "Empire," left (made in complete 
line including tableware); "Metro," center; and “Randolph, 
right. From Hunt Glass Works, Inc., 225 5th Ave., N. Y. C. 


[] 4. From Sweden—Volta bud vases with bubbleball bases and 
slim tops, made in crystal, light blue and light green; 5° 
size retails at $1.50; 6!/2", at $2; 8", at $3; and 10", at 
$3.85. From Enright-LeBarboulec, Inc., 160 5th Ave., N. Y. 





5. Belgian Earthenware [] 5. Decorative plates in Belgian earthenware printed under- 
glaze in black with 12 different Napoleonic battle scenes. 
They are 934" in diameter and retail at about $25 a dozen. 
Stocked by Koscherak Bros., Inc., 129 Fifth Ave., New York. 
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mong the latest and most interesting designs 
offered in crystal tableware is the “TIFFIN ROSE”, 


from the laboratories of a pioneer glass manufacturer. 


An intricately graceful pattern that suggests refine- 
ment and poise, “T/FFIN ROSE” comes in a complete 


line of stemware with matching tableware pieces. 


You are cordially invited to write for further 
details and prices. Or, simply cut out this ‘ad 
and mail it with your name on your letterhead. 


UNITED STATES GLASS COMPANY 
TIFFIN, OHIO 


Makers of TIFFIN and GLASSPORT Fine Glassware 


~ 
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1. Hand Engraved Vases 





2. “Regency” Border 





3. Buenilum Pitcher 





4. Traveling iron 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[_] 1. From the Bergdala factory in Sweden come these 6° vases, 
ovoid in shape and lightly pinched-in at the top. They are 
engraved by hand in graceful bird designs; retail, $7.50 
each. From R. F. Brodegaard & Co., Inc., 225 5th Ave., N. Y. 


[] 2. "Regency" is the name of this attractive border decora- 
tion in Monticello dinnerware—a design of plumes in o 
soft blue, and tiny red roses. Place setting, $4.30 retail. 
From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. ©. 


[] 3. Buenilum metal pitcher with ice-guard lip and equipped 
with distinctive, twisted handle. It is 10!/2" in height and 
of 2-quart capacity, and it may be retailed at $11. Imme- 
diate delivery from Breslauer-Underberg, 225 5th Ave., N. Y. 


C] 4. English-made traveling iron, 4'4/4"" long, weight 1!/2 |bs.; 
operates on both European and American currents; complete 
with cord and English Morocco leather case, it retails for $17. 
Delivery now from Chas. H. Greenlee, 225 5th Ave., N. Y. 





5. "Ebony" Accessories 
, [] 5. "Ebony" accessories hand-engraved with gold leaf—com- 


pact with inner door, atomizer with gold knob plunger, and 
cigarette case for king size or regular—each retailing for $5. 
By Majestic Metal Specialties, Inc., 377 5th Ave., New York. 
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Your future is Crystal Clear 





While attending the American 
National Retail Jewelers Asso- 
ciation Show in New York 
City, August 15 to August 18, 
you are cordially invited to 
Visit our air-conditioned show- 
rooms at 200 Fifth Avenue. 
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More than a Million Home Economics Students 
Have Seen Fostoria’s Educational Motion Picture 


The immediate brand education of teen-age girls is important for your future 
sales. To promote this valuable instruction, Fostoria is circulating Crystal 
Clear to thousands of Home Economics Classes every school year. Already 
this educational film has helped over a million and a quarter future home- 
makers build the desire to own fine glassware. 

Crystal Clear, a full-color, sound motion picture, is romantic visual educa- 
tion covering the manufacture, selection, care and use of fine crystal. It 
complements Fostoria’s educational literature, over two million copies of 
which have been requested by teachers who realize the pleasure which an 
appreciation of fine things can give. 

This type of promotion helps to assure you of future Zenerations of cus- 
tomers, presold on the quality and value of Fostoria. 


0 aa 


‘ostoria 


FOSTORIA GLASS COMPANY MOUNDSVILLE, WEST VIRGINIA 
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1. Etched Glassware 





3. Bavarian China 





4. Decorated Pilseners 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|] 1. “Heather” etching appears on 1034" flared, footed bow 
to retail at $5; on I1'/4," Lily Pond, to retail at $4.50; and 
on 4!/2" candlesticks, to retail at $5 a pair. All recently 
introduced by the Fostoria Glass Co., Moundsville, W. Va. 


[] 2. Tea service in Spode's "Blue Camilla" pattern, an under- 
glaze print from the early 1800's combining English flowers 
with Italian Renaissance scrolls. It is also available in pink 


From Copeland & Thompson, Inc., 206 5th Ave., New York. 





[] 3. Beautifully detailed new Dresden pattern on Bavarian china 
in either plain or pierced shape—pieces include all plate 
sizes, cups and saucers, after-dinners, and accessories. 


From Paul A. Straub & Co., Inc., 19 E. 26th St., New York. 





[] 4. New 10-0z. Pilseners packaged 8 to a set—made either 
plain or with colorful "Sportsman," “International,” and 


. | | ieahs "Huntsman" decorations. They may be retailed at about $4. 
5. Birch Salad Bowls From Libbey Div. of Owens-Illinois Glass Co., Toledo, 0. 


[] 5. Liquid-proofed by special process, Glenwood salad bow!s 
of fine-grained birchwood will not break, split, or warp. 
Individual server, $2.25 retail; 9x10" bowl, $5.25; 10x12 
bowl, $6. By Glenwood Manufacturing Co., Glenwood, Calif. 
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STAR-BRIGHT ROCK 
CRYSTAL CUTTING ON 


<, CANDLEWICK 


Imperial Candle- 
wick stemware with 
hand-cut Starlight an wr 
pattern retails ° << 
approximately at 
$30.00 dozen. 





a 4 t 


This hand-cut pattern has 
been a long time favorite 
... and wherever sold has 
—« \, a. ti doubled the popularity 
x . ee 4 j of Candlewick. Thirty- 

“ : | } seven different items are 
now available for open- 
stock selling. 







on 1/ 
Lf - / 


. “ 
- . ~ M, _ 4 
i aA : “de - 
| _— ry. AS 
For this pattern of classic sim- ' 7, 
plicity, hand-cut on Candlewick, = yh 
as well as other exquisite rock- <7 AN 
° ~ J\Ye mA 
crystal cut pattern on fine quality, - “x hg 
hand crafted table crystal, write a 


to Imperial’s Sales Department, 
C-J and our nearest representative 
will contact you immediately. 
Place your orders now for gift- 
giving items that bring repeat sales. 


IMPERIAL 


GLASS CORPORATION 
Bllrirée, Obix 
Makers of patent-protected Cape Cod, Twist, Etiquette, 
Cathay and other nationally advertised patterns. 
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1. Low Stemware Shape 





2. Gold Formality 





4. “Cafe Society" Compacts 3. Leather Kits 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


L] 1. In keeping with the trend toward lower stemware shapes 
is this new design in Tiffin glass (#17467) with its wide 
bowl and braided effect in the stem. It may be retailed at 
$15 a dozen. From the United States Glass Co., Tiffin, O. 


[| 2. Formality at its best—this deeply encrusted leaf de- 
sign in gold which encircles the edge of each piece in the 
"Madison" pattern, finished with gold lines and handles. 
From Theodore Haviland & Co., Inc., 26 W. 23rd St., N. Y. 


[] 3. Attractive and useful—fully equipped sewing kit in red 
and green Morocco and cowhide leathers, retails about $5.95; 
and shave kit in cowhide and pigskin, $4.50 and $5, respec- 
tively. From A.C. Thomas & Co., Inc., 29 W. 30th St., N. Y. 


[] 4. "El Morocco," one from new series of compact designs 
called "Cafe Society" line, built around motifs from well 
known night clubs; unique sifter compartment is special 
feature. From Renard Products, Inc., 19 W. 34th St., N. Y. 


[] 5. New from California—square hostess snack sets for the 
Square Dance set with the "call" motifs hand-painted on an 
ivory glazed ceramic body. Priced at $18 a doz. for plate and 
cup from Franmor Ceramics, 33 S. Chester Ave., Pasadena. 





5. Square Hostess Set 


232 THE JEWELERS’ CIRCULAR-KEYSTONE 


























CHICAGO 








when made in France when made in U.S.A. 

Yawilan, Cheodore Haviland 
Dew ork 

France MADE IN AMERICA 





China stamped Haviland France 

is the only china known 

since 1842 as Haviland China or French Haviland 
American made Haviland bears 


the stamp Gheodore Baviland Bew York 
to distinguish it from the imported. 


any other china 

with the name Haviland 

cannot be represented as Haviland China 
nor has it any connection 

whatsoever with the establishments 

still operated by the direct descendants 

of the original founder, David Haviland. 


Sheodore Haland po: 


INCORPORATED 


26 WEST 23RD STREET - NEW YORK 10, N.Y. 


LOS ANGELES 
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Individual Treatment 


Doubles Gift Volume 





A planned giftware sales campaign 
eoupled with handling department 
as a separate operation, sparked 
a sales upswing for Hausmann’s 


New Orleans, La., jewelry store. 


by G. L. OWENS 


Mists designed, separate display fa- 
cilities combined with specialized selling is the reliable 
formula utilized at Hausmann’s in New Orleans, in roll- 
ing up a big gift volume. It may not be a new approach, 
agrees Henry Hausmann, head of the company, but it 
pays off. 

The very good reasons influencing the jeweler to give 
gifts individual sales treatment were (a) the improved 
supply of china, crystalware, occasional furniture, and 
other gift miscellany, and (b) increased number of wed- 
dings, with a subsequent increase in new homes, both 
developments, serving to spur the demand for attractive, 
functional gifts. 

Fabled Canal Street, one of the widest boulevards in 
the world (171 feet), provides the dramatic setting for 
the well established firm, founded in 1870 by Henry 


(Please turn to page 246) 
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Consolidation of all giftwares 
in separate second floor show. 
room at Hausmann's concentrates 
attention on gifts which have g 
wide range in price and choice. 


Mrs. Bella Frederick, gift shop 
manager, displays chinaware to a 
young bride-to-be. Store culti- 
vates this big market with well 
planned direct mail campaign. 


naan 





Annual catalog sent out to 10,000 
customers is a key ingredient in 
building Hausmann's gift business. 


Fine ¢ bisa gg the 
Th; Biro Gift 






Olnusnat Gifts Ap, 
/ houghtfy| Gifts 
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CASTLETON CHINA 


cordially invites you 
to visit their showroom for a complete selec- 


tion of designs including special patterns 
painted by hand in Castleton’s studio. 





AOC — one of the exquisite hand painted designs 

signed by the artist, offering your customers the 

stimulus of possessing china with an individual charm 
that only hand work can achieve. 





CASTLETON CHINA 


Incorporated 
L. E. Hellmann, President 
212 Fifth Avenue, New York 10, N. Y. 
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Mr. Stegmaier and his sma!l but successful open-stock imported china display. Over 
35 patterns are shown through a single plate, cup and saucer. These can be quickly 
placed on a table and shown to the customer with appropriate sterling and crystal, 


Steqmaier Proves 


I, ISN'T necessary for the jeweler to have 

broad expanses of display space at hand to successfully e 
merchandise open stock dinnerware, according to Otto ( h | I a a | d (; | a ‘ 4 
Stegmaier, of Stegmaier Jewelry Company in Jefferson 
City, Mo. 

Stegmaier’s has carried fine imported open stock china 
during most of the store’s 33-year history, and is cur- 2 
rently attracting the daughters of girls who were sold Can be Displayed 
dinner settings as much as 28 years ago. During the 
whole time, Mr. and Mrs. Stegmaier (who spends most of 
her time with the china department, sterling flatware and Tre a Laumited Space 
stemware sections) have carried out a continuous educa- 
tional program, designed to familiarize the Jefferson City 
and surrounding farm market with the advantages of 
bone china over earthenware, the meaning of glazes and 
underglazes, etc., with manufacturer’s display materials 
shown in the window. Through careful checks on the 
turnover of various china lines, Mr. Stegmaier has devel- 
oped a “basic stock” consisting of 35 patterns in imported 


or 





by ROBERT A. LATIMER 








china, and a few patterns of domestic ware. in metropolitan locations, Stegmaier’s has been able to 
“We display the domestic ware more as°a matter of get along with a dinnerware display section only ten feet 

contrast than anything else,” the jeweler explained. long by seven high, consisting of six tiers of shelving on 

“While it is good china, our reputation has been built on the left rear wall of the store, plus an ornate dinner table 

top-bracket imports which we prefer to suggest and sell which ends up the main aisle of the store. 

first.” Under the plan used, the store maintains most of the 
Despite a volume which would do credit to larger stores (Please turn to page 244) 
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See, among many other masterpieces of 
Orrefors Glass, this extraordinary hand- 
shaped vase by Edvin Ohrstrom. 
Height, 8'’. Approximate retail price, $22.50. 


When in town for the National Jewelers’ Convention and Trade 


Show be sure to visit our showrooms at 1107 Broadway. 


Exhibiting these world-famous dinnerware lines: Aynsley, 
Baronet, Della-Ware, Ernestine, Ginori, Lamberton, Windsor 


Ware. Also the renowned Orrefors Glass from Sweden. 


U. S. Representative 


FISHER, BRUCE & CO. 


PHILADELPHIA * NEW YORK 
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Directory of Trade Associations 


NATIONAL 


The names given in each case are those of the president and secretary. 


ar S- Seeker en S. Preston, 17 Church St., 
nternational Committee Chairm 
range vere agg an); Alfred L. “Woodiil, 3142 Wilshire Blvd., 


American ‘oo Wateh a Association—C. M. Kendig, Hamilton Watch 


, Lanca 
American National "Retail Jewelers’ Asseciation—Maurice Adelsheim, 
Ave., Minneapolis, Minn. ; Charles T. Evans, 551 Ffth Ave. co or se 
American Stene Importers Association—Thomas i. Benedict, 62 W. 47th St., New 
York; Lioyd V. Lassner, 10 West 47th St., New York. 
American Watch Assemblers Association—Benjamin S. Katz, Gruen Watch Co., Cin- 
cinnati; Morris Hoffman, 580 Fifta Ave., New York. 
American Watch Institute—J ames G. Shennan, Elgin National Watch Co., Elgin, II. ; 
R. J. Gunder, Hamilton Watch Co., Lancaster, Pa. 
Associate Jewelers, ine—Henry Peterson, "126 W. 46th St., New York; David Sarkin, 
ew Y 
Brotherhood of Traveling Jewelers—Harold Gibson, 30 Rockefeller Plaz w 
Archer L. Chapin, 18 Park Road, Maplewood, N. J. ae ee 
— » Jewelers’ Association—F. B. McFarren, Toronto; Norman J. Leach, 73 Rich- 
onto 
Clock Manufacturers Association of America—Dudley S. arn. 394 N. Main St., 
Conn.; W. J. Parker, 365 Madison Ave., New Yor 
oe ~ an of "America—Myer B. Barr, 1112 Chestnut 1. ’ Philadelphia, Pa. ; 
sadore Horwitz, 64 Broadway, Fargo. N. D. 
— Manufacturers and Importers Association of America—George Fine, 20 West 
47th St., New York; Leo L. Kaplan, 630 Fifth Ave., New York. 
Educational Jewelry Manufacturers Association—John H. Mahoney, 1600 ciiaten Ave., 
N., Rochester, N. Y.; Irvin E. Rosa, Josten Mfg. Co., Owatonna, Min 
Fountain Pen and Mechanical Pencil Manufacturers Association—lIvan D. Tefft, Court 
wd Division Sts., Janesville, Wis.- Bertram E. Strauss, 29 W. 17th St., 


ork. 

@ensteaieat institute of America—Board of Governors—H. Paul Juergens, 55 E. 
Washington St., Chicago, Ill.; Dorothy M. Jasper, 541 S. Alexandria Ave., 
Los Angeles, Calif. 

Gem Trade t aboratory—Walter Eitelbach, 608 Fifth Ave., New York; Leo Nathan, 

550 rifth Ave., New Yerk. 

Horological Institute of America—Alfred S. Rowe, 15 E. Washington St., Indianapolis, 
Ind. ; Ralph E. Gould, National Bureau of Standards, Washington, D. C. 


Burlington, Vt. (Also 


Jewelers Board of Trade—Lester F. Morse, The Gorham Co. 
M. Peck, Turks Head Building, Providence, E. 


» Providence, R. L: ; Horace 


Jewelers’ Security Alliance—Walter Ejitelbach, 608 Fifth A 
C. Murphy, Exec. Secy,, 535 Fifth Ave., New York. wi 
Jewelers’ Vigitance Committee—G. H. Niemeyer, 82 Fulton St., 


New York; Richard 
New York; P. Irving 
‘New York; Henry 
» Washington, 
New York.’ & 


Grinberg, Exec. Vice-Pres., 17 W. 45th St., New Yor 
Jewelry Crafts Association—Herman L. Baskin, 38 W. PS er St., 
L. Sperling, Exec. Secy., 20 W. 47th St., New _.. 

Jewelry Industry Council—Cecil D. Kaufmann, 702 H. St., 
I may Foe “ mane, p seats me Director, 366 Fifth y ag 
ain Manufacturers’ Associa ion—Adolf Schr 
meee ? Chestnut, St. 4 Providence 4, R. aysshuen; Albert G. Berghann, 
e ngs Manufacturers’ RE C. Cooper, 
Providence, R. I.; John T. Murray, 151 Exchange St., rode ott aindahity &., 
es 2 Association of Credit Jewelers—H A. Goldberg, 327 High St. Port 
; William Wagner, Exec. Secy., 545 Fifth Ave., New ¥ smouth, 
National Association _* Metal oe, Ine.—Ed. J. Musick, 206 ‘tn th Niath &t,, 
ouis, Mo.; Raym : 
’ Be ymond M. Shock, Exec. Secy., 2236-39 Dime Bldg., Detroit, 
ational Association of Watch and Clock Collectors—Robert Fran 
Road, Bryn Mawr, Pa.: J. S. Fuchs, 1450 Jesup Ave New wang, 2? caverehen 
a Gift and Art Association—A. S. Henry, Little Jones Co., 15 West 24th 
— eg RS oe coe 220 Fifth Ave., New York. &., 
ationa olesale Jewelers’ Association—Leon J. Engel, 5 Ho kins 
Md.: Thomas A. Fernley, Jr.. 505 Arch St., Philadelphia Pare” Paltimon, 
New England Manufacturing Jewelers’ & Silversmiths’ Association—Edward 0. Otis, 
Jr., 36 Garnet St., Providence, I.; George R. Frankovich, Exec. Secy,, 
Sheraton- Ciltmore Hotel, Providence, R. I. 
Platinumsmith’s Association—Jacob Mehrlust, 6 W. 48th St., New York; W. Stani 
Smith, 15 W. 47th St., New York. to y 
Sterling Silversmiths Guild of Americe—Sinclair Weeks, Reed & Barton Co 
Taunton, Mass.; Mrs. Emily McGrath, 551 Fifth Ave., New York. ~ 
United Horolegical Association of America—F. A. Morey 3207 Devonshire Road, 
Cleveland, Ohio; Orville R. Hagans, 1549 Lawrence St., Denver, Colo. 
Watch Material Distributors Association cf America—Fred Gluck, 717 Liberty Ave. 
Pittsburgh, Pa. ; H. Donald Richards, Exec. Secy., 505 Arch St., Philadelphia, Pa. 


STATE 


The names given in each case are those of the president and secretary. 


Alabama Retail Jewelers’ Association—Raymond Hoffman, 423 Broad St., Gadsden; 
V. V. Neville, Eufaula. 

Arizona. Retail Jewelers’ Association—Mrs. Blanche Bernstein, Phoenix; Pete Smolak, 

Arkansas Retail Jewelers’ Association—Floyd A. Denman, Stuttgart; W. C. Whorley, 
Arkadelphia. 

mene > oe Association of—Norn:an D. Luth, Box 5089 Metro Station, Los 

California song Jewelers’ Association—Car'e E. Steller, 1437 E. Main St., Ventura; 
Wil Erb, 46 Kearny St., San Francisco 

Colorado, Bester P= Me he of—Edward M. Hewitt, ‘413 Colorado Building, Denver 2. 

Colorado Retail Jewelers’ Association—(Inactive). 

Connecticut Horolegical Association—Hermar J. Tulin, 35 Asylum St., Hartford. 

Connecticut Retail Jewelers’ Association—Frank S. Coskey, 805 Main St., Hartford; 
Clifford Wilson, Norwich. 

Florida — Jewelers’ Association—Karl Shrode, 329 Main St., Sarasota; W. J. 

P. O. Box 357, Bradenton. 

Florida oe A A Association—F. W. Sage, Mount Dora. 

Georgia Retail Jewelers’ Association—Jame3 M. Rudder, 207 Peachtree, N. E., Atlanta; 
Mrs. Lillian Harclerode, P. O. Box 604, Atlanta. 

Hoosier Jewelers Travelers Club—Fritz Fromm, 5939 Guilford Ave., 
H. R. Haerr, Gruen Watch Co., Cincinnati, Ohio. 

idaho, Horological Association of—Charles Braun, 434 State St., Weiser. 

idaho Retail Jewelers’ Association—M. G. Sexty, 215 N. 8th St., Boise; Earl W. 
Murphy, Idaho State Chamber of Commerce, 524 Idaho Bldg.. Boise. 

eer Retail Jewelers’ Association—Oscar W. Allen, East Moline; Charles H. Barker, 
605-606 Leland Office Bldg., Springfield. 


Indianapolis; 


Illinois Watehmakers Association —Gerald C. Kimes, 1200 East 55th St., Chicago; 
Herb Johnson, 4403 N. Clark St., Chieago. 
indiana Jewelers’ Association—Leo A. Simon, Vincennes; Earl Grimsley, 1-15 W. 


Washington St., Indianapolis. 

indiana Watchmakers’ Association—Paul EK Sheddrick, Middletown; Harold K. Calvert, 
Indianapolis. 

lowa, Horological Association of—George T. Hogg, Des Moines; 
519 Guaranty Bldg.. Cedar Rapids 

lowa Retail Jewelers’ Association—Johnn Gillam, 
Marshalltown. 

Kansas Retail Jewelers’ Association—Preston E. Loomis, 517 Main, Newton; Heim 
W. Resnick, 305 East William St. Wichita. 

Kansas State Horological Association—Richard L. Bock, Salina; Bruce E. Brunk, 
McPherson. 

Kentucky Retail Jewelers’ Association—Mark J. Scearce, Shelbyville; 
Ewing, 330 W. Chestnut St., Louisville 2. 

Louisiana Horological Association—George N. Adams, 717 3rd St.. 

ine, Alexandria. 

Louisiana Retail Jewelers’ Association—Louis J. Bernard, 
Orleans; S. Goldberg, 829 Ryan St.. Lake Charles. 

Maine Retail Jewelers’ Association—Lloyd Daniels, Reckland, Glenna Pratt, 18 Ham- 
mond St., Bangor. 

a Delaware- District of Columbia Jewelers’ Association—Bernard N. Burnstine, 

919 F St., N.W., Washington, D. C.: Harry Groll, 7th & Shipley Sts., Wilming- 

ton, Del. 

Massachusetts Horological Association—-K. L. Osmun, 47 S. Pleasant St., 
Winfred 1D. Hebert, 1114 Main St.. Worcester. 

Massachusetts & Rhode Island Retail Jewelers’ Asseciation—John FI. Peterson, Peter- 
son’s Associates, 932 Great Plain Av«., Needham, Mass.; David A. Robertson, 
5 Hollis St., Framingham, Mass. 

Michigan Horological Association—T. F. Barnes, 31 Pearl St., Grand Rapids; Stanley 
Gaver, 200 Monroe Ave., N. W., Grand Ranids 2. 

Michigan Retail Jewelers’ Association—Ea) | J. LeBeau, Midland; Deane Herrick, 839 
Penniman Ave., Plymouth. 

Minnesota Master Watchmakers Associatioin—Carl O. Peterson, Brainerd; Leslie E. 
Dewey, 5007 South Girard Ave., Minneapolis. 

Minnesota Retail Jewelers’ Association—Arnold S. Brophey, 414 Roberts St., 
William (. Walsh, Exec. Secy., 1116 N. W. Bank Blidg., Minneapolis. 

Missouri-Horological Association—-W alter G. Stephenson, 7635 Fainham Ave., University 
City: Robert W. Pieschel, 716 Chemical Bldg., St. Louis. 

Missouri Retail Jewelers’ Association—VW. C. Hales, Read Jewelry Co., Lebanon; Fred 

Sands, 1610 Dierks Bldg., Kansas City. 


G. Y. Swartzendruber, 


Marshalltown; Mark Svacina, 


William K. 
Alexandria; Fred 


108 Baronne St., New 


Amherst; 


St. Paul; 


> ~~ ‘or Association—-A. J. Auble, Ord; Robert F’. Mosher, Box 91, Grand 
an 


Nebraska Retail Jewelers’ Association—D. D. Kirkman, Tecumseh; William J. Brecken- 
ridge, 648 W. Second St., Hastings. 

New eee Retail Jewelers’ Association—Louis Lemay, 1221 Elm St., Manchester; 

M. A. Noury, 824 Elm St., Manchester. 

New Pca Retail Jewelers’ Association—Henry C. Gelula, 1532 Atlantic Ave., Atlantic 
City; Horace Blitz, 24 S. North Carolina Ave., Atlantic City. 

New Jersey Watchmakers Association—L. H. Hayenga, 85 Nesbit Terrace, Irvington: 
Paul Stanoch, 78 Court St., Newark 2. 

New Mexico Horological Association—L. W’. Graham, 723 W. Roma, Albuquerque: 
S. Bell, 723 South Walter St., Albuquerque. 

New Mexico Retail Jewelers’ Association—Howard S. Bluestein, Box 624, Albuquerque: 
John A. Elliott, Box 1177, Tucumcari. 

New York and New Jersey Associated Credit Jewelers—Sidney Singer, 25 West lith 
St., New Yerk: William Wagner, Exec. Secy., 545 Fifth Ave., New York. 

New York State Retail Jewelers’ Association—Malcolm Campbell, Canandaigua; E. 
Lathrop Sunderlin, 364 Main St., E., Rochester. 

New York Stat e Watchmakers’ Association—Henry B. Fried, 122 Tillary St., Brooklyn, 

* Paul O. Beckes, 210 Armor Road, Orchard Park. 

North Carolina Retail Jewelers’ Association—Maurice Neiman, 115 S. Tryon St., 
Charlotte: Ned W. Cohen, Jefferson Standard Bldg., Greensboro. 

North Carolina Watchmakers’ and Jewelers’ Association—Paul Arnold, 207 S 
Charlotte: D. G. Underwood, 536 N. Liberty St., Winston-Salem 

North — Retail Jewelers’ Association—C. A, Bonham, Bismarck; “Iver Larson, 


. Beattie, 


. Tryon St., 


Ohio Retail Jewelers’ Association—Raymond M. Hay, Coshocton; Hugh N 
1117 Euclid Ave., Cleveland. 

Ohio Watchmakers Asscciation—William no 14504 Shaw Ave., Cleveland; Fred 

. Morey, 3207 Devonshire Rd., Cleveland 

mee a Association—Roe Zumwalt, Oklahoma City; Finley Reeder, 
Okla 

Oklahoma Retall powstere? Assoclatien—V. P. Hildreth, 130 W. Main St., Oklahoma 
ity: H. C. Stuhr, 312 W. Main St., Oklahoma City. 

Oregen Master Watchmakers’ Association—Jack Peare, La Grande; Harold Sabro, 

6 S. E. Miller, Portland. 
seen” Retail Jewelers’ Association—Frank Breall, 434 S. W. Fifth Ave., Portland; 
obert Molin, 316 S. W. Alder St., Portland. 

 .... Horological Association—Herman R. D. Pedrick, 275 Harvard Ave. 
Collingswood, N. J.; J. Phillip Sommer, 1524 Beaver Ave., N. S. Pittsburgh. 

Pennsylvania Retail Jewelers’ Associatien—Ford E. O’Dell, 24 West 10th St., Erie; 
William D. Pinkstone, 142 S. 52nd St., Philadelphia. 

Rhode Island Watchmakers’ Assoclation—J. Hl. Coutu, 49 Olneyville Square, Provi- 
dence: John P. Clinton, 126 Benedict Road, Lakewood 5. 

South Carelina Retail Jewelers’ Association—J. B. Sylvan, Ir., 1500 Main St., Columbia; 
W. Cart, Jr., 237 King St., Charleston 

South Dakota Retail Jewelers’ Association—Howard A. Ellison, Mobridge, Acting 


Sec 

Tennessee "Retail Jewelers’ Association—William P. Griffin, 214 Sixth Ave., N., Nash- 
ville: William Neaderthal, 617 Church St., Nashville. 

Tennessee Watchmakers’ and Jewelers’ Association—Sam Cordell, Nashville; Howard 
W. Stone, Nashville. 

Texas Retail Jewelers’ Association—I. Gattegno, 200 Mills St., al Paso; H. E. Dill, 
Exec. Secy., 402 Stewart Bldg., Dallas. si 

Texas Watchmakers’ Asseciation—C. FE. Mulholland, 1510 Congress Ave., Austin 21; 
R. J. Crutchfield, Dallas. ; 

Vermont a Jewelers’ Associatien—R. FE. Van Gelder, 97 Church St., Burlington; 
William S. Preston, Jr., 17 Church St., Burlington. 

Virginia Herelogieal Associat tion—C. R. Knowles, 614 W. 81st St., Richmond; H. E. 
Parks, 509 E. Plume St., Norfolk. 

Virginia Retail Jewelers’ Assoclation—Arthur R. Kirby, Quantico; Frank L. Moose, 

S. Henry St., Reanoke. 


207 . 
Washington Retail Jewelers’ Association—Ian Laing-Malcomson, 501 Pine St., Seattle; 


n D. Stewart, 714 American Bldg., Seattle. 
West Virsinia Retail Jewelers’ ge mag gg ed “Williams, 137 S$ 
burg: P. K. Stanford, 217 Davis Ave., 
Wisconsin Retail Jewelers’ Asseclatien—Arthur C. ‘Hentschel, 2043 Fond du Lac Ave., 
Milwaukee: B. W. Heald, 324 N. 35th St., Milwaukee 
Wisconsin Watchmakers’ Association—Richard R. ‘Meissner, 1641 Douglas Ave., Racine: 
Cc. G. Anderson, 1547 S. 8th St., Milwaukee. 


. 8rd St., Clarks- 


——— 





SECRETARIES: PLEASE NOTIFY US OF INACCURACIES OR CHANGES, SO THIS LIST MAY BE ALWAYS UP-TO-DATE 
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FINE BAVARIAN CHINA, made in U.S. Zone, Germany, for IMMEDIATE DELIVERY 


The six patterns pictured offer a wide variety in types of decoration appealing to various tastes. The 
quality is uniformly high, backed by such world-famous names as Carl Schumann, and Heinrich & 
Co., known for generations as producing some of the finest china to come out of Germany. 


"“BOUQU ET" Generously ornamented with floral sprays in rich colors. Gold trim. 93 pc. Dinnerset service for 12: $90.79; 
29 pc. Teaset, service for 8: $20.00; 21 pc. A.D. Coffee Set, for 8: $11.00; § pce. place setting: $3.94. OPEN STOCK. 


"BLOSSOM" The flowers in this decoration are predominantly blue, with soft rose ahd yellow contrast. Gold trim. Footed 
cup, inside decoration. 93 pc. Dinnerset for 12: $79.95; 5 pc. place setting: $3.57. OPEN STOCK. 


“COQUETTE" This graceful chintz-like pattern has met with instant response. Tiny blossoms of blue, rose, and yellow 
with contrasting light green leaves. Gold trim. Footed cup, inside decoration. 93 pc. Dinnerset for 12: $103.45; 5 pe. 
place setting: $4.62. OPEN STOCK. 


"VICTORIA" Border design with pastel floral decoration. Gold trim. Footed cup, inside decoration. 94 pc. Dinnerset for 12: 
9110.00. 


tt 
EMPRESS" This is Carl Schumann's famous old-world Dresden decoration—never changed since it was first introduced 
generations ago. We believe this to be our finest pattern. Place seiting of 5 pcs.: $7.26. There are more items in 


this service than in any other pattern we carry. OPEN STOCK. 
"CHATEAU" Closely related to “EMPRESS” but with OPEN WORK BORDERS. NOT a complete dinnerware service, but 


offered in six sizes of plates, two sizes Round Bowls, two sizes Oval Bowls. A feature of this pattern is tea, and alter- 
dinner cups, the saucers for which have OPEN WORK BORDERS. This service’is a collector's favorite. Excellent for 


use with “EMPRESS” which it matches in decoration. OPEN STOCK. 


EBELING & REUSS COMPANY 


Established 1886 


MAIN OFFICE, 707 Chestnut St., Philadelphia 6, Pa. 


NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
225 Sth Ave. — 1557 Mdse. Mart 527 W. 7th Street 
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Bathwood Kea China 


Jn Bamboo Fawer Voor 
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These and just a eur off the mamy new 
toms the superb collection of 
Bethwood Royal Chima Giftcane. 


Beth Weissman |Inc.49 West Zand Strest New York 
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by MADELINE LOVE 





OU will be in New York this month for the jewelry 

show, of course, and for several days your time wil] 
be pretty well occupied with meetings and visits to the 
exhibit rooms and booths. But only a limited number 
of these exhibitors will be showing china, glass and gift. 
ware—and here is just a reminder to take time, while 
you are in town, to see the many other sources of these 
increasingly important lines. 

The fact that these lines are increasingly important js 
making itself felt more and more in the shows which are 
devoted exclusively to them. For instance, quite a few 
jewelers who had either never carried giftware or have 
been doing so on a small scale are attending this year’s 
china and glass and gift shows. They want to expand 
their merchandising scheme in the direction which fits 
in best with the “regular” jewelry lines—and which, 
either from their own or their competitors’ experience, 
they know to be profitable. 

At the National China, Glass and Pottery Show, which 
had its premiere last month at the New Yorker Hotel, 
jewelers saw a number of new things which fit well into 
this scheme. Just to hit a very few of the highlights— 
there were new stemware designs in the lower-stemmed 
styles most in demand at the moment; a new chartreuse 
tone in glass accessories; an emphasis on modern design 
in dinnerware, especially in the California-made ware 
which appeared in a variety of striking effects; copper 
and gray tones as especial favorites in both solid-color 
and decorated dinnerware; a new china dinnerware line 
called “Kirk,” with four interesting “jeweler” designs 
called the “Forever” patterns; a glass accessory line with 
a translucent silvered effect; and many others. 

Prices remained steady, with a few spot exceptions. 
A number of retailers came to the show with the hope 
that a reduction of prices might show up in some of the 
major lines but their hopes were futile. One large Cali- 
fornia house did offer a “special” to old customers for 
a two weeks’ duration next fall—but customers were as- 
sured that prices would revert to normal after that period. 

And speaking of prices—at about the time this is 
written, the glass workers and producers were starting 
their annual wage conference in Atlantic City. The out- 
look is not good as far as prices are concerned. Workers 
are opening the conference with a demand for a 20% 
wage increase, as well as the adoption of a general wel- 
fare and pension plan, and if even a portion of these 
demands are met, a decrease in prices seems doomed. 

*% * *% 

How much danger is there in the threat of a growth 
of door-to-door selling of china and glass, following the 
same pattern as the much-lamented home sales of silver- 
ware? One hears that this glass factory or that pottery 
has been approached on the subject, although there is 
no evidence whatever that any manufacturer of conse- 
quence has listened to the siren call. But the jeweler has 
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MONTICELLO 

America’s Distinguished 

DINNERWARE 


To acquaint the Jewelers of America with the serene 
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~~" CORNELIA elegance in color, design and texture of Monticello 
rt ag Dinnerware, we offer a PLACE SETTING SAMPLE 
$3.90 PLAN that permits your personal examination of 


any of these recently Consumer Advertised patterns 
at low cost. 


\.\1 REGENCY 
) | | — Designed 
fe. | | ~ H. —. All that is necessary is to specify the patterns desired 
- | enson, Pla a 
| Setting, upon your letterhead and providing they are not con- 


fined to your locality, SAMPLE PLACE SETTINGS 
will be forwarded at prices indicated, less 50% 
and plus 75¢ for packing and mailing, F.O.B. 
Steubenville, Ohio. 


With the samples will go de- 
tailed retail prices for open 
stock in the full dinnerware 
suites. 












oe 4 


Newspaper Mats of all pat- 
terns are available. 


We suggest you take 
advantage of this low 


cost offer by sending 






PPPOE. 2 


DOGWOOD—Designed 
by H. Christenson, Place 
Setting, $3.55 


PATE sur PATE— 
Coral or blue, Place 


in your order today. 
Setting, $4.05 


Left: Right: 
CHRYSANTHEMUM CINDERELLA 
— Designed by — Designed by 


Frances Cush- Frances Cus b- 
ing Hall, Place img Hall, Place 
Setting. $4.30 Setting, $4.05 


National 
Distributors 
of 
Monticello 
Dinnerware 


HERMAN n IPPER IN¢ 39-41 WEST 23rd STREET 
° ) ¢ NEW YORK 10, N. Y. 
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only to think of the effect which this type of selling has 
had on his plated silverware business, and he can work 
up something of a sweat over the possibility of its enter- 
ing other fields. 

In communities where there is no city ordinance against 
house-to-house selling, jewelers have found (as previous 
articles in this magazine have stated) that almost the only 
way to combat the menace is to use its own weapons. 
These jewelers have sent out their own salesmen to visit 
customers in their homes, and, backed with the prestige 
of the jeweler’s name, they have won most of the battles. 
Women like the novelty of buying right in their own 
homes, but they like even better that sense of “pride of 
possession” which is inspired by the good name of their 
own local jeweler. 

Nevertheless, the idea of selling china and glassware 
by this method is not a happy prospect for the jeweler to 
face, for reasons too obvious to need statement. It means 
a larger staff, transportation problems, breakage difficul- 
ties, and many other hazards not normally a part of the 
retailing picture. And so most jewelers are hopeful that 
all of these problems will not actually have to be faced— 
that the factories who have been their friends for so many 
years will not let them down now. 

% * * 

Samuel J. Lombardo, of Chicago, has been appointed 
midwest sales manager for Herman C. Kupper, Inc., New 
York china house. He will have showrooms in Suite 
1213 of the Merchandise Mart, with Henry Miller, who 
was formerly with Marshall Field & Co., in charge. Mr. 
Lombardo was, until recently, midwest sales representa- 
tive for Janis-Tarter, Greeman, Inc., of New York. 


Norman W. MacDonald, of Chicago, has been appointed 
sales representative in that territory for the Midhurst Im- 
porting Corp., New York. Mr. MacDonald was formerly 
china and glass buyer for Sears, Roebuck & Co. . 


3% %¢ 3% 


Buyers who visit 225 Fifth Avenue during the Ney 
York gift show week this month, will be given tickets 
which entitle them to participate in a prize drawing for 
Series E Government bonds. There will be four prizes, 
one $500, two $200, and one $100, and to make their 
tickets valid, retailers must deposit them with the recep. 
tionists in the lobby some time before 9:30 o’clock the 
morning of Aug. 26. Members of the building association 
are distributing tickets to customers, and the tickets wil] 
also be given to buyers when they register. 


% % * 


The giftware firm of Janis-Tarter, Greeman, Inc., New 
York, has separated its activities into three divisions, all 
operating independently but occupying the original 
showrooms. The divisions will be known as Soovia Janis. 
Edward Greeman and O’Brien-Sexton, each with its own 
lines of merchandise. 

% *% * 

The National Silver Co., New York, is introducing a 
new line of Cavalier Chromeware to augment their copper- 
ware line. The series includes about 50 accessory items, 


all finished in non-tarnishable chrome. 


Vernon Kilns, Inc., California pottery dinnerware fac- 
tory, has opened new showrooms in Room 602, 225 Fifth 


Ave., New York, moving there from 166 Fifth Ave. 











DINNERWARE 


Exclusive 
Patterns 
for the 

J ewelry 


Trade 


PAUL A. STRAUB & CO.. INC. 


19 EAST 26th STREET (Near 5th Avenue) 


NEW YORK 10, N. Y. 
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Every Piece An Heirloom 


COTS 


FAMOUS THE WORLD OVER 


- J. & I. Block invite you to visit our display of 
Rosenthal Bavarian China at the A.N.R.J.A. Convention, 
Hotel Waldorf-Astoria, Booths 505 and 506. 








LAD 





be a the oldest of traditional 
Rosenthal patterns in Sans Souci Shape, delicately engraved 
in gold filagree with a multi-colored floral treatment. 


“Diplomat” is only one of the 40 patterns in 7 shapes available in open stock from New 
York. “Pompadour,” “Old Vienna,” and a host of others in traditional and modern 
motifs and cobalts are also featured. This superb china graces the tables of embassies 
throughout the world and is found in America’s best homes. 
ROSENTHAL COMPLETE GIFTWARE LINE 
Figurines, A.D.’s, Service Plates 
Complete Pattern and Price Information Available by Mail 


J. & FT, BLOCK 


1225 BROADWAY, NEW YORK 1, N. Y. 
Distributors of Rosenthal Dinnerware 


Los Angeles Showroom: Merchandise Mart—Stanley Bornsten, Rep. 
Dallas Showroom: Adrian & Rummel—Santa Fe Bldg. 
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Watch these new 
Sterling-on-Crystal pieces 


They've already caught the 


is growing every day ! 


wena 


No. 4270 6-1/2’ Compote 5-1/2” High No. 842 6” Compote 3-3/4” High 


Retail 7.50 












No. 306 
Sugar and Cream Set Q “— 
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Retail 7.50 
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No. 307 
11-1/2” 3 Compartment Relish 
Retail 7.50 


No. 301/R 6” 2 Compartment Relish Retail 5.00 


NEW CATALOGS on Sterling- 
on-Crystal, Gold-on-Crys- 
tal, and Cut Glassware are 
ready. If you haven't re- 
ceived yours .. . write or 
wire us for copies today. 


Silver City 


MERIDEN e CONNECTICUT 
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take your customers by storm. 


trade’s eye, and their following 






Retail 6.00 

















China and Glass 


(From page 236) 





stock in the warehouse, in the original wrappers, and 
displays one plate each of the 35 patterns along the shely. 
ing. These are turned at an angle, facing toward the front 
of the store, and are flanked at the bottom with a single 
cup and saucer of the same pattern, which Mrs. Stegmaier 
has found ample to set up a place setting for the customer. 
A stock of lace doilies is kept in a nearby drawer, so that 
to show a place setting advantageously, a doily is placed 
on the dinner table, plate, cup and saucer arranged on 
top of it, with complementing flatware and stemware 
from nearby cases. Also displayed along the shelving ig 
a stock of imported china figurines, including flower 
bowls, napkin holders, cream and sugars, salt and pepper 
shakers, etc., which are usually added to such individual 
displays. 

“We consider open stock china doubly valuable to the 
store inasmuch as the continued pattern brings the cus- 
tomer back in time and time again,” Stegmaier said, “to 
buy not only extra pieces but jewelry as well. For that 
reason, though dinner sets might be easy to sell, we prefer 
to always sell open stock, and carry little or no complete 


_ settings whatsoever.” 


Prospective brides, of course, represent the top market 


in imported open stock, and the store is careful to follow 


up announcements of engagements, not only in Jefferson 
City, but in the five farming counties surrounding the 
Missouri capital. Every such announcement is followed 
up by telephone or personal calls, depending on the dis- 
tance, plus mailing of circulars covering the entire 35 


patterns in the stock, and detailing the importance of 
_ good patterns in dinnerware. 


Telephone calls have proven the best salesbuilding 
medium, inasmuch as these are timed to catch the en- 
gaged girl at home, and result in a pleasant, helpful con- 
versation. Mrs. Stegmaier handles this step, pointing out 
almost immediately that the store stocks 35 patterns, 
equivalent to anything the bride-to-be will find through 


| journeying to Kansas City or St. Louis, about equidistant 


from Jefferson City. 

Needless to say, china and glass get first consideration 
in the store’s window displays. With only small windows 
available, Mr. Stegmaier hit upon a “parade of patterns” 
theme whereby one pattern after another are shown indi- 
vidually, windows changed every few days, and concen- 
trating attention upon delicate florals, pastorals, gold-trim 
and simple styling, rather than on the “mass display” 
angle. In all seasons, there is always an open stock din- 
nerware display in each window, occupying only a small 
amount of space, but varied so often that passersby can- 
not fail to note the wide stock suggested. 

Like other jewelers, Mr. Stegmaier was forced to cut 
back on china promotion during the war, when his supply 


_was extremely limited. With long success in the field, 





_ however, and excellent relationship with distributors who 


held warehouses of open stock china when the war began, 
his allotment was sufficient to continue the same kind of 
promotion, and to fill in any request from previously sold 
customers. Now, with a full supply on hand again, and 
marriages still at a high rate, the dinnerware department 
is again one of the most important in the store. 
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THAT SELL ON SIGHT! 


4 


Year ‘round gift sensation for smart tables—Carving Aid by 
Gerity. Authentic replica of the Old English Joint Fork. Its long, 
tapered tines hold roasts, fowl or ham securely. Makes carving the 
gracious ceremony it is intended to be. An ideal gift for weddings, 
anniversaries, birthdays or any important occasion . . . Beautifully 
packaged ina rich gift box. Cost per dozen: $72.00, wholesale. Minimum 
order: Three pieces. Prices, F.0.B., Michigan. (overall length 

of carving aid 9/2”). 


Newest gift creation by Gerity . . . this graceful, long-handled dressing 
and serving spoon... . duplicates, in matchless detail, the famous ‘‘rat tail’ spoon 
made by James Wilkes in Golden Lane, London, during the reign of George II. 
Beautifully finished in heavy silver-plate. Simplicity and exquisite taste make 

it the perfect companion piece for silver service of any design or price. 

The distinctive gift that sells on sight! Comes in tarnish- proof bag, gift box. 

Cost per dozen: $36.00, wholesale. Minimum order: 2 dozen. No Federal Tax. 
(overall length of spoon 131% ”). 


SUN GLO STUDIOS 


225 Fifth Avenue, New York 10, N. Y. 
Chicago—1217 Merchandise Mart 
Los Angeles—-527 West Seventh St. 








HUNT'S Mew HAND-CUT CRYSTAL PATTERNS 


Shown are three from a number of outstanding new 
designs recently added to our most extensive and varied 
Stemware and Drinkware lines. 

RALSTON and WINSHIP, the two patterns to the left, 
are $40.00 per dozen for Goblets, Champagnes with 
12 oz. footed Iced Teas, Finger Bowls, and Clarets 
$38.00 dozen and Sherries, Wines, Cocktails, and Cor- 
dials $36.00 dozen. 


At right is KINGSTON, with all items as listed above, 
$37.50 dozen. All prices quoted are less 50%. 


You may view this complete line in our new showroom at 


225 FIFTH AVENUE, ROOM 1015. 


Mest Gore Whthe, Buc, 222%; 
unt ASS Ores, MC. NEWYORK 


Showroom? 225 FIFTH AVENUE, NEW YORK 10, NEW YORK 























Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPE!.AND 


nae Fine English Earthenware 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y 


























Individual ‘Treatment 


(From page 234) 


Hausmann, and operated today by his grandson, and 
namesake, who joined the staff in 1911. 

To back up his opinion that a gift shop can be g 
valuable adjunct to a jewelry operation, if provided ade. 
quate, and segregated, displays, Henry Hausmann reports 
that gift sales have doubled in the past twelve months, 
The “planned giftware sales campaign” has sparked the 
vift sales upswing. 

There is a minimum of decoration in the Hausmann 
eift shop: merchandise is the central motif. Showcases 
and wallcases are modern but not ultra. The whole tone 
of the room is one of quiet, uncluttered, distinctive sim- 
plicity. 

“Centering gifts on a single floor and the emphasis on 
the completeness and variety of the selection keynote 
our gift sales program,” said Mr. Hausmann. 


“There is the theory that by scattering gift items over 
a store more people will be exposed to them than if they 
are concentrated in a single display unit. But fewer 
people are impressed when gifts are scattered, because 
small, or individual, displays carry no weight. They 
aren’t stoppers! More people may pass in the vicinity 
of gifts when they are spread out, but their attention is 
not aroused because they come to the store with other 
purchases in mind. 

Some of the responsibility for the impressive china and 
crystal sales lies in the emphasis given these products in 
advertising. 

Annual outlay for advertising is $8,000, and includes 
four newspaper display ads per week, averaging 300 lines 
per insertion. Crystal and china get the limelight in large- 
size display ad layouts, in which the interesting features 
of these two lines are graphically related. Envelope stufl- 
ers, going out with monthly statements, often stress in 
concise sales messages the noteworthy qualities of the 
china and crystal stock. 

One strong inducement the firm is using in pushing 
gifts is an annual Christmas catalog, an attractive bro- 
chure packed with more alluring samples from the gift 
shop. 

The Christmas catalog, going to press in early autumn, 
is circularized among 10,000 mailees shortly before 
Thanksgiving. The catalog, a key ingredient in building 
gift sales, costs between 30 and 40 cents per unit. 

“We offer no bargains, or other inducements in this 
book,” points out Mr. Hausmann. “We base our bid for 
sales in the book on 1, the attractiveness of the format; 
2, appropriateness of the articles featured in the book; 
3, quality of the merchandise listed; 4, the wide range of 
prices, and variety of styles of each item; 5, convenience 
in ordering by using handy order blanks, and 6, eye- 
catching, concisely-written copy, combined with appealing 
illustrations.” 

Wrapping paper patterns are changed seasonally. The 
gift shop staff goes into a huddle, endeavoring to select 
“the prettiest paper each season.” Wrapped for giving, 
a gift from Hausmann’s is handsomely covered and orna- 
mented with multi-covered ribbons and bows. An outside 
wrapper protects the ribbons and bows. 


THE JEWELERS’ CIRCULAR-KEYSTONE 















































































EYSTONE 








Vol. CXIX 


AUGUST, 1949 


No. I] 





I 


Majority of PX Probers 
Would End Special Orders 


Investigation by a congressional com- 
mittee of the unfair competition afforded 
the jewelry trade by military exchanges 
and service stores has brought about some 
concessions by the military. 

But a majority of members of Congress 
are more determined than ever that the 
services’ “special order” privileges must 
go. It is futile, they maintain, to limit the 
selling price of merchandise stocked in 
the exchanges as long as service personnel 
may “special order” any item not stocked 
provided the military selling price is not 
more than $300. 

Last month, the Army, Navy and Air 
Force yielded to the insistent demands of 
retailers and the Armed Services Commit- 
tee of the House of Representatives and 
agreed to start collecting the 20 per cent 
federal excise tax on so-called luxury goods 
not later than August 1. (JEWELERS’ Circu- 
LAR-KEYSTONE, July 1949, page 198.) 

More recently, Representative Carl Vin- 
son (Democrat, of Georgia) began holding 
a series of closed conferences with Army, 
Navy, and Air Force exchange officers for 
the purpose of further limiting the selling 
price of most of these items. 

For example, Mr. Vinson is said to be 
seeking an agreement with the Army, Navy, 
and Air Force which would further limit 
the selling price of jewelry items in ex- 
changes to about $4 or $5. Under the 
earlier agreement reached last month, a 
limit of $7.50 is set for such items as 
bracelets, compacts, earrings, etc. Mr. 
Vinson’s feeling is that the further re- 
striction will limit the types of merchan- 
dise carried to the category of “items of 
convenience and necessity.” 

As far as watches are concerned, Mr. 
Vinson would restrict exchanges and service 
stores to sales of watches encased in non- 
precious metals. 

As for the controversial subicct of 
special orders, Mr. Vinson and a majority 
of the members of his committee remain 
convinced that “special orders must go.” 
Meanwhile, the services are pleading with 
the committee for at least a temporary 
extension of the privilege. The military 
would like to see a “stay of execution” 
for special orders for a period of at least 
six months, on the theory that abuses 
have been eliminated, but the committee 
is not, at the present time, inclined to 
accept this proposition. 
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Washington Developments on All Excise Taxes 
Spur Activity for Relief by Jewelry Industry 


The question of whether or not any ac- 
tion would be taken on excise taxes at 
this session of Congress was, without a 
doubt, the most important subject of dis- 
cussion in trade circles during the past 
month. 

Although the discriminatory excise tax 
on jewelry has long been a matter of seri- 
ous concern, a sudden and unexpected 
development on the subject sharpened in- 
terest and revived hopes that some leg- 
islation on “luxury” taxes might be en- 
acted before this session of Congress 
adjourned. 

In a surprise move, the Senate Finance 
Committee on June 30th voted seven to 
six to cut back the tax on about 15 items. 

The uprising on Capitol Hill in favor 
of a tax cut developed as the Senate 
Finance Committee was considering a 
House-approved revenue bill affecting alco- 
hol. An amendment sponsored by Senator 
Edwin C. Johnson, which would cut in 
half the retail excise tax on jewelry, was 
attached to the bill. The bill with this 
rider attached was approved by the Com- 
mittee and is now on the Senate calendar. 


MARTIN TAKES FORMAL ACTION 


In the House, Minority Leader Joseph 
W. Martin, Jr., Massachusetts, filed a for- 
mal petition to bring to the floor his bill 
which proposed to reduce a number of the 
wartime excise tax rates including those on 
jewelry. If 218 House members sign his 
petition the excise-cutting bill which he 
introduced in February will automatically 
come to the House floor for a vote. 

“| have hoped and have patiently waited 
for action on the part of the Ways and 
Means Committee,” Mr. Martin said. “It 
is now obvious no action can be expected 
from the committee this year. There is 
only one thing left to do, and that is to 
use the discharge method. This legisla- 
tion is needed to cushion the shock of the 
current recession. It will stimulate business 
and provide employment without materially 
reducing revenues. It is definitely wrong 
to keep wartime sales taxes on poorer 
people in a period of recession. They 
were put there, frankly, to reduce con- 
sumption during the war.” 

The ire of Ways and Means members 
representing both parties was stirred by 
filing of the Martin petition. 


@ 














Speaker Sam Rayburn of Texas said the 
Martin bill was the kind that, “ought to 
have thorough consideration in committee” 
before being brought to the floor. Daniel 
A. Reed of New York, ranking Republi- 
can member of the Ways and Means 
Committee, stated “None of the minority 
committeemen will sign it. We don’t leg- 
islate on revenue that way.” 

Representative Robert W. Kean, Repub- 
lican, of New Jersey, called the move “an 
irresponsible action.” Representative Her- 
man Eberharter of Pennsylvania, another 
member of the committee, accused Repub- 
licans of making the excise tax schedule 
permanent when they controlled Congress. 


PRESIDENT'S STAND ON TAX 


Although President Truman did not 
make any specific reference to the excise 
tax question in his lengthy mid-year eco- 
nomic report, other than merely suggesting 
removing the transportation tax on the 
shipment of goods, leading New York 
dailies reported that he turned down Con- 
gressional moves to slash the excise tax. 
However, in presenting his report to Con- 
gress, the President made one statement 
which gives a good indication of his sen- 
timents on excise tax legislation. In dis- 
cussing changes in the tax structure the 
President said, “no changes in tax laws 
which would result in a larger net loss 
in revenues would be justified at this 
time.” 

Some observers, however, felt that this 
did not definitely close the door to the 
President’s future approval of an elimina- 
tion of the excise tax. They reason that 
it might be conclusively demonstrated to 
the President that the government might 
profit if the jewelry excise tax were re- 
moved. They feel that elimination of the 
tax would improve the jewelry business 
and, as a result, increased income tax 
revenue would be secured. This increased 
revenue, in the form of income tax, might 
well offset the original net loss from the 
jewelry excise tax. 

On the other hand, some authorities say 
that if congress cleared the bill calling for 
a reduction in excise taxes, a Presidential 
veto would be inevitable. 

Already faced with fiscal deficits, Dem- 
ocratic leaders in Congress have resisted 


(Please turn to page 248) 
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Reports From Jewelers Throughout Nation 
Cite Effectiveness of JIC’S ‘Silver Parade’ 


Retail jewelers throughout the country 
that participated in “The 1949 Silver Pa- 
rade” have reported sales increases rang- 
ing from one to 307 per cent. A total of 
48.6 per cent of the retail jewelers who 
took part in the promotion reported in- 
creased sales in May, 1949, over April, 
1949. 

Increased store traffic—an increase in 
new customers—and an increase in the 
number of people looking at silverware in 
their stores are other major results of the 
Silver Parade, a nation-wide promotion 
coordinated by the Jewelry Industry Coun- 
cil during the period May 9th to 25th. 

A tabulation from questionnaires sent 
in by 546 retail jewelers in all parts of the 
country showed that 38 per cent reported 
increased store traffic; 74 per cent re- 
ported more people looking at silverware 
in their stores, and 29 per cent claimed an 
increase in new customers. 

Retailers were also questioned on _ pro- 
motional mediums used in the 1949 Silver 
Parade. Practically all of those reporting, 





am of the opinion the Silver Parade is a 
good over-all promotion for the jeweler 
and silverware.” 

Robert Koerber, Inc., Fort Wayne, Ind. 
— “The Silver Parade is a good promotion 
and should be continued next year. We 
can think of no suggestions for improving 
the material which was sent us.” 

Lester Thomas Jewelers, Findlay, Ohio 
—‘‘We were well pleased with the Parade, 
the national publicity and our results.” 

Rose Jewelry Co., Meridian, Miss.—“I 
feel it is a very good promotion. It helped 
to keep our sales up to last year’s figures.” 

Albert J. Levinson Co., High Point, N. C. 
— ‘Your efforts in the Silver Parade are 
very commendable. It is fine work that will 
pay off. Please continue your good work.” 

Hoague Jewelers, Carmi, II].—“I think 
this program is a very good idea and hope 
it keeps on year after year.” 

John Rich, Painesville, Ohio—“We are 
very much in favor of your promotions and 
anxious for them to continue, as it helps 
the industry as a whole and each one in it.” 





Lambert Brothers, New York jewelers, featured silver hollowware in one of their windows dur- 


ing the "1949 Silver Parade." 


An enlargement of the JIC's emblem, specially designed for 


the promotion, was given a prominent spot in this window. 


i.e. 98.9 per cent, promoted the Silver 
Parade by use of their windows. Eighty- 
two per cent used newspaper. space; 
61 per cent had special in-the-store dis- 
plays; 29.6 per cent used radio commer- 
cials to promote their participation in the 
Silver Parade, and 27 per cent used mail- 
ings of one sort or another to call atten- 
tion to the promotion. 

Tabulations of the answers to questions 
on selling methods used show several dif- 
ferent methods were employed by retailers 
and in some instances several methods were 
used by the same retailer. The most popu- 
lar methods were: (1) promotion of place 
settings, and (2) the use of the weekly 
payment club plan. 

From a nation-wide standpoint, retailers 
participating in the Silver Parade were 
immensely pleased with the results of the 
promotion. The following are but a few 
of the complimentary comments the JIC 
received from retailers throughout the coun- 
try. 

M. J. Lyons, Passaic, N. J.——‘“Silver Pa- 
rade’s one of the main factors in good silver 
business.” 

Wm. G. Stedman, Fullerton, Calif.——‘I 
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Rosenbaum Jewelry, Staughton, Wis.— 
“We feel the 1949 Silver Parade a worth- 
while plan on promotion. The idea gives 
that extra ‘oomph’ to window displays and 
newspaper advertising. Also we feel it is 
not something to be termed in immediate 
results but will be remembered at later 
dates.” 

Dudley Jewelry Co., Lynn, Mass.—‘Sin- 
cerely believe that promotions on _ silver 
are a very good way to prove to the people 
that silver is worth ‘investing in’ and that 
it is under the reach of everyone—if bought 
weekly and over a period of time.” 

Butler Bros., Honesdale, Pa.—“Help you 
sent for promotional work was very good 
an¢ assisted in boosting sales.” 

Blackwell Your Friendly Jeweler, Mc- 
Allen, Texas—“I definitely like these spe- 
cial promotions. Let’s have more of them.” 


Ray's Hold Formal Opening 


The formal opening of Ray’s, Inc., jewel- 
ers located at 1204 Madison Ave., S. E., 
Grand Rapids, Mich., was held on June 
24 and 25. Ray M. Veenstra is president 
of the new firm. 





Current Developments on Excises 


(From page 247) 


efforts to cut back the excise tax. During 
the past month, when the drive for eXcise 
relief seemed to be gaining added impetus 
Representative Robert L. Doughton, Dak 
ocrat, of North Carolina, declared that thi: 
was not the time for legislation that would 
reduce Government revenues. 

Authoritative sources disclosed that Rep. 
resentative Doughton served notice that the 
House will pigeonhole an excise tax cut: 
back bill, if one is passed by the Senate. 
As chairman of the House Ways and 
Means Committee, Mr. Doughton js jn g 
commanding position to control the mea- 
sure in the House. While he has long 
favored a general revision of excise laws, 
he has been cool to proposals for action 
now because of the substantial Government 
deficit threatened for the current fiscal year, 

A heavy agenda faces both houses of the 
Eighty-first Congress as it nears the home. 
stretch of this session. Several major items 
of unfinished business still have to be 
acted upon at this session and have been 
given floor priority. Consideration of 
these bills will probably carry both houses 
into August. For this reason it is hard 
to ascertain what action, if any, will be 
taken on the Johnson amendment to reduce 
federal excise taxes to their pre-war level. 

On the other hand, Representative Mar. 
tin may succeed in securing the required 
number of signatures to bring his bill to 
the floor of the House for action. Another 
possibility for relief is that the House 
Ways and Means Committee may report 
out some one of the many bills now before 
it designed to grant excise-tax relief. 

In addition to the jewelry industry, 
many other industries affected by excise 
taxes are actively petitioning their congress- 
men and senators for relief. Although 
prospects for congressional action at this 
session remain doubtful, anything can 
happen. 


Commerce Dept. To Undertake 
Study of Economic Conditions 


U. S. Secretary of Commerce Charles 
Sawyer recently announced plans by the 
Department of Commerce to undertake an 
on-the-spot fact-finding study of economic 
conditions throughout the country. 

Purpose of the study is threefold—(1) 
to obtain first-hand and_ up-to-the-minute 
information on business and employment, 
(2) to explore with responsible business 
and civic leaders practical plans for main- 
taining industrial production and employ- 
ment at high levels, and (3) to carry back 
to Washington recommendations for prac 
ticable Government action. 


Ida Gets Palomar 


Ida Lupino, lovely Hollywood filmster 
currently appearing in Universal-Inter- 
nationals “Fugitive from Terror,” was 
presented with a 17-jewel Palomar watch 
by C.B.S. commentator George Fisher on 
occasion of her recent personal appearance 
on his program “Latest Hollywood Gossip.” 
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COMING EVENTS 


August 


1-12—Chicago Gift Show, Palmer House, 


*n1 sO, Jil. = ‘ 
+ 13 Merchandise Mart Gift Show, Mer- 


icago, Ill. 
dise Mart, Chicago, — 
erage err Merchandise Show, Ho- 
; it, Mich. 
1] Statler, Detroit, - , 
: 14-18—Seattle Gift, Jewelry, Toy, Sta- 
tionery and Housewares Show, Olympic 
Hotel, Terminal Sales Building, Seattle, 
‘ash. : _ 
a Gift Show, William 
. 
n Hotel, Pittsburgh, Pa. | 
eas hide National Retail Jewel- 
ers Association, Annual Convention and 
Trade Show, Waldorf-Astoria Hotel, New 


a Lines Show For Credit 
Jewelers, Belmont Plaza Hotel, New York. 

91-24—Portland Gift Jewelry, Toy, Sta- 
tionery and Housewares Show, Portland 
and Benson Hotels, Portland, Ore. 

22.26—New York Gift Show, Hotel New 
Yorker and Statler, New York. 

97-31—Ohio State Gift Show, Hotel 
Deshler-Wallick, Columbus, Ohio. 

98.299—West Virginia Retail Jewelers 
Association, Annual Convention, Frederick 
Hotel, Huntington, W. Va. 

98.30—New Mexico Retail Jewelers As- 
sociation, Annual Convention, Hilton Hotel, 
Albuquerque, N. M. 

28-31—New Orleans Gift & Jewelry 
Show, Roosevelt Hotel, New Orleans, La. 

29-September 1—Memphis & Mid-South 
Gift & Jewelry Show, Hotel King Cotton, 
Memphis, Tenn. 


September 


4-8—Detroit Gift Show, Hotels Statler 
and Book-Cadillac, Detroit, Mich. 

4-9—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Tex. 

4-9—Dallas Gift Show, Baker Hotel, 
Dallas, Tex. 

12-16—Boston Gift Show, Parker House, 
Boston, Mass. 

12-16—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

18-20—Ohio Retail Jewelers Association, 
Annual Convention, Deshler-Wallick Hotel, 
Columbus, Ohio. 

18-21—Denver Gift & Jewelry Show, Ho- 
tel Albany, Denver, Colo. 

18-22—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

18-22—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

26—Pennsylvania Retail Jewelers Aso- 
a Annual Convention, Harrisburg, 
a. 

26-30—Philadelphia Gift Show. Hotel 
Benjamin Franklin, Philadelphia, Pa. 
26-30—Annual Premiums & Advertising 
Specialties Exposition, 71st Regiment Ar- 
mory, 34th St. and Park Ave., New York. 





Zolnier Moves to New Store 


Anthony Zolnier, jeweler formerly _lo- 
cated at 825 Newark Ave., Jersey City, 
N. J., has moved into a new store at 815 
Newark Ave., that city. 
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$3.19 Air Express cost helped this 
wildcatter strike it rich! 


San nnn se 





ee one 
er 


wna. < 


OES 









Sh ae mS 3 “a tN 
. . ee 2 cs ee Alans 3 





When a pump valve goes while drilling for oil, it’s costly. Idle men and equip- 
ment make profits evaporate. It happened to a wildcatter at 4 p.m. Phoned 800 
miles away for parts—delivered 11 P.m. that night by Air Express. 12 lbs. cost 
only $3.19. (Regular use of Air Express keeps any business moving.) 
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$3.19 was complete cost. Air Express Air Express goes on all Scheduled 
charges include speedy pick-up and de-_ Airline flights. Frequent schedules — 
livery service. Receipt for shipment, coast-to-coast overnight deliveries. 
too. Makes the world’s fastest shipping Direct by air to 1300 cities, fastest 
service exceptionally convenient. air-rail to 22,000 off-airline offices. 


Facts on low Air Express rates 


Special dies (28 lbs.) go 500 miles for $4.30. 
6-lb. carton of vacuum tubes goes 900 miles for $2.10. 
(Same day delivery if you ship early.) 


Only Air Express gives you all these advantages: Special pick-u 
and delivery at no extra cost. You get a receipt for every shipment oa 
delivery is proved by signature of consignee. One-carrier responsibility. 
Assured protection, too—valuation coverage up to $50 without extra 
charge. Practically no limitation on size or ay For fast shippin 
action, phone Air Express Division, Railway xpress Agency. An 
specify “‘Air Express delivery” on orders. 


















Rates include pick-up and delivery door 
to door in all principal towns and cities 








AIR EXPRESS, A SERVICE OF onanaien EXPRESS AGENCY AND THE 
SCHEDULED AIRLINES oF THE U.S. 
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. . advance coverage of European ‘ach. 
JIC Launches Drive for New Membership, jon sources and will be so we 
‘ as to provide information on fash; 
Plans Expanded Promotional Program trends to jewelry manufac 
nine to twelve months in advance of 
A nation-wide and intensive drive for Included as new projects or as projects the time when these trends actually 
new members was launched by the Jewelry being explored are: penetrate the American consumer 
Industry Council, 366 Fifth Ave., New (1) An expanded Jewelry Fashion market. 
York’ 1, N. Y. on July 15, 1949, according Promotion and Research Program. The second division—a new ser- 
to an announcement made by Victor A. This expanded program will have vice to retail jewelers—will take 
Lambert, Vice-Chairman to the Council two main areas of action. One area the form of regular repurts on cur. 
and Chairman of its general membership will be primarily concerned with rent jewelry fashions in relation to 
committee. jewelry manufacturers and the other changing styles in clothes, millinery 
This drive has been inaugurated, Mr. with retail jewelers. An advisory | and coiffures. This latter service is 
Lambert explained, in order to enable group of fashion editors will assist | aimed at giving further emphasis to 
the Council to carry out an expanded pro- the Council’s Fashion Director, Miss | the co-ordination of jewelry and 
motional program that retailers and sup- Martha Percilla, in this work. | other fashion items at the point of 
pliers expect of it in the competitive period The fashion service to manufac- | sale. 


promotions for gold jewelry, rings, 
jewelry remodeling and_ men’s 


| jewelry. Increased publicity for 
| birthstones. 


| 

| (3) Creation of plan for retail 
| sales training clinics for member re- 
| 

| 

| 





} 
that is ahead of the industry. turers will take the form of special | (2) New nation-wide publicity 
| 


tailers. 

(4) Increased national advertising 
with exclusive tie-in features for re- 
tail members. 
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Quality simulated Pearls with ‘s. 
a different birthstone clasp 
for every month in the year. 


7 7" ‘ Org. 
Each necklace is individually boxed. ——_ 


‘s. 


™ . . | according to Albert E. Haase, Executive 
Always fj rst with SO methin Gg new Director, was nine and one-half per month. 
Ona % ate is 
ere eg members per month. This rapid accelera- 
© ¢, * * | tion in the rate of new membership acces- 
“Fine work, keep it up” is the theme 
of hundreds of unsolicited comments that 
such as The Silver Parade, The Diamond 
Jubilee, The Watch Parade and Watch 
Day, Graduation, Father’s Day, Christmas 
and Christmas Lay-away. Promotions will 
"Bs, ' .» 
9+ O-.@,.9, ZY Pi e 
Your customers will rave about them, both as gifts and-for themselves. One feature of the drive for new me 
bership will be an “invitation campaign 
POPULAR PRICE Suggested retail $3.75, tax included of — suppliers to retailers who are 
not members. 


The average monthly rate of new mem- 
| In its second year (1948) the monthly 
| average increased to fifteen. So far in its 

; ] | | sion Mr. Haase pointed out would seem 
* > e . i | ' ; , 

if S the Victoria Birthstone Necklace | to indicate that the industry appreciates 
come into the Council’s headquarters. 

“Under the expanded program of ac- 

Inspection Time will continue. So also 

will special promotions for gift-giving 

also continue for year-round gift giving 

events such as Wedding Anniversaries and 

The birthstone necklace makes a perfect promotion and will help you from retailer members to suppliers who 

sell your birthstone rings. are not members.” Another feature will 

BIG MARK-UP Your cost only $18.00 a doz. (assorted | During the course of this drive there 

” | will be pubuished in the jewelry trade 


| bers during the Council’s first year (1947) 
. | third year the average rate is thirty new 
the sales promotion efforts of the Council. 
tivity,” according to Mr. Haase, “projects 
wants such as Valentine’s Day, Mother's 
Birthdays.” 
be “an invitation campaign from salesmen 
press the names of all suppliers to the 





— one for every month of the year). Be 


the first in your town.... | industry who are actively supporting the 
| Council. Shortly after the end of the 


ORDER NOW FROM YOUR WHOLESALER OR | drive—September 30—names of all sup- 
| plier and retailer members will be pub- 
| lished in a special membership booklet. 


VICTORIA PEARL CO.., iTD. | Those interested in learning more about 


the work of the Jewelry Industry, Council 


550 Fifth Avenue | are invited to write direct to the Council’s 
| headquarters at 366 Fifth Ave., New York 
New York 19, N.Y. | 
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Industry Tax Committee 
Makes Progress Report 


On July 22nd, just as this issue was 
going to press, the following release on 
the excise tax was received from the 
Jewelry Industry Tax Committee: 

Sentiment in Congress is growing more 
favorable toward granting some relief from 
the excise taxes. Last week Chairman 
Leon J. Engel of the Jewelry Industry Tax 
Committee and P. Irving Grinberg of the 
Jewelers Vigilance Committee spent some 
time in Washington. Senators Taft and 
O’Conor were seen—and calls made at the 
ofices of Senators McGrath and Green— 
also Congressmen Joseph Martin and Aime 
Forand. Visited the office of Colin F. 
Stam. Chairman of the Joint Committee 
on Internal Revenue Taxation, which com- 
mittee supplies data in connection with 
revenue legislation. 

Mr. Martin’s petition has only been 
signed by about 90 congressmen, and it 
does not seem likely that the 218 required 
will be secured. Indications are that Mr. 
Forand’s bill to cut excise taxes and raise 
income taxes will receive no consideration 
at the moment. 

Considerable time was spent with Paul 
O’Bryan, Washington legal representative 
of the fur industry, Jack Bryson, legislative 
adviser of the motion picture association, 
and also Rowland Jones of the American 
Retail Federation, John O’Connor, head of 
the Finance Department, U. S. Chamber 
of Commerce and Robert Klepinger. In- 
terviews were also had with Messrs. F. 
Newell Campbell and John Copeland of 
the Miscellaneous Tax Section of the Trea- 
sury Department and Messrs. McKenna 
and Hores of the Bureau of Internal Rev- 
enue. 


HOPE FOR FAVORABLE ACTION 


There are definite indications that fa- 
vorable action may be secured in obtain- 
ing relief at this session of Congress and 
every effort is being made with the hope 
that this will be accomplished. The thou- 
sands of communications received by con- 
gressmen from jewelers and the other 
affected industries are having a very salu- 
tary effect. Reactions in Washington in- 
dicate that our trade has been very re- 
sponsive and the minute men, chairmen of 
cooperating committees and members of 
the Jewelry Industry Tax Committee are 
to be congratulated for their assistance. 
Approximately 25,000 letters have been 
sent by the Jewelry Industry Tax Com- 
mittee to jewelers throughout the country 
and these, too, have been productive in 
securing concerted action. 

There is still much work to be done. 
Every jeweler should contact the admin- 
istration without delay through the execu- 
tive branch of the government, majority 
leader in the Senate, Senator Scott Lucas 
of Illinois and Chairman of the House 
Ways and Means Committee, representa- 
tive Robert L. Doughton, emphasizing the 
immediate need for relief. 


FOR AUGUST, 1949 
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As various steps are taken both the AFL 
and CIO have been kept advised so that 
the efforts of labor continue to be co- 
ordinated and labor has been requested to 
carry the fight to the White House, which 
has been done. 

After four years of continuous effort on 
the part of the Jewelry Industry Tax Com- 
mittee in cooperation with the other trades 
affected, it can be said that some relief 
will be obtained, possibly at this session, 
if not, certainly there is every indication 
that favorable action will be secured when 
Congress reconvenes. 


Plugs for Change-O-Color 


The Jacques Kreisler Mfg. Co. Corp., 
North Bergen, N. J., maker of jewelry 
watch bands and mien’s accessory jewelry, 
has enjoyed much publicity through mag- 





\ 


azines, newspapers and radio with the 
launching of its Change-O-Color men’s 
jewelry this season. (Changeable colored 
stones. ) 

Radio favorites Walter Kiernan of 


Kiernan’s Corner, ABC, the Fitzgeralds, 
Mutual Network, and others, mentioned 
Change-O-Color men’s jewelry as an un- 
usual gift for Father’s Day. 

Fashion and shopping editors of nu- 
merous consumer media also gave it their 
praise in their columns. Beverly McClel- 
lan’s full page of “Fatherly Advice” in the 
Detroit Free Press said “Pop can have 
three pairs of cuff links and tie clasps 
rolled into one with Change-O-Color men’s 
jewelry.” William Hood Elliott in the 
New York Herald Tribune headlined his 
column “New Dress Set for Men is Nov- 
elty in Jewelry.” 








ENGRAVING !S NOW so EAsy 


12’S TRACE 
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Tracer controlled engraving is the most 


modern way of personalizing — any 


unskilled person simply ‘races the grooved 


guide letter and the New Hermes 

does the rest — a beautiful monogram 
or name engraved on any kind of 
precious jewelry, flatware, fountain pens 


— even stainless steel watches. 
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SEE IT AT T 
HE 
NEW YORK sHow— 





it’ , 
S the world’s finest engraver 





NEW YORK 3 





251 








New Jersey RJA Convenes in Atlantic City; 
Gelula Succeeds Haimann as President 


Henry C. Gelula, of Atlantic City, secre- was named Chairman of the Board of 
tary of the New Jersey Retail Jewelers Trustees. 

Association, was named president at the In addition to Mr. Gelula, the new ofh- 
40th Annual Convention of the associa- cers are: David Lebson, Englewood, first 
tion neld at the Hotel Traymore in At- vice-president; Herbert Lund, East 
lantic City, June 26 and 27. Mr. Gelula Orange, second vice-president; Ralph 
replaces Lou's Haimann who has held that Fava, Paterson, re-elected treasurer. The 
office for the past four years and who, be- position of secretary for the association 
cause of the fine work he has done for will be filled hereafter by a paid secre- 


the Association during his term of office, tary. 
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Retiring President Haimann in his Open- 
ing address at Sunday afternoon’s session 
said that an important factor in the falling 
off of a jeweler’s business was a lack of 
knowledge about the merchandise he sells 
Mr. Haimann urged a program of person- 
nel training both on the part of the stor 
owner as well as his selling staff. He also 
cautioned that in the buyer’s market the 
jewelry industry now has, the jeweler must 
balance his inventory, carefully watch his 
overhead and expense items, and buy 
carefuily for his needs. 

Mr. Haimann urged that the NJRJA 
engage a representative for the promotion 
of public relations in behalf of the Ag. 
sociation in minimizing unfair competi- 
tion from industrial jobbers, house-to. 
house canvassers and cut-rate stores, as 
well as to keep a close check on impending 
state legislation affecting the jewelry trade. 


REPORTS ON WORK OF ANRJA 


Charles T. Evans, Secretary of the 
American National Retail Jewelers’ Asgso- 
ciation, was the first guest speaker on the 
program. He briefly discussed the work 
of the ANRJA on the excise tax and PX 
problems and outlined the program for 
the convention to be held at the Waldorf- 
Astoria hotel in New York, August 15-18. 

Following Mr. Evans was George J. 
Burger, Vice-President of the National 
Federation of Independent Business, Inc., 
of Washington, D. C. Mr. Burger explained 
the purposes of his association which was 
to represent the small businessmen of 
the country at the capitol in national mat- 
ters of business policy. He went on to 
emphasize the importance of Fair Trade 
laws to the retailer and that government 
enforcement of anti-trust laws was the only 
salvation for the small businessman. He 
urged all retailers present to write their 
senators to get behind the adoption of 
Senate Resolution 88 which provides for 
a standing committee in the Senate to 
which small business can take their preb- 
lems directly. 

Arthur R. Kirby, ANRJA Sub-Con- 
mittee Chairman on PX and Ship Service 
Stores, reported on the work of the na- 
tional association on this problem. He 
deprecated the anonymous “scareheads” 
which have been circulated through the 
trade on the PX problem. A _ concerted 
trade-wide effort working through one 
committee was the only solution to this 
problem, he said, and the efforts so far 
expended by the national committee are 
going to bear results but at the present 
telling, he was not able to judge to what 
extent these results would be. 


DISCUSSES JEWELER'S FUTURE 


Kenneth I. Van Cott, Regional Vice- 
President of the ANRJA from Bingham- 
ton, N. Y., said that the future of a jeweler 
rested with himself. Planning and _ ini 
tiative are the keys to progress and it’s 
up to the jeweler to decide whether he’s 
building for the future or tearing down 
what it has taken years to build up. 

Paul A. Tschudin, director of the Swiss 
Watch Repair Parts Information Bureau, 
the next speaker, discussed the prepara 
tion which has resulted in the world-wide 
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mater.al distribution plan of the Official 
Swiss Watch Repair Parts Program. — 

Speaking for the Jewelry Industry Coun- 
cil, Jerome Hochberg outlined the work of 
the Council during the past year and its 
plans for the future. He went on to em- 
phasize the need for more progressive mer- 
chandising on the part of jewelry retail- 
ers to build store traffic and sales, pointing 
out the increase in the number of retail 
jewelry outlets since 1946 with a corre- 
sponding decline in total annual sales 
volume. 

Sunday afternoon’s session closed with 
the report of the Nominating Committee 
and the election of the new slate of offi- 
cers. That evening, members and guests 
gathered in the American Dining Room of 
the Traymore for the annual banquet. A 
fine dinner followed by an_ entertaining 
floor show and the drawing for a large 
number of prizes made for a very pleasant 
evening for those present. 

On Monday morning, the meeting was 
given over to William P. Walsh, Chairman 
of an Association committee to formulate 
plans to combat discount selling. Members 
present heard representatives of watch, 
silverware and pen manufacturers state 
their company’s policies in policing their 
fair-traded merchandise. 

While the main topic to be discussed 
at the meeting was the Industrial Jobber, 
the meeting developed into a general dis- 
cussion of Fair Trade enforcement. The 
suggestion was made that a committee 
be formed to actively combat this price- 
cutting along the lines used successfully 
by the Seattle Retail Jewelers Association 
in combatting the so-called “discount 
houses.” Formation of this committee was 
postponed however, until as it was gen- 
erally felt, the Association could better 
evaluate its legal position in the fight 
against price cutting. 

The convention was closed Monday noon. 


Price of Swiss Watches 


Will Go Up This Fall 


Increased labor and material costs have 
made necessary a readjustment in the 
minimum or floor prices of quality Swiss 
watches with jeweled-lever movements, it 
has been announced by The Watchmakers 
of Switzerland. 

The increase, effective October 31, 1949. 
will range from 8 to 15 per cent, depend- 
ing on the calibre of the movement, and 
will apply to all Swiss jeweled-lever move- 
ments sold within Switzerland, or ex- 
ported to world markets. 

In making the announcement The 
Watchmakers of Switzerland pointed out 
that there has been only a moderate price 
increase in jeweled-lever Swiss watch move- 
ments in the past ten years which in no 
way balanced with rising production and 
marketing costs. 
| The minimal increase is small when it 
is realized that in recent years Swiss liv- 
ing costs have increased 62 per cent and 
the wages of Swiss watch workers, who 


FOR AUGUST, 1949 














enjoy superior salary scales, have had wage 
increases totalling 92 per cent, the an- 
nouncement said. 

According to an official spokesman, the 
action was taken “with the utmost reluc- 
tance.” 

In a notification to all customers the 
horological association stated: “Faced 
with the absolute necessity to adjust min- 
imum prices, first, to protect our watch- 
makers democratic standard of living, sec- 
ondly, to partially cushion steadily mount- 
ing production costs which our members 
cannot continue to fully absorb without 
endangering the traditional quality of the 
Swiss jeweled-lever watch industry, we at 
the same time feel responsible to do our 
utmost to facilitate the most convenient 
possible transition for customers in the 
international market.” 


} 





Watches play a vitally important role 
in this market, accounting for one-fifth 
of the total value of Swiss exports, and 
helping to pay for the raw materials and 


food which Switzerland imports from 
abroad. 

Karnes Opens New Store 

Orel S. Karnes, retail jeweler and 
watchmaker, has opened a new retail 


jewelry and clock store under the name 
of Karnes Watch & Clock Shop at 2152 
Colorado Blvd., Los Angeles, Calif. Pre- 
vious to moving to this location, Mr. 
Karnes operated his business at 5052 Cas- 
per St. in Los Angeles, for about 4 years. 
Mr. Karnes was active in the jewelry and 
watch fields in Chicago, IIL, for 20 years 
before moving to Los Angeles. 
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Come into our booths and see, not only America’s 
most promotional jewelry merchandise, but also 
a complete selection of the finest in rings ... in 
every style and price range. We're proud of our 
vast assortments, craftsmanship and particularly 
our values. 
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MINIATURE CAMERAS 
FOR GREATER PROFITS 





the GREATEST Mini-Cam VALUE 


The TONE CAMERA 
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Focusing Mount—3 ft. to Inf. List 
1/25 to 1/100 sec. Cocking Shutter 
Eye Level and Waist Level Finders | $12.50 
© Complete with Leather Case 

(Discounts: { to 23, 40%; 
24 to 71, 40 & 5%; 72 or more 50%) 


Similar to above. 
MYC RO F:4.5 Lens. List $12.50 


Discounts as above 











LOWEST PRICED 
MIDGET CAMERA 
ON THE MARKET 


MIGHTY 


Precision camera with 
*:4.5 lens and genuine 
leather case 





List $8.95 


(Discounts: § to 23, 40%; 24 to 71, 40 & 5%: 72 or 
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RU BIX- 
RUBINA 


Professional 
Miniature 


® Color Corrected f:3.5 Anastigmat Lens 
@ Precision Shutter, 1/25 to 1/100 sec. & B. 
@ Finest Miniature Camera at NEW, RE- 
DUCED PRICE 
Discount 40% 


List $19.95 Complete with leather case 


$8.95 with case 
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@ Precision Pocket Camera 
@ F:3.5 Stekinar Lens 

@ Interchangeable Lenses 
® Automatic Film Counter 
@ All-metal Chromed Finish 


: Discount 40% 
List $29.95 Complete with masher case 


PHOTOMATIC 


precision lighter for all 
photo fans 


An amazing replica of a 
camera, boxed with de- 
tachable tripod for desk 
or pocket. Cable-release 
igniter. 
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Retails at $4.95 sion lighter, with tri- 
pod. Retails at $5.95. 
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Government Grants Some Concessions on Tin, 
Will Honor Requests For Limited Amounts 


Through the efforts of the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association, the jewelry producing industry 
has been granted some concessions in the 
use of tin. 


No blanket easement of the regulations 
has been granted, but R. H. Hough of the 
tin and antimony section of the Depart- 
ment of Commerce nonferrous and minerals 
division has assured George R. Frankovich, 
NEMJ&SA executive secretary, that it will 
honor individual requests from tin users 
for limited amounts of tin. 


The specific purposes for which requests 
will be entertained are: 

1—Higer tin content solders—presumably 
60 per cent tin and 40 per cent lead, 
rather than 40-60 as now specified by the 
tin use restrictions. 

2—Pure tin for model casting in limited 
quantities. Requests, however, should not 
include metal for the production of sample 
lines. Pure tin will be permitted only for 
the making of models. 

3—The use of tin oxide in the produc- 
tion of color enamels used in the produc- 
tion of jewelry and like items. It will be 
permitted on an authorization basis. 

4—Reasonable quantities of tin oxide 
for use in polishing and lapping com- 
pounds, as well as tin or alloys containing 
tin for the production of lapping wheels. 


SOME USES STILL PROHIBITED 


The use of any tin for cast metal jewelry 
or “white metal jewelry” is still prohibited. 
“We understand that the Department of 
Commerce does not contemplate releasing 
any tin for this purpose in the foreseeable 
future,” Frankovich said. 


Present tin use regulations permit the 
use of tin chemicals in electroplating up 
to a maximum solution content of 10 per 
cent tin. Tin, or bright alloy anodes con- 
taining tin, are not permitted. The use of 
sodium stannate is uncertain at this time. 
The association is attempting to have this 
matter clarified immediately. No authori- 
zation is needed for solutions under 10 
per cent tin or for tin for the immersion 
process. 

Requests must contain the specific use 
for. which tin is desired, Frankovich points 
out. “An estimate must be made of the 
approximate amount of pure tin that will 
be needed by each individual company. 
If a request is made for tin for models, it 
is recommended that a larger monthly 
quotg be requested for the first quarter 
or for the first half year, in order that a 
pool may be established. It is under- 
stood by the Department of Commerce that, 
once this pool is established, it will be pos- 
sible in the future to re-melt many models, 
when new models are desired, and that 
subsequent quotas may be considerably 
lower than the initial one,” he said. 

In his letter to Frankovich, Hough said 
he noted with pleasure that the associa- 
tion fully appreciates the difficulties in- 





volved in extending the use of tin across 
the board to the jewelry industry. 

“This office recongizes the need in cer. 
tain operations for the use of higher than 
the permitted tin content solders and pure 
tin for model casting. This office would 
give consideration to individual appeals for 
limited quantities of the higher tin content 
solder and for tin for models. It should 
be noted, however, that any requests for 
models should not include material fo; 
the production of sample lines. This office 
does not feel that pure tin can be justified 
for this purpose at this particular time,” 


he added. 


“We wish to thank you,” he concluded, 
“for your continued co-operation during 
the period in which your industry’s use of 
tin has been seriously curtailed and wish to 
assure you that this office feels that your 
industry should and will be given prime 
consideration to the greatest extent possible 
under the present supply situation.” 


ASSOCIATION CITES ADVANTAGES 


The NEMJ&SA pointed out in its recent 
brief that it felt the total amount of tin 
consumed through the requested relaxing 
of controls will be exceedingly small when 
compared with the numerous advantages 
that would be obtained. 


One request was for an upping of the 
tin content in solder. It was pointed out 
that the presently allowed 40-60 solder is 
holding down jewelry quality and that 
by upping the tin content from 40 per 
cent to 60 per cent the industry would be 
greatly benefited. The cost factor has pre- 
vented the use of hard solders which other- 
wise could be used to overcome the lack 
of quality in the 40-60 solder. 

The one point in which the association 
has not yet had success is in its proposal to 
have tin made available for electroplating. 

Desired was sufficient tin to permit the 
use of the sodium stannate solution. It is 
roughly estimated that about two tons of 
sodium stannate would satisfy the esti- 
mated needs of the industry in this field 
for this year. This would mean that 
approximately 2000 pounds of tin would be 
needed by the industry as an ingredient 
in the sodium stannate for a twelve-month 
period. 


BACKGROUND ON REGULATIONS 


Tin as a commodity for the jewelry in- 
dustry has been tightly controlled both 
during and since the war. The controls 
were extended June 2 to July 30, 1950 
because of the instability of the sources 
of supply and the necessity of establishing 
a reasonable minimum strategic reserve of 
pure tin. 

The NEMJ&SA pointed out in its brief 
that it felt the concessions requested could 
be granted without greatly depleting the 
stockpile that has been created or without 
preventing the further stabilizing of that 
reserve. 
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liam Savitt of Hartford, long active in the 
association, expressed pleasure at the suc- 
cess of the convention and at the hospi- 
tality of the International Silver Company. 

The visiting jewelers, representing cities 
throughout the state, assembled at the 
International Silver Company Sales Insti- 
tute where they were welcomed by com- 
pany officials. 

Members of the company’s sales staff 
conducted the jewelers on a tour of the 
local silverware plants. 

Former U. S. Senator Danaher, counselor 
for the American National Retail Jewel- 
ers’ Association, speaking at the business 
meeting which followed luncheon in In- 
silco Hall, declared that there ought to be 
no government excise tax on jewelry. He 
said that in his opinion, such a tax is 


Connecticut Jewelers Hear 
Danaher Hit Excise Tax 


An address by former U. S. Senator 
John A. Danaher, who called for an end 
of the government excise tax on jewelry; 
a tour of Meriden plants of the Interna- 
tional Silver Company and re-election of 
Frank S. Coskey of Hartford as president, 
were highlights of the annual convention 
of the Connecticut Retail Jewelers Asso- 
ciation, which convened in Meriden on 
July 18th at the International’s Silver In- 
stitute. 

With an attendance of 147 members 
and guests, the convention was the largest 
and most enthusiastic in some years. Wil- 
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highly discriminatory. The tax is more 
discriminatory against the public than 
against the jewelers themselves, he said. 

Attorney Danaher maintained there 
should be no federal sales tax which is 
what the excise tax on jewelry amounts to, 
and asserted that the same objection ap- 
plies to luggage, toilet preparations and 
furs, the other items subject to the tax. 

The federal government, he declared, 
should get out of that field, leaving it to 
the states and cities, where he said it be- 
longs. The net result of the excise tax 
aow, he stated, is that it constitutes an 
undue and unfair burden on _ particular 
forms of business. 

In addition to the former senator, the 
guests of honor included Charles T. Evans 
of New York, executive secretary of the 
American National Retail Jewelers’ Asso- 
ciation. 

During the election of officers, three 
new vice-presidents were named. They 
were Albert Burns of Waterbury; Fred 
Reed of Bridgeport, and Fred Wilson of 
Danbury. 

Clifford E. Wilson of Norwich was re- 
elected secretary and treasurer. 

Named to the board of directors were 
Stanley Atwill of Middletown; Charles E. 
Butler of New Haven; Howard Michaels 
of New Haven; Sturman Dyson of New 
Britain; Benjamin Garson of Hartford; 
William Savitt of Hartford; Roy Fair- 
child of Bridgeport and Louis Tunick of 
Torrington. 

The jewelers were guests of Interna- 
tional Silver Company at a clambake and 
dinner that evening at Sterling Field in 
Wallingford. 


Watchmakers of Switzerland 
Announce $1500 Prize Contest 


More than $1500 in valuable prizes are 
being offered by The Watchmakers of 
Switzerland for the 24 best entries sub- 
mitted in their forthcoming Watch Inspec- 
tion Time contest. 

The competition is open to the owners 
or managers of all jewelry stores or depart- 
ments in the United States. The four best 
entries will each receive a grand award 
of a beautiful Swiss-made Neuchatel clock, 
the 20 next-best entries will get an Official 
Cabinet for Swiss Watch Repair Parts 
stocked with staffs and stems. 

All that is necessary for entering is a 
photograph of the jeweler’s store window 
in which the free Rockwell window dis- 
play offered by The Watchmakers of 
Switzerland is utilized, together with a 
letter of 150 words or less on “How I 
Made a Success of Watch Inspection 
Time.” 

The names of the judges, all leaders in 
the jewelry and horological fields in the 
United States, will be announced in the 
near future. 

Entries must be submitted to The 
Watchmakers of Switzerland, c/o The 
Swiss Watch Repair Parts Information Bu- 
reau, Contest Department, 730 Fifth Ave., 
New York 19, N. Y., between midnight, 
September 17, and midnight, October 12, 
1949. 
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A WATCH FOR EACH WRIST 





It’s not known whether or not Phil Riz- 
zuto, pint-sized New York Yankee short- 
stop, has time on his hands, but he has 
a watch for each arm as a result of the 
Yankee-Giant Mayor O’Dwyer _ trophy 
game, played at the Yankee Stadium on 
the night of June 27th. 

Before the game, which was played for 
the benefit of sandlot baseball funds, seven 
former New York sandlotters with the 
Giants and Yankees were presented with 
Wittnauer watches, presented through the 
courtesy of the Longines-Wittnauer Watch 
Co. Phil Rizzuto was one of the players 
to receive a watch. The others were George 
Stirnweiss and Ed Lopat of the Yankees; 
and Bobby Thomson, Sid Gordon, Hank 
Behrman and Buddy Kerr of the Giants. 

After the game Phil was voted by the 
sportswriters the most valuable player in 
the game and was presented with the 
Mayor William O’Dwyer Trophy by the 
Mayor himself. The O’Dwyer Trophy is a 
beautiful engraved Longines watch. 


Rivieccio Arrives in Japan, 
Reports on Pearl Production 


Antonio Rivieccio, affiliated with the 
Ferrante-Rivieccio Co., cultured pearl firm 
on Fifth Ave., New York, recently arrived 
in Japan to re-open the company’s Japanese 
ofice which had been closed during the 
iate war. Mr. Rivieccio is a partner in one 
of New York’s oldest pioneer pearl houses. 

Reporting on present conditions in the 
foreign peal market, Mr. Rivieccio stated, 
“the pearl crop planted in 1947 and re- 
moved only this year has yielded many 
large pearls ranging up to seven mm. in 


size.” 


ANTONIO RIVIECCIO 


Re-opens company’s 
Japanese office 





“Although the quality and quantity of 
pearls are improving with each year,” he 
continued, “the desired production will 
not be up to the necessary market require- 
ments for several years to come. Conse- 











quently, the larger pearls from pre-war 
stock are now and have been selling above 
the normal price due to their Scarcity,” 

“The Japanese Government,” said Mr. 
Rivieccio, “is cooperating 100 per cent 
with the U. S. and is doing everything 
possible to speed up production, which 
had been forced to a standstill because of 
the acute shortage of skilled labor, matey. 
als and equipment.” 

By 1951 Mr. Rivieccio predicts that pro. 
duction will be four times as great as at 
present, although by then, the quantity 
will be still insufhcient to meet the ever: 
growing public demand that started at the 
beginning of World War II and has beep 


steadily increasing ever since. 


New York State Watchmakers 
Plan Action on Licensing Bill 


A report on the progress made in the 
past year on the proposed watchmaker 
licensing bill for New York State was 
made at the annual convention of the New 
York State Watchmakers’ Association by 
retiring president Robert G. Taylor. The 
convention was held on June 12 at the 
Hotel Lafayette, Buffalo. 

Mr. Taylor stated that although the bill 
was presented at an early session of the 
State legislature, it never was reported 
out of committee. However, he added 
that the bill has been assured of more 
faverable consideration next year when the 
legislative load is less heavy. 

Henry B. Fried, newly elected president 
of the association, gave a very interesting 
forecast on “What Lies Ahead for the 
Watchmaker.” Mr. Fried stated that he 
believes passage of the bill will insure a 
more secure future for every watchmaker. 

At the convention it was announced that 
a meeting of the Legislative Committee of 
the association will be held in New York 
in August during the annual convention 
of the American Nation] Retail Jewelers 
Association. Representatives of all groups 
concerned are invited to attend. A num: 
ber of definitions and wordings contained 
in the proposed bill will be clarified at 
the meeting to make it meet with the 
complete approval of everyone who will be 
affected by it. The State Department in 
Albany have made a number of recom- 
mendations in connection with the bill 
which will also be discussed at this time. 
The association hopes to receive the ap- 
proval of the State Department, the Senate 
Finance Committee and the Assembly 
Ways and Means Committee by this fall, 
so the bill may be introduced in final 
form at the first session in January. 

For a complete list of officers elected 

at the convention see THE JEWELERS’ CIR- 
CULAR-KEYSTONE for July, page 217. 
4 Philip Wolff has announced the sale of 
the Lawson-Schiller Jewelry Store, located 
at 1170 Fifth Ave., San Diego, Calif., to 
Mr. and Mrs. Gus G. Kish. Mr. Wolf 
will retain his interests in the other stores 
which he owns throughout Southern Cali- 
fornia. Mr. Kish was active in the retail 
jewelry business in Paris, Texas, for sev 
eral years and prior to that time was lo 
cated in Lansing, Mich. 
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q Barnett Robinson, of the firm of Rob- 
‘nson & Sverdlik, Inc., importers of pre- 
cious stones, 610 Fifth Ave., New York, 
recently returned from an extensive Euro- 
pean trip where he visited the precious 
stone markets. In commenting on exist- 
ing conditions in the European precious 
stone markets, Mr. Rob‘nson said, “there 
‘s no softening of prices on good or fine 
precious stones. Gem stones are very scarce 
and prices high and firm.” 

4.4. B. Grodman has recently been ap- 
pointed Eastern and Southern representa- 
tive for Goldstein-Gerson Co., manutac- 
turing jewelers located at 126 West 46th 
St. New York. Mr. Grodman has covered 
this area for a number of years and is 
well known throughout the territory. 

4 Morris S. Claar of Claar Brothers, Inc., 
importers of diamonds, 10 West 47th St., 
New York, sailed on the Nieuw Amster- 
dam for Europe on July 2nd. He intends 
to visit the diamond centers of England, 
Holland, Belgium and France. Mr. Claar 
will return to New York in the early part 
of September. 

q Herman Hesch and Alek Forman, tor- 
merly with Aisenstein & Woronock and 
lately with A. Woronock & Son, resigned 
their positions as salesman and diamond 
buyer, respectively, from the latter firm, 
into business for their 
own account at 31 West 47th St., New 
York, under the firm name of Hesch & 
Forman, Inc. They will carry a line of 
mounted diamond rings and dia- 
monds. 

q The New York office of J. F. Sturdy’s 
Sons Co., manufacturers of chains and 
bracelets, Attleboro Falls, Mass., was moved 
to room 1708 Maiden Lane on July Ist. 
Leo P. Leddy, Jr., represents the firm in 
the New York area. 

q Sam Newman, diamond importer located 
at 580 Fifth Ave., New York, sailed for 
Europe on the Mauretania on July 6th. He 
plans to return on the Queen Mary on 
August 10th. 

q Prism-Lite Diamonds, 4 West 58th St.. 
New York, recently announced that Wil- 
liam Gordon Lewis has joined their staff. 
The firm is a division of Schless-Harwood 
Co. For the past 414 years Mr. Lewis has 
been diamond merchandise stylist and dia- 
mond buyer for the Fairfax Distributing 
Co. 

q@ Samuel Strauss, well-known wholesaler 
of diamonds and jewelry, 9 Maiden Lane, 
New York, celebrated his 50th year in the 
business last month. Mr. Strauss has been 
located in Maiden Lane for 50 years, 47 
of which were spent at his present address. 
Mrs. L. A. Kaiser, who has been associated 


and have entered 


loose 


with the firm for the past 32 years, has 


purchased the jewelry end of the business. 
Mr. Strauss will continue to manage the 
diamond department. 
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q Irwin V. Bertuch, formerly located at 
55 West 42nd St., has moved his office and 
showroom to enlarged quarters at 106 West 
45th St., New York. Mr. Bertuch will 
continue to handle complete lines of win- 
dow and interior displays and fixtures. 


Members of N. Y. 24-K Club 
Attend Annual Summer Outing 


Perfect weather greeted the 60 or more 
members of the Twenty-Four Karat Club of 
the City of New York who attended the 
annual summer outing of that group held 
at Travers Island on June 23rd. 

The day’s activities commenced with the 
arrival of members who energetically en- 
tered into various competitions. The more 
hardy souls worked off excess energy in 
a three-inning soft-ball game which was 
referred by G. H. Niemeyer. 

During the game, the competitive spiril 
became so keen that two casualties re- 
sulted. Lou Stern suffered a severe facial 
cut while attempting a shoestring catch and 
Leon Engel came out of a slide to second 
base with a painful Charley Horse. 

Larry Sparks and _ Harry 
emerged victorious in a bitterly contested 
horse shoe tournament. Runners-up were 


Bromley 


the Bill Gordon and Walter Eitelbach 
combination. 
Those most successful in solving the 


ingenious games conceived and produced 


by Sigmund Cohn were Maury Spain, 
Harold Gibson, Dan Price and Athos 
Leveridge. 


The party wound up with a delicious 
shore dinner at which Harry Bromley 
won the president’s prize. 

August O. Packer, vice president of the 
club, served as chairman of this year’s 
entertainment committee and deserves a 
good deal of credit for making the affair 
such an outstanding success. 


Tschudin Addresses Retailers 
At Westchester RJA Meeting 


Paul A. Tschudin, director of the Swiss 
Watch Repair Parts Information Bureau, 
Inc., was principal speaker at the regular 
June meeting of the Westchester Retail 
Jewelers Association, held at White Plains, 
New York. 

Mr. Tschudin discussed the background 
of the current advertising and merchandis- 
ing program of The Watchmakers of Swit- 
zerland in this country, and explained how 
the Swiss Watch Repair Parts Program is 
aimed at not only simplifying bench repair 
problems but also increasing the watch- 
maker’s profits. 

The sound film, “Switzerland Today,” 
was also shown to the large number of 
retailers present. 

Mike Wilson, 


presided. 


head of the association. 
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New Fall Lines Will be on Display 
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Serving the jeweler for a quarter of a century 
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SALESMAN WANTED 


to represent gold-filled stock manu- 
facturer in New York Metropolitan 
area. Applicants should have knowl- 
edge of the jewelry business and 
good connections in the manufac- 
turing trade. Address 


Box "J-3059", Care 
JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St., New York 17, N. Y. 




















LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
*“Send Me Your Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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LOST AND FOUND 


Lost, the sale of a watch repair because you 
were unable to obtain the necessary part. 
Found, a complete supply house that specializes 
in ‘'Hard-to-Get"’ watch parts. If you are hav- 
ing difficulty in obtaining a Swiss or American 
watch part, try JOHN A. POLTOCK & CO., 15 
Maiden Lane, New York 7, N. Y. Write for 
FREE catalogue, ligne gauge and stationery. 
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The magnificent circular reception room of Trifari's new showrooms is carpeted in a soft 

green while the walls are paneled in satinwood. The lighting throughout the new showrooms 

is recessed in the ceiling. General lighting is fluorescent supplemented by spot lights for 
presentation of jewelry. 


Trifari, Krussman and Ff ishel, Ine., for 
over the past quarter century ‘located at 
377 Fifth Ave., New York, have announced 
the opening of their new and _ enlarged 
showrooms at 16 East 40th St., New York. 
An increased volume of business made it 
impossible for Trifari to serve their clients 
properly in their old quarters so Messrs. 
Carl M. Fishel, Leo F. Krussman and 
Gustavo Trifari, the chief executives of the 
corporation, sought new and larger quar- 
ters. 

In typical Trifari fashion they have de- 
signed one of the most beautiful sales 
offices in America. For over five months 
architects and contractors have been en- 
gaged in designing and building these 
offices, and no detail has been spared to 
make these showrooms comfortable and 
serviceable for Trifari’s clients. 

While the decor is modern, the impres- 
sion that one receives is of simplicity. The 


JSA is Alert to Emergency 


As this issue went to press, employees 
of the Holmes Electric Protective Company 
were threatening to walk out on strike. In 
order to protect jewelers throughout the 
metropolitan New York area who would be 
affected by the strike, the Jewelers’ Se- 
curity Alliance made plans to supplement 


the forces available to the Holmes Com- 
pany. 
The JSA, together with the Holmes 


Company and the Pinkerton’s National De- 
tective Agency, combined forces to meet 
any emergency that might arise during the 
strike. An elaborate plan for the jewel- 
ers’ protection was drawn-up by the three 
organizations to combat any such outbreak 
of crime. 

In addition, Richard C. Murphy, coun- 
sel for the Alliance, held a conference with 
the New York Police Commissioner and 
other members of the Police Department 
in order to coordinate all forces during 
the crisis. 


executive offices and the sales offices are 
all carpeted in a soft green—while the 
walls are paneled in various types of wood, 
such as, walnut in the executive offices. 
birdseye maple in the large oval sales office 
and tigerwood in the other showrooms. The 
rich flowered draperies and the colorful 
furniture blend beautifully with this back. 
round. 

To add to the comfort of their clients, 
Trifari has installed a combination con- 
ference and dining room, wallpapered in 
sreen with contrasting red curtains, and 
a very gay and modern kitchen pantry. 

The entire showroom is  soundproofed 
and air-conditioned. 
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BLOCK FROM FIFTH AVENUE 
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All 300 rooms with private bath and radio. 
Television available. 

Modern 17-story fireproof building. 
Singles from $4.00 and double rooms 
from $6.00. 

For reservations write or phone: 

Miss J. Pratt, LUxemburg 2-3900 
Jules B. Zeif, Managing Director 
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Carey From 
Gorham to 
Doulton 


William J. Carey, Jr. 
vy. P. and Gen. Mgr. 
Doulton & Co., Inc. 


William J. Carey, Jr., for the past 12 
vears sales manager of the Gorham Com- 
pany, Providence, R. I., has left this posi- 
tion to join Doulton & Co., Ine., distribu- 
tors of the famous Royal Doulton China, 
912 Fifth Ave., N. Y., as Vice President 
and General Manager. 

Mr. Carey joined Gorham in 1929 as 
field representative covering the states of 
New Jersey, Maryland, Delaware, and parts 
of Pennsylvania, West Virginia, Virginia 
and all of Long Island. 

In 1935 he became assistant to W. F. 
McChesney, who was then Vice President 
in charge of sales and advertising. After 
a year and a half in this capacity he was 
named Sales Manager. 

From August 1942 until November, 1945, 
he saw active service with the Navy in the 
Pacific. On his discharge from. service. 
Mr. Carey rejoined Gorham as Sales Man- 
ager, continuing in this position until his 
recent change. 


Winston's New Fall Designs 
Displayed at Showing in N. Y. 


The newest trends in flowing, seemingly 
“animated” jewelry were shown in New 
York on July 12th by Harry Winston, in- 
ternational jewel merchant, in conjunction 
with a reception for out-of-town press at 
which the Hope Diamond, the Star of the 
East and other gems which he recently 
purchased from the Evalyn Walsh MacLean 
estate were displayed. Fashion experts 
from all over the nation saw more than $3,- 
000,000 in his new fall creations. 

Patricia Morrison, star of the Broadway 
hit “Kiss Me Kate,” modeled the Hope 
Diamond for the television newsreel cam- 
eras. Newsreel shots of the morning’s show- 
ing were featured that night on the “Camel 
Caravan” telecast and were put on NBC 
television news the next night. The fol- 
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lowing Sunday shots were incorporated 
into the “Weekly Roundup” telecast. 

The new “mobile” jewelry is animated by 
every movement of its wearer. The jewelry 
is made flexible by hundreds of minute 
“hinges” in the mountings. 

Shower earrings are another application 
of the mobile principle. The “showers” 
fall from the lobe in tendrils of tiny bagu- 
ette diamonds, sometimes tipped with 
single sparkling brilliants or pear shaped 
gems. The strands are ingeniously set to 
swing and sway without falling out of line 
or tangling. 

Cross-fire and interlacing are two other 
Winston innovations. Necklaces of bagu- 
ettes present two lines of gems, one strand 
with the stones in horizontal position, the 
next with stones in vertical position. Fol- 
lowing the laws of optics and diamond cut- 
ting, this produces “cross-lighting” and 
sets up a great glitter. 

Mr. Winston also showed an impressive 
collection of engagement solitaires and 
several bridal bracelets in which large 
fancy-cut diamonds lay the basis for family 
heirlooms. Most of these diamonds are 
cut right in the Winston establishment. 


Senate Plans Early Action 
On Reciprocal Trade Bill 


In his mid-year economic report in July, 
President Truman asked Congress to re- 
store the Reciprocal Trade Agreements 
Act. Already passed by the House, the 
bill extending and broadening the Trade 
Agreements Act was expected to be taken 
up by the Senate in the very near future. 

During the month of July, Senator Scott 
W. Lucas, chairman of the Democratic 
Policy Committee in the Senate, declared 
that after debate on ratification of the 
North Atlantic Pact had ended, the next 
priority in the Senate’s consideration would 
be legislation to increase the minimum 
wage. 

After action on the minimum wage, Sen- 
ator Lucas reported the Senate would turn 
to the reciprocal trade bill. He explained 
that this bill was given second priority 
only because it has already passed the 
House. The minimum wage bill, he ex- 
plained further, has passed neither body 
up to this point. 

He said that, since no reciprocal trade 
agreements were now being negotiated, 
the need for speed in this direction was 
not immediate. 

Passed in 1934, under the guidance of 
President Roosevelt and Secretary of State 
Hull, to build up better trade with other 
countries, it has been renewed repeatedly 
since then by Congress. 

The last time was in 1948 when it was 
made clear the act would die June 30, 
1949, unless Congress continued it. 


Conduct Auction in Newark 


Louis Colmes, jewelers’ auctioneer lo- 
cated at 185 Erasmus St., Brooklyn, N. Y.. 
and Robert Brill, recently concluded a suc- 
cessful auction sale for Sherwood Jewelers, 
Inc., 673 Broad St., Newark, N. J. 
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(Pierced, Screw 
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Welcomes friends in the 
Jewelry Trade. Enjoy the 
superlative French-Italian 
cuisine and choice wines and 
liquors in this attractive, 
smart, mid-town restaurant. 
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Air-conditioned 
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E. F. Wright Sells Interest 
In Wright, Kay & Company 


Edward F. Wright, who has been asso- 
ciated with his brother Henry H. Wright, 
and Percy K. Loud for the past 25 years 
in the operation of Wright, Kay & Co., 
jewelers of Detroit, Mich., recently sold 
his interest in the firm to Harry J. Neder- 
lander. E. F. Wright will continue his 
association with the firm as a vice presi- 
dent along with Harry Nederlander, An- 
drew Lemke and Henry H. Wright. 

Leonard Olkowski, formerly assistant, 
has now been been made manager of the 
Silver Department, succeeding Arthur 
Pickering who is now associated with the 
company on a semi-retirement basis. 

Percy K. Loud continues as president 
of Wright, Kay & Co., with Donald 
Brewer assuming duties as treasurer of the 
firm. 


Ronson Has Press” Showing 
Of New Models in Lighters 


Ronsons for every room and every table 
became a glittering reality in the Oak 
iXtoom of the Hotel Madison in New York 
City recently, where an array of new table 
and desk lighters and smokers’ sets was 
exhibited to the press. Ronsons for dining 
room tables, lighters with matching ciga- 
rette boxes for end tables, lighters with 
matching cigarette urns and trays for 
coffee tables, Ronsons for the bedroom, the 
den, the desk—all of them embodying the 
famous “press, it’s lit—release, it’s out” 
safety action—were displayed for a large 
vathering of press representatives, fashion 
experts anad interior decorators. 

Rich heavy silver-plate dominates the 
new line, with almost all of the lighters 
fashioned in the heavy, precious metal 
finish. 

A series of table settings, created by the 
noted decorator Carole Stupell, highlighted 
the presentation of Ronson’s line. Each 
of the displays served to demonstrate the 
ease with which Ronson lighters, pairs and 
smokers’ sets harmonized with the finest 
china, silver and stemware. 

Heavy silver plated cigarette boxes, 
paired with matching table lighters, cap- 
tured interest in the showing. These boxes, 
spacious enough to hold about 40 ciga- 
rettes, are mounted on tiny, graceful legs. 


The covers are adorned with embossed 
designs in the motif of the companion 
lighter. Lighter-cigarette box pairs are 
fashioned in heavy silver plate in the 
Crown, Queen Anne, Decanter and 


Georgian patterns, and range in price from 
$25.00 to $30.00 plus tax. 

Three-piece smokers’ ensembles, compris- 
ing lighter, cigarette urn and tray, all in 
heavy silver-plate, made perfect table set- 
tings in themselves as they were displayed 
on coffee and cocktail tables. Set on buffet 
tables, they offered a high note in hospi- 
tality. 

A new low price for heavily silver-plated 
Ronson table lighters was recorded by the 
Diana model. It retails for $8.50 plus tax. 

Color in table lighters stole the spot- 
light with the Ronson Leona, which comes 
in a variety of finishes. 


New York Jewelers Contribute 
$800,000 to UJA at Dinner 


Leaders of the New York Jewelry indus. 
try contributed almost $800,000 to the 
United Jewish Appeal at the industry’s 
annual dinner to aid distressed and up- 
rooted Jews overseas, it was announced by 
Alexander E. Arnstein, senior partner of 
Arnstein Brothers & Co. and chairman of 
the UJA Jewelry and Allied Trades Divi- 
sion which sponsored the occasion, Dr. 
Frank Kingdon, noted author and news. 
paper columnist, was guest speaker at the 
dinner which was held at the Essex House 
on June 13. 


Benjamin Lazrus, of the Benrus Watch 
Co. and dinner chairman, told the 145 
dinner guests that the jewelry industry’s 
1949 UJA campaign would continue “ip 
full swing” and that many jewelry leaders 
had pledged to visit colleagues who had 
not yet made their UJA contributions. 

The United Jewish Appeal of Greater 
New York is the sole fund-raising agency 
in the metropolitan area for the United 
Palestine Appeal; the Joint Distribution 
Committee (including ORT) the United 
Service for New Americans; the Joint 
Defense Appeal of the American Jewish 
Committee and the Anti-Defamation League 
of B’nai B’rith; the American Jewish Con- 
gress; the National Jewish Welfare Board; 
the Jewish Telegraphic Agency, and the 
American Friends of the Hebrew Univer- 
Sify. 

















Those Who Experienced 


Disappointments and deep sorrow 
And felt that all is at an end, 
Know that time always brings a better tomorrow 


With cheerfulness for the broken heart to mend 
z 


Lussac WATCH Co. 
12 JoHN Sr., New York City 


REctor 2-8132 


Importers of watches classed with the best 


since 1915. 
7 


Selection on memorandum, 
prices ranging from $8.50 to 


$500.00, can be obtained by 


writing 
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Write Your Congressman Yet About the Tax? 
Here's a Jeweler Who Did—and Got Results 


For years jewelers throughout the na- 
tion have been urged to write their sena- 
tors and congressmen and call attention to 
the sales-deterring effect of the excise tax 
on their business. National and local asso- 
ciations have repeatedly stressed the value 
of such action. 

In line with these suggestions, Maurice 
Tishman (Maurice Tishman, Inc., 607 
Fifth Ave., New York) and a_ business 
associate, wrote their local representatives 
and promptly received favorable replies. 

Excerpts of the replies they received fol- 
low: 


Senator John Foster Dulles — 
(R.. N. Y.)—‘“I might say that generally, 
| am disposed to favor the reduction, and 
in some cases, the repeal of taxes which 
are so high and burdensome that they in- 
terfere with the normal peacetime life and 
activities of our people.” ° 

Senator Irving M. Ives—(R., N. Y.) 
— ‘The Martin petition to which you refer 
is apparently not before the Senate, but 
you may be sure of my interest in this 
connection and that | am very glad to co- 
operate.” 

Representative Leonard W. Hall— 
(R., N. Y.)—‘“Certainly you may count 
on my supporting a reduction in the ex- 
cises. Not only are these unfair, as a 
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in finest Leather 
Goods, featuring super- 
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WALLETS 
CARD CASES 
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MEMO-ADDRESS 
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Gold-tooled Leather 
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carry-over of war conditions, but they are 
definitely a hindrance to business.” 

Senator H. Alexander Smith — 
(R., N. J.)—‘‘Please be assured | shall be 
glad to keep your thoughts in mind should 
this legislation be considered by _ the 
Senate.” 

Senator Robert C. Hendrickson— 
(R., N. J.)—‘l have given this matter 
very serious thought, and I have come 
to the conclusion that | shall support any 
legislation which will substantially reduce 
or eliminate the present excise tax levies. 
| am sure that the elimination or reduction 
of these levies will materially benefit our 
general economy, and in particular, will 
stimulate activity in the various industries 
of New Jersey dependent upon the manu- 
facture and sale of these taxed commodi- 
ties to keep thousands of our citizens in 
steady employment.” 


All Officers at Maine RJA 
Are Re-elected at Convention 


All officers of the Maine Retail Jewelers 
Association were re-elected at the annual 
convention of that group held on June 19 
and 20 at Lakewood. 

Officers reinstated at the convention in- 
clude: Lloyd Daniels, Rockland, presi- 
dent; George Bryant, Bangor, L. A. Madi- 
son, Patten, Lionel Tardif, Waterville, and 
E. J. Beaulieu, Portland, vice presidents; 
and Glenna Pratt, Bangor, secretary-trea- 
surer. 

Leo Kaplan, son of the well-known 
Lazare Kaplan of New York, was the main 
speaker at the convention. He pointed out 
to the group the importance of cutting, 
color, carat, and clarity of a diamond in 
determining the price and value of the 
stone. 

Other speakers at the convention in- 
cluded Herman D. Page of Portsmouth, 
N. H., gemologist and registered jeweler 
of the American Gem Society, and Robert 
Abbott of Lowell, Mass., vice president of 
the New England Region, ANRJA. 

A gay round of activities featured the 
social side of the program. Although the 
75 members and guests that attended the 
convention were “rained inside,” the sched- 
uled sports program went through as 
planned, including potato races, and _ all, 
under the able chairmanship of “Jerry” 
Eno of Skowhegan. On Sunday evening. 
June 19th, Mr. and Mrs. Eno held an open 
house at their summer home for all those 
attending the convention. Other entertain- 
ment features included bridge parties un- 
der the chairmanship of Mrs. Lloyd Dan- 
iels, banquet, theatre party and dancing. 

J. O. Wonder of Hilo, Hawaii, and J. 
L. Wonder of Honolulu, have just pur- 
chased Hasinger’s Jewelry store, 1458 
Broadway, Burlingame, Calif. The firm 
will continue to operate under the name 
of Hasinger’s. The Wonder Brothers have 
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been in business in Hawaii for the past 20 | 
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PROFITS... 
NO STOCK TO BUY 


THIS DISPLAY 


PUTS YOU IN THE BABY 
SHOE BRONZING BUSINESS 


For years, thousands of jewelers 
throughout America have found 
Bron-Shoe not only a_ profitable 
side-line, but a builder of goodwill 
because of our unsurpassed work- 


manship. Write for details TODAY. 


The Original SY 
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FREE! 


MINIATURE BRONZE SHOE 


An exact replica of a baby shoe 
gorgeously plated. Mail coupon be- 
low and we'll send you one free. 











BRON-SHOE CO. 


270 E. BROAD STREET 
COLUMBUS, OHIO 


BRON-SHOE CO. 
270 E. Broad St., Columbus, Ohio 


Gentlemen: Please send without charge, pre- 
paid, one of your miniature Bronze Shoes to: 
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PAULSON 
continuous 
tape recording 
can you get all 
the necessary an- 
swers. A timer with 
only thirty second rec- 

ord has not even time 
enough to record a com- 
plete revolution of the 
fourth wheel. Other timers 

get about one-third of the PAULSON 


recording analysis. 


THE 
BUSINESS 
BUILDER 
UNPARALLELED 


PAULSON 


TIME -0-GRAF 
ONLY 


*490 


LIBERAL TERMS 
USE THIS HANDY COUPON 








Please send: 


[] Model G Paulson Time-O-Graf for prompt 
shipment, $490.00—2% for cash. 


[] Enclosed please find $100.00 for one Paulson 
Time-O-Graf, balance to be paid in I8 
monthly payments of $24.27 each. This includes 
all finance charges. K. 8-49 


Name 
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Send Model G Paulson Time-O-Graf on 
a 10 day No Risk Trial 


HENRY PAULSON & CO. 


131 So. Wabash Ave., Chicago 3, Ill. 
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NEW OFFICERS OF SAN DIEGO JEWELERS ASSOCIATION 





Active plans for the 1949-1950 season for the San Diego County Jewelers Association were 
outlined by Jack Rose, newly elected president of that group, at recent installation cere- 
monies held at the U. S. Grant Hotel, San Diego. The association's agenda for the coming 
year includes a new drive for membership, social activities including a dinner-dance, and 
guest speakers at the regular meetings of the association. New officers of the association 
and others who attended the meeting are, seated left to right: John Ernsting, Ernsting Co., 
Inc., district representative; Jack Rose, Kay Jewelry Co., president; Lawrence Wellens, Royal 


Jewelers, vice president, and Nate Baranov, Baranov's, Inc. 


Standing, left to right, are: 


Archie Schoenkopf, Plaza Jewelry Co.; Ted Boone, J. Jessop & Sons, Inc.; H. C. Ramsden, 
state representative; Harry Townes, Townes Jewelers; Ernest Salzar, Salzar's Jewelers, and 
G. G. Kish, Lawson's-Schiller, Inc. Other officers not shown in the photo are Harold Dibb, 


treasurer, and E. |. King, secretary. 








Hagans is Guest Speaker 
At Los Angeles Guild Meeting 


“It is the responsibility of the members 
of this association to give voice to their 
wants and needs to the public ear.” 

These words were heard by over 100 
members of the Los Angeles Guild of the 
Horological Association’ of California who 
gathered for a special meeting on June 
27th in Los Angeles to hear guest speaker 
Orville Hagans, national executive secre- 


tary of the United Horological Associa- 
tion of America. 
Explaining the objectives of the Na- 


tional Association, Mr. Hagans cited these 
to be, “ . educational, fraternal, and 
for the protection of the craft.” He 
further explained that the work done to 
date on the watchmakers’ licensing law 
had not been in vain but that the experi- 
ence thus gained would be of value and 
aid in the future development. 

Of great interest to the members were 
his experiences on his recent trip to Switzer- 
land where he was able to go behind doors 
of the watchmakers there, as a represen- 
tative of a group concentrating on the 
building of the craft. “Every man and 
woman working on the bench in Switzer- 
land is working in direct competition to 
the person sitting next to them—not in 
speed, but in production of the finest 
quality.” 


California Jewelers Golf Ass'n 
Holds First Post-war Meeting 


The Los Angeles Riviera Country Club 
was the scene of the first post-war meeting 
of the Southern California Jewelers’ Golf 
Association. Some 125 jewelers and their 
guests attended the tournament, dinner 
and meeting held on June 20th. 











Pete Jones of E. W. Reynolds Co. was 
elected president of the group at the meet- 
ing which saw the following men elected 
to serve with him: Larry Stromberg (Wn. 
Stromberg’s of Hollywood), Ist vice presi- 


——-— 
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Earrings in various patterns in 14 kK‘ 
Green and Red Gold 

St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match. 


Love Knot Ring—14 Kt Red and 
Green Gold Combination in four sizes. 
—— Cuff Links and Studs to 
match. 


Our comprehensive line of 
Gold, Platinum and Enamel 
Novelties, including Vanity, 
Cigarette and Card Cases 
are distinctive and have 
sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


West 48th Street * New York 
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dent; Bob Wolman (Philip Wolman & 
Co.) 2nd_ vice president; Lynn Willis 
( Willis—Y our Jeweler), secretary; and A. 


W. Baerthlein (E. W. Reynolds Co.) 
treasurer. 

Thirty-eight new members were gar- 
nered for the group. 

Results of the golf tourney showed 


Richard Ewart of Santa Monica in with 
Ist low gross, Guy Hanson, second low 
ross , and Ted Brown of Long Beach, 3rd 
low cross. Lynn Willis captured first low 
net, with Jerry Ostermier (Podmore’s, 
Huntington Park) 2nd low net. Sam 
Haffner (1. Behrstock) won blind bogey. 

Toastmaster for the dinner was “gol- 
den tongued” Jimmy Apffel (James Apftel 
& Co.) who did an unuusally fine job of 
moving things along. 


——_—____—. 


Flex-Let Adjusts Prices 
To Allow Greater Mark-Up 


As the result of an intensive survey 
which showed no immediate likelihood of 
a lowering of costs of doing retail business, 
the Flex-Let Co. this month has taken a 
realistic and progress:ve step. 

On 14 new band numbers the company 
has adjusted its pricing ‘to allow retail 
jewelers a greater mark-up than ever. 


Thus Flex-Let once again shows _ its 
recognition of the importance of the re- 
tailer in watch band merchandising by 


cutting its profit-potential to enable the 
retailer to enlarge his earnings. 


California 24-K Club Members 
Attend Fact-Packed Meeting 


Ins and outs of legislation and _ steps 
necessary in promoting a desired reform 
from the talking stage to the written law 
were dramatically presented to members 
of the Jewelers 24 Karat Club of South- 
ern California at a meeting held on June 
14th in Los Angeles. Jeffrey Morgan, 
playwright-lecturer, and former member of 
the California Legislature, principal 
speaker at the meeting, gave the 50 mem- 
bers and guests attending an inside re- 
port on how a legislative body works and 
what steps groups interested in putting 
across specific bills should take to get 
them before and through the legislature. 

Five-minute reports from members and 
guests made for a solid action and fact 
packed evening with the following being 
heard. 

Manny Lippett of Shaw’s, Santa Mon- 
ica, having just returned from the East 
Coast, reported on conditions as he found 
them there. Pessimism, he said was quite 
prevalent among the smaller watch manu- 
facturers and diamond merchants. with 
production tapering. 

Max Strasburg, of Strasburg’s of Holly- 
wood, presented a brief summary of ac- 
tivity in the national jewelry field. Cap- 
sule reports on fair trade, P.X., and excise 
tax fight continuation were included. 

Frank Stirling, E. W. Reynolds Co.. 
stressed the role of the wholesaler in the 
jewelry picture and the trend to lower 
inventories on the part of the retailer. 

The formation and activities of the 
Jewelry Research Foundation were ex- 
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of Bulova. The 
guaranteed and 
subscription of 


plained by Harry Prezant 
support of this area was 
tuere was an immediate 
funds. 

The following new members were in- 
troduced: Joseph Koben, Louis Bold 
(Benrus), and Murray Strasborg (new Pa- 
cific Coast manager for Swank) 

At the close of the meeting a special 
extra-curricular session was held by the 
retailers to discuss the re-appearance of 
jewelry auctions in many areas and wha! 
action is to be taken with regard to them. 





Meyer Jewelry Company Names 
Conheim New Vice President 


Melville B. Conheim has been appointed 
vice president and general manager of the 
Meyer Jewelry Co., Detroit, Mich., accord- 
ing to a recent announcement by Meyer 
Rosenbaum, president. 

Conheim was formerly the principal 
owner of the Kent Jewelry Co., whose 
merger with Meyer Jewelry Co. was re- 
cently made known. He is a native De- 
troiter, who entered the jewelry business 
at the age of 20, being the third generation 
of his family to follow this business. Con- 
heim will be active in all phases of man- 
agement and merchandising for the four 
Mever Treasure Chest stores. 


Hess Jewelry Changes Name 


On July 1, in addition to celebrating 
their first year in business, Wade F. 
Stephen and Gifford B. Durrer, proprie- 
tors of Hess Jewelry of Orange, Va.. 
change the firm name to Stephen & Durrer. 
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GATS EYES 
DIAMONDS 


In All Sizes 


Mounted Jewelry 
MEMO SELECTION ON REQUEST 


N. ZAIDENS CO. 


Importers of 
DIAMONDS & PRECIOUS STONES 


62 WEST 47th STREET 
NEW YORK 19, N. Y. 
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CRISTOBALITE 


Unquestionably the finest investment for gold and silver 


jewelry casting. Cristobalite is accurate. 





steam from castings. 


Easy to mix, dependable, easy to clean. Just wash or 


Jewelry manufacturers use 


Cristobalite invariably for high quality work. 





You can depend on Saunders to supply you with 


Cristobalite from recent shipments in any quantity you 
need from a drum to a carload. Storage arrangements 
made. Write for quantity prices. 





95 Bedford Street 


ALEXANDER SAUNDERS 


& C O - New York 14, N. Y. 
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Which is your 
Window? 








FADED display goods and fix- 
tures mean costly losses! 








UNSIGHTLY “‘blindfolds’”’ lose 
sales—protect only halfway! 











WITH FAMOUS 


- Chem 


TRADE MARK 


TRANSPARENT SHADES 


WHY suffer from sunfading—or why 
hide your windows? Like 75,000 other 
merchants, you can enjoy both Sun 
Protection PLUS Visibility. Just install’ 
Infra-Chem Transparent Shades! 
* This exclusive “miracle shade” gives 
top-to-bottom protection—stops both 
direct and reflected fading rays as awn- 
ings alone can’t do. Never weather- 
beaten nor shabby either, for Infra- 
Chem fits INSIDE your windows. 
* For lower display costs and more 
sales, see all the Inmfra-Chem story. 
Mail this coupon or write—TODAY. 





SAMPLES 
BROCHURE 
ESTIMATE 


RB 


FREE 





Chem test samples, and estimate data. All 
without charge. 
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50! N. Figueroa St., Dept. 308-C 
Los Angeles 12, California 


YES— Rush me new brochure, generous Infra- J 


RANSPARENT SHADE CO. 




















New Idea in Window Signs 


A new idea in window display cards and 
price tags has just been made available to 
jewelers by New Hermes, Inc., manufac- 
turer of engraving machines at 13-19 Uni- 


versity Pl., New York 3. 


STERLING SILVER FED. TAX INCL | 





ise | 


The cards and tags, in various sizes, are 
packaged in a handy kit of permanent 
black, washable and unbreakable Formica 
Plastic. Under the black is a layer of white 
which produces attractive, contrasting let- 
tering when engraved with prices and de- 
scriptions of merchandise on the New 
Hermes Portable Engraver. 

Equipped with this new kit of 100 For- 
mica tags, the retailer merely inserts a neat 
little plastic card in his engraving machine 
and in a matter of minutes has a finished 
sign. 

The entire set of 100 pieces in five dif- 
ferent sizes is offered to owners of New 
Hermes Portable Engravers at $10.00. 


Brazil President a Gruen 


A unique watch was recently presented 
to President Eurico Gaspar Dutra of 
Brazil by Jacques Leal, director of exports 
of the Gruen Watch Co. This 18-K gold 
watch is jeweled with 21 rubies and two 
diamonds. 

Only a limited number of these watches 
have been manufactured, and they are re- 
served for men of great distinction and 


renown. Among the owners are former 
President Herbert Hoover, Charles A. Lind- 
bergh, and the late General John J. 
Pershing. 


This Gruen was a gift of Gruen presi- 
dent Benjamin S. Katz as a token of 


esteem for the President of Brazil and the 


ereat nation he represents. 


--—— 


Waterman 
Research 
Engineer 


Dr. Felix L. Yersley 
Adm. Engineer, 
Research and 
Development, 

L. E. Waterman Co. 





Dr. Felix L. Yersley has been appointed 
Administrative Engineer in charge of all 
for the L. E. 
manufacturers, 


research and development 
Waterman Company, pen 
New York. 

Dr. Yersley was formerly associated with 
the Bell System and Western Electric. He 
has also been associated with the Bendix 
Aviation Corporation as Development En- 
gineer and with E. I. duPont de Nemours 








& Company as physicist in charge of physi- 
cal research on neoprene and rubber. _ 


Kreisler Guarantees Against 
Price Decline 


. The Jacques Kreisler Manufacturing 
Corporation, North Bergen, N. J.. recently 
made the following guarantee to cover the 
retailer: 

“The Jacques Kreisler Manufacturing 
Corporation guarantees against a price de. 
cline, the wholesale price of all merchan- 
dise sold up to January 1, 1950. 

“Should the wholesale price of any item 
be reduced, a retroactive credit for the 
difference will be posted to your account 
covering all your purchases of that num. 
ber from July 1, 1949, to the date of the 
price reduction” 

Mary Dunhill Visits U. S. 

After her first visit to the United States 
since the war, Mary Dunhill, founder of 
the internationally known firm bearing her 
name and daughter of Alfred Dunhill. 
founder of the world-wide Alfred Dunhill 
organization, has returned to England. 

Accompanied by her husband, Dr. F. 
Geoffrey Holman, Miss Dunhill, during her 
stay in the United States, laid the ground- 
work for the full restoration of the Mary 
Dunhill business in England, which has 
been severely hampered since the begin- 
ning of the war by the stringent British 
austerity regulations. Also during her stay 
here, she renewed old friendships in the 
American Dunhill organization. 
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14 kt. Gold & Platinum 


Cigarette-Cases 
Powder-Boxes 
Lip-Sticks 
Bracelets, Rings 
Brooches, Clips 
Ear-rings 
Necklace Clasps 
Cuff-Links 


GUTENSTEIN BROTHERS 
18 East 53rd Street 
NEW YORK, N. Y. 


Pacific Coast: Hubert A. Wood 
649 So. Olive St., Los Angeles, Cal. 
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Horn of Plenty Ring 
Carries ‘Promise’ in Design 

Latest wrinkle in courting a girl with 
vows of “mink and diamonds” is to present 
her with a new palladium and gold wed- 
ding ring that actually carries the same 
message in its design. 

Known as the “Horn of Plenty,” this 
unique nuptial band portrays embossed 
figures of a cornucopia. 

Instead of fruit, there are tiny diamonds, 
rubies and sapphires set in precious white 
palladium spilling from the three gold 
horns circling the ring. Designer O. M. 
Resen points out that the total of nine 
stones may be had in any combination 
desired. Diamonds may be used exclusive- 
ly, or three of each stone for a multi-color 
effect. 

Retail price is from $85 to $125, de- 


pending on the gems used. 


Exec. V. P. & 
Gen. Mor. 
Schick 


Wallace N. Guthrie 
Executive Vice- 
President and 

General Manager, 

Schick, Inc. 





Wallace N. Guthrie has been appointed 
executive vice president and general man- 
ager of Schick, Inc., makers of Schick 
Electric Shavers, it was announced by 
Kenneth C. Gifford, president. 

As an executive of the Cuno Engineering 
Corporation, Meriden, Conn., from which 
he has just resigned as president, Mr. 
Guthrie became well acquainted with 
Schick operations and personnel. During 
the war, when manufacture of electric 
shavers was restricted, Schick received a 
sub-contract from Cuno for production of 
a huge quantity of aircraft lubricating oil 
filters, Through this operation, Mr. Guthrie 
acquired so much knowledge of Schick and 
the company become so convinced of his 
ability that he was elected a director in 


1946. 


Topflight Catalog Out 
The Yorktown Advertising Agency re- 
cently completed a booklet for Topflight 








GEM STONE 
ENGRAVING 


* FINE PORTRAITS - CAMEOS 
* INTAGLIOS - SEAL ENGRAVING 
* WARRIOR HEADS - REPAIR WORK 


* Original Designs Made to Order 


EWALD LEYENDECKER 


595 Fifth Ave., New York 17, N. Y. 
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Tape Company, of York, Pa., describing 
the complete line of self-adhesive printed 
tape, made by Topflight and giving speci- 
fications of each type, and suggested uses. 
Copies of this folder are available on re- 
quest. 


Self-Contained Hand Torch 


The new I.C.C. approved Torchmaster is 
a general utility, self-contained hand torch 
only 214” by 13”, burning liquid petroleum 
gas (Butane, Propane, etc.). The torch 
will do light brazing, soldering, and in- 
numerable heating operations. It is of steel 
construction, satin-chrome finished, and 
of precision manufacture throughout. 

Jewelers find new conveniences afforded 
them by use of the Torchmaster. I.E.P.C. 
lists the Torchmaster at $19.50 without 
filling adapter; complete with adapter and 
iridescent baked enamel finish for $22.50. 
Descriptive literature is available from In- 
dustrial Engineered Products Co., 7416 
Melrose Ave.. Los Angeles 46, Calif. 


The West Coast 


q Guy E. Alterton has moved into new 
quarters in his new building at 714 Santa 
Cruz Ave., Menlo Park, Calif. Mr. Alter- 
ton has been engaged in the manufactur- 
ing and retailing of jewelry in the Penin- 
sula district for the past 25 years. 

q Wallace Jewelers, owned by Wesley W. 
Wallace, have moved to a new location at 
11425 Long Beach Blvd., Lynwood, Calif. 
They were formerly located at 11304 Long 
Beach Blvd. in the same city. 

q Edward Elefant & Co., wholesale jewelry 
firm owned by Julius C. Punchi and Ed- 
ward Elefant, has just moved into new off- 
ces at 704 Market St., San Francisco. The 
new offices, which are considerably larger 
than their former quarters, will enable 
them to display their merchandise more 
advantageously to the retail trade. The 
firm was formerly located at 46 Kearney 
St.. San Francisco. 

q Ernest Salzer, for 25 years a retail 
jeweler in Cleveland, Ohio, has opened a 
new retail store in San Diego, Calif., under 
the name of Salzer Jewelers. The firm is 
located at 405 “C” St. 

q Thorne’s Credit Jewelry store of Oak- 
land, Calif., has been purchased by Albert 
Kielson, formerly of Pittsburgh, Pa., and 
will be operated under the name of Horne 
Jewelers. Mr. Kielson has been active in 
the jewelry trade in and around Pittsburgh 
for 28 years. 

q H. B. Voll has just opened a new mod- 
ern retail store in Los Altos, Calif., under 
the name of Voll Jewelers. He has been 
in the jewelry business in northern Cali- 
fornia for 27 years. 

q New offices of Peter Delmas, well known 
jeweler and watchmaker, are located in 
the Phelan Building, 700 Market St., San 
Francisco, Calif. 

q Bolton’s Jewelry Co. have just moved 
into their new store at 312 Broadway, King 
City, Calif. The firm has been in the re- 
til jewelry business in King City and Gon- 
zales, Calif.. for the past 15 years. 
































14° DEGREE 


MASONIC RINGS 
created by Gran 


No. 1796 A fine quality ring, specially priced 
for quantity sales. 





No. 1795 An exquisite band ring with raised 
32nd Degree Emblem, in white gold and asso- 
ciated emblems flush in proper colors. 


These Masonic Rings are available 
with any desired combinations of 
emblems at remarkably low prices. 
They have the well known fine finish 
for which “Gran” Emblem Rings are 
noted. 

Your inquiry about these and other 
rings in the Gran Line for 1949, will 
receive prompt response. 


QIRSUN 


AND COMPANY INCORPORATED 


Manufacturers of America’s 
Better Fraternal Ring Line 


546 So. Meridian St. © Indianapolis 4, Ind. 























ENJOY USING--— 
THE FINEST 


Type WW Wire Chucks 5 mm 
capacity always in stock at 
leading material dealers. 


Dee sbaccaas $7.80 
 .. ae 
No. 2 ehbaeus 6.60 
Se ‘kebaccus 5.10 
No. 3-64 ‘one Oe 


TYPE WW 


GENUINE JEVIN TOOLS 


CARRY THIS TRADEMARK 
TYPE D 








Type D Wire Chucks 8 mm 
capacity. 


‘No. 1 er 
No. 1% ..... 8.10 


ae | seaws 7.20 
No. 2% ..... 6.00 
No. 3-80 ..... 4.80 


ASK YOUR DEALER FOR 
1949 LEVIN CATALOG ‘’E”’ 
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A SUPERIOR 
SILVER POLISH 


CAMPBELL’S 
SILVER 
SHINE 


CLEANS 
with little 
effort... 
Safe too. 
Nothing to 

\ injure hands. 


SELLS FOR® 
50c 
A BOTTLE 


You pay less 
than half 
that! 





ta 
IT PLEASES! 

Anda ; 
pleased customer } 

always 
comes back 
for more. i | PBI | 
TRY IT! . 


Only $3.25 

per dozen 

Order No. 
18265 
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C. & E. MARSHALL CO. 


BOX 7737, CHICAGO 80, ILLINOIS | 


RAISE CASH | 
some ee 


Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 














ep ee 


We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 


in this field. 
Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 
Phone: BU 4-4698 
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Outstanding Program of Speakers and Sports 
Features Convention of New Hampshire RJA 


Head table guests at the 34th annual ban- 
quet of the New Hampshire Retail Jewelers 
Association were: Upper left hand corner, 
left to right: Mr. and Mrs. M. A. Noury 
of Manchester, N. H. (Mrs. Noury was 
re-elected secretary-treasurer of the asso- 
ciation); Mr. and Mrs. Louis Lemay of Man- 
chester, N. H. (Mr. Lemay was elected 
president). Upper right hand corner, left 
to right: Mr. and Mrs. Richard T. Liddicoat, 
Jr. (Mr. Liddicoat is director of Eastern 
Headquarters, Gemological Institute of 
America); and Lloyd Daniels of Rockland, 
Maine, newly elected president of the Maine 


—— 





Ideal vacation weather combined with 
salty sea air, a fine program of speakers 
and sports, plus an elaborate array of 
prizes, to attract a record-breaking attend- 
ance as nearly 400 jewelers, their wives, 
and families and guests, registered for 
the 32nd annual convention of the New 
Hampshire Retail Jewelers Association at 
the Hotel Wentworth-by-the-Sea,  Ports- 
mouth, N. H., on June 26 and 27. 

A good time was promised, and had, by 
all, from the moment they registered at 
the door with the able committee, which 
included among others, Mrs. Albert E. 
Alie, Mrs. Conrad Alie, Mrs. M. A. 
Noury, Miss Jeanne Rivierge, Patsy Allie, 
and [rene Hulsander. 

Entertainment—and was plenty 
ranging from swimming, golfing, soft ball, 
and games to dancing, concerts, and a 
floor show—was handled by a committee 
headed by George W. Stuart, and includ- 
ing Mrs. Addie F. Goodell and Herman 
Page. Jack Sawyer headed the souvenir 
and prize committee, and, thanks to gener- 
ous donators, there were door prizes and 


there 





Other head table guests at the dinner in- 
cluded, left to right: Mr. and Mrs. William 
Preston of Burlington, Vt.; and Mr. and Mrs. 
John McNamara of Boston, Mass. (Mr. 
McNamara is president of the Diamond 


Peacock Club). 


a e 





RJA. Lower left hand corner, left to right: 
Mrs. Addie Fiske Goodell, of Epping, N. H., 
immediate past president of the New 
Hampshire RJA; George W. Stuart, of Con- 
cord, N. H., master of ceremonies; and Mr. 
and Mrs. Albert E. Alie of Dover, N. H. 
(Mr. Alie is retiring president of the asso- 
ciation). Lower right hand corner, left to 
right: Rev. and Mrs. William Lewis, Ports- 
mouth, N. H.; and Mr. and Mrs. Robert 


Abbott, of Lowell, Mass. (Mr. Abbott 
is vice president, New England region, 


ANRJA). 


$$$ es 


special awards for more than 100 lucky 
winners. 

Sports were under a committee headed 
by Conrad E. Alie of Rochester, N. H., 


ILVERWARE 
RECONDITIONED 
\ \ | AP 
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established 46 
years and staffed with the finest crafts- 
meti in the country, do your work and 
GUARANTEE IT! 


Let our organization, 


SILVER PLATING 
GOLD PLATING 
HOLLOW WARE 
NEW PARTS REPRODUCED 


ENGRAVING REMOVED, REFIN- 
ISHED, REPLATED AND LAC- 
QUERED 

Repairing of the most intricate nature 


on sterling and plate, for the discrimi- 
nating jewelers from coast to ccast. 


Send pieces for accurate estimate, 
or for approximate estimate, write to: 


OXFORD SILVERSMITHS CO. 


REPAIR DEPT. 
Established 46 Years 
875 2ND AVENUE NEW YORK 17, N. Y. 
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and the seven-inning soft-ball game be- 
tween New Hampshire and Massachusetts 
jewelers was won by the former 10 to ¢. 
Golfers came from far and near, the more 
distant teers-off including Herbert Thomae, 
Attleboro, Mass.; George Lair of Kre- 
mentz & Co., Newark, N. J.; Billy Harber, 
New York City; and Joe Fulcoly of Bailey 
Banks & Biddle, Philadelphia. Some of the 
jackknifing and backward-flip divers at the 
<wimming pool included Paul Lifsett, Na- 
thaniel I. Goodman Co., Boston, and Alice 
Prince. daughter of Edward Prince, Prince 
Jewelry, Franklin, N. H.—the latter a 
junior life saver. | 
Sunday, June 26. was given over to regis- 
tration, dinner, and a concert and enter- 
tainment in the evening. Miss Martha 
Percilla, Fashion Director for the Jewelry 
Industry Council, spoke on “Fashions in 
Jewelry.” On Monday, following invoca- 
tion by the Rev. William W. Lewis of 
Portsmouth, N. H., Albert E. Alie, presi- 
dent. extended greetings and the meeting 
started with a talk on “Modern Develop- 


ment in Gems and Gem _ Testing” by 
Richard T. Liddicoat, Jr., Director of 


Eastern Headquarters, Gemological Insti- 
tute of America. This was followed by an 
“Elgin Film” through courtesy of Elgin 
Watch Company, and a talk on “The Na- 
tional Association” by Robert Abbott of 
Wood-Abbott Co., Lowell, Mass.,  vice- 
president of the New England Region, 
ANRJA. 

Reports of officers and elections brought 
the business to a close. Louis 
Lemay of Lemay Brothers, Manchester, 
N. H., who had served as vice-president, 
was elected president to succed Albert E. 
Alie; Walter Sawyer of Keene, N. H., was 
named vice-president; and Mrs. M. A. 
Noury of Manchester was re-elected secre- 
tary-treasurer. 


sessions 


A sports program occupied Monday 
afterncon, followed by the banquet. 


Among many specially honored at this gala 
dinner were Louis Kaplan, New York City 
diamond cutter; Eugene Sanger,  well- 
known Boston jeweler; Howard Wright of 
the Louis A. Jacobson firm, Boston, who 
was marking his 42nd year in the jewelry 
business; and Mr. and Mrs. Robert Bren- 
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LET US SHOW YOU 
HOW T0 OPEN 
a CAMERA 


MULTIPLIED 
y 10\ DEPT. at 
NEW LOW COST 


27 MILLION PEOPLE USE UP 
CAMERA SUPPLIES EVERY WEEK 


Have you a corner in your store that doesn’t 
pull its weight? Use it to get this profitable 
traffic moving through your store. We show you 
how with complete details for organizing your 
new department. Free sales promotion ideas. 
Eastman and Ansco displays, suggested stocks, 
ete. We back you up with fast deliveries from 
one of the largest stocks in the east. If you 
want to multiply store traffic and add a fast 
moving new line, write us today. 


GAMERMAN’S WHOLESALE DEPT. B-98 
3808 Eastern Ave. Baltimore 24, Md. 
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THE MASKED MARVEL 





A heckler at the banquet sits in at the 

table occupied by Mr. and Mrs. Robert 

Brennan of Speidel Corporation (left) and 

Senator’ Vincent Chapman, Jewelers Board 
of Trade (right) 


nan, of the Speidel Corporation, who were 
celebrating their 14th wedding anniver- 
sary. 

Many special prizes were awarded by 
Jack Sawyer’s committee along’ with 
several to the lucky holders of door tickets. 
Top prize, a television set donated by the 
Speidel Corporation, was won on the draw- 
ing by Paul McLeod of Woodbury & Me- 
Leod, Inc., Haverhill, Mass. 

Following the banquet an excellent floor 
show was presented in the hotel ballroom, 
which included Angus Ross, with Scotch 
songs and stories; DeCosta and Ferrari in 
an outstanding musical number; the Lewis 
Moonlight Serenadors—and, to top it all, 
the thrilling acrobatic dancing number by 
the Marino Sisters, well-known in Boston 
jewelry circles. 


eee oe - 


Landers, Frary & Clark Report 
10% Gain in Appliance Sales 


During the first 24 weeks of the current 
year, portable appliance dollar volume ot 
Landers, Frary & Clark was approximately 
10 per cent greater than in the comparable 
1948 period, Robert M. Oliver, general 
merchandise manager, portable electric ap- 
pliance division, disclosed recently. 

Mr. Oliver, a former vice president of 
Proctor Electric Co., attributed the 10 per 
cent gain to aggressive merchandising and 
selling. He said the company will have 
increased its sales and merchandising staff 
80 per cent by August 1 compared with 
March 15 despite distributor opinion that 
the almost universal declining market in 
appliance sales calls for less rather than 
more sales personnel. 

Mr. Oliver reported that substantial vol- 
ume gains in the company’s automatic 
coffee maker during the first 24 week period 
were primarily responsible for the 10 per 
cent portable appliance increase. 


Wittkes Dissolve Business 


The retail jewelry business of F. & G. 
Wittke, Inc., Elizabeth, N. J., has been 
dissolved. Fred G. Wittke is now sole 
owner of a general jewelry and repair 
business at the firm’s old location, 922 
Elizabeth Ave. 

George T. Wittke has opened his own 
jewelry store and watch and clock repair 
business at 634 Galvin Ave., Roselle, N. J. 
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Why share risks 
with a mixed 
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when you can 


insure with @ 
Selected group 








... and save 30%? 


Tue rate you pay for insur- 
ance is based on the average 


loss ratio. 


So, why insure with a mixed 
group where the average loss 
ratio is high? 


You are eligible to insure in 
the ''jewelers' own company,’ 
insuring only jewelers and 
those in related lines. Because 
jewelers are a good risk class, 
our loss ratio is lower. Sav- 
ings (currently 30%) are re- 
turned to policyowners as divi- 


dends. 
A postcard will bring full in- 


formation. 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


Jewelers’ Insurance Bidg. 
Neenah, Wisconsin 


Offices in New York and Chicago 
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THOMAE NOVELTIES 
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PHOTO CASES 


One shown for 3 pictures, approximate size 
1% x 2%. 

Also made for 2, 4, 5, and 6 pictures regularly 
or for any number on special order. Sterling 
silver or 14 Kt. gold. Illustrated price list 


available. 


CHAS. THOMAE & SON Inc. 
15 Maynard St., Attleboro, Mass. 
Style, quality, and finish for over 28 years 
“SOLD TO RETAIL JEWELERS ONLY 








THE 


Yishor SPORTS LINE 
CHARMS AND MEDALS 


OR 
ALL EVENTS 


7O YEARS OF 


QUALITY AND SERVICE 
THROUGH THE WHOLESALER 












SPORTS CATALOG ON REQUEST 


J. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 
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FINE STERLING 
HOLLOWWARE 


and 


AUTHENTIC ANTIQUE 
REPRODUCTIONS 


2 DIMES ans Srores 


BOSTON, MASS. 








Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR WEG. CO. 


<EY Mot. €09NN 
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q Although modernization and _ redecora- 
tion has occurred in many quarters in the 
Washington Building during the last year 
or two, it has remained for this exclusively 
jewelry trade building to now undergo a 
bit of refurbishing for itself. A new en- 
trance is being erected, with new plate- 
glass doors, modern corridors, and a 
lowered ceiling with new lighting effects 
being installed to greatly modernize the 
place. 

q A special display from the American 
Museum of Natural History, New York 
City, was on view at Stowell & Company’s 
store, Boston, recently, and included the 
much-talked-about Linde synthetic — star 
sapphires and star rubies. Along with the 
man-made star sapphires and rubies, there 
was what Stowell’s called its “piece de 
resistance’—a synthetic star ruby weigh- 
ing 109.25 carats, which is larger than 
the famous 100-carat Delong Ruby, be- 
lieved to have been the world’s largest. 
the exhibit attracted hundreds of visitors 
to the store. 

q George Vassel, formerly located at 23 
Mechanics St., Marlboro, Mass., has just 
opened a new jewelry store at 223 Main 
St. in the same city. 

|@q Richard Carlmark has joined the ship- 
| ping department of the H. W. Stranger 
| Co., 3rd floor of the Washington Building. 
| Herbert Stranger, Sr., is plying his new 
_cabin cruiser in Cape Cod waters, having 
joined the list of ocean-cruising jewelers 
which now include, among others, Roy 
Brooks of Mauran Watch Co., 712 Jewel- 
ers Building, who has been cruising off 
Newport, R. I., and Herbert A. Guiness of 
the Louis F. Guiness Co., 711 Jewelers 
Building, who has been boating around 
Provincetown, Cape Cod. Edwin Guiness 
of the same firm, recently landed a five- 





pound pickerel while fishing in Lake 
Keezer, Maine, a near-record catch for 
the season. 

q Herbert Stranger, Jr., of the H. W. 


Stranger Co., a regular “fire-eater,” has 
kept up his reputation in that line with 
two recent jobs which have earned him 





city or town checks for his assistance to 
fire departments. A Truro, Cape Cod, fire 
‘on June 10, near the Stranger summer 
_home, and a woods fire in Milton, Mass., 
on July 5, were among his more recent 
jobs. 

q During the 4th-of-July celebration at 
Franklin Field, Dorchester, Mass., Mrs. 
Rose Marshall, of Travis-Farber Co., 906 
| Jewelers Building, added another trophy 
to her collection—taking a silver medal 
as winner of the 50-yard dash for mar- 
‘ried women. Her numerous triumphs of 
recent months have been bringing her 
letters of congratulation from all parts of 
the country as friends read of them in 
these columns. 

q New wall cases have added to the at- 
tractiveness of the M. S. Page Co. quar- 














EW ENGLAND 


ters, 508 Jewelers Building. Meantime 

their New England salesman, “Joe” Ma. 

honey, reports that during this hot sum- 

mer, Old Orchard Beach waters are the 

best they have been in 20 years, 

q Miss Doris Perry, accountant with the 

Nathaniel I. Goodman, Inc., firm, 1006.7 

Jewelers Building, is going for an extend. 

ed trip through Canada. Meantime, Mrs. 

“Nat” Goodman is on a fishing and camp. 
ing vacation in Milford, N. H. 

q A. J. Langevin has opened a ney 
jewelry store at 256 Hamilton St., South. 
bridge, Mass. 

q Arthur Wright of Mautner Co., 4) 
Jewelers Building, attended the convention 
of the Fairfax Distributing Co., Kay 
Jewelers, and affiliates which brought to. 
gether company managers and executives 
from coast to coast at the Plaza Hotel. 
New York City, July 3 to 7. 

q Larry Glidden of the L. S. Glidden Co.. 
Washington Building, on vacation in Gil. 
manton Iron Works, N. H. (according to 
the postmark on a card mailed from there, 
and picturing the Community Church). 
writes of “pink cushions, stuffed with hay 
and of doors on the ends of pews, and a 
girl pumping the organ.” 

q Elmer H. Kipp of the Jorge Epstein Co., 
412-16 Washington Building, is convalese- 
ing fellowing two weeks’ illness in the 
hospital. 

q Members of the Boston Jewelers Bowl- 
ing League. resting up during the summer 
months, will resume their rolling on Tues- 
day nights, beginning Sept. 13, but at a 
new location—the Commonwealth Recrea- 
tion Alleys, 1105 Commonwealth Ave. 

q While New England has baked in sum- 
mer heat and drought, customers and 
clerks at the Barry & Epstein Co., 400-401 
Washington Building, have enjoyed being 
in the only air-conditioned quarters in the 
building. 

q Elaborate plans for new doors and win- 
dows at the A. Stowell & Co. store, Winter 
St., are under way, with actual construc: 
tion hidden by heavy boarded-up sections 
which cover half the store front. As soon 
as this half is completed the other half 
will be modernized. Work is being done 
by William Edwards, architect, of Boston. 
Meantime, two attractive shadow-box dis- 
plays relieve the bare wooden store front- 
age, indicating that the place is still open 
for business. 

q As this issue went to press, plans were 
under way for the annual summer meet: 
ing and outing of employees of the D. ©. 
Percival & Co., Jewelers Building, to be 
held late in July, at a location not then 
decided upon. 

q Jack Sawyer of Laconia, N. H.. 
elected president of the Lions Club of that 
city, taking office on June 28. 

4 Frank E. Morrow of Camden, Maine. 
for several weeks at the Pratt 


was 


was ill 
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Diagnostic Hospital, Boston. but is now 
hack at his home convalescing. 

q Homer's Jewelry Store, Winter St., has 
been holding its 67th annual markdown 
sale. . 

q Harold Parritz, son of Reuben Parritz, 
of Harry Parritz & Brother, 315-16 Wash- 
ington Building, graduated from Yale 
University in June, and will enter Harvard 
Medical School in the fall. 

qW. C. Schwind of R. C. Jewelry Co., 
Rumford, Maine, has been going through 
the chair of the Elks Lodge in that city. 
4 Mrs. June Reilly, formerly associated 
with Smith & Zaff, 309 Jewelers Building, 
hefore her marriage, is back with the firm 
during the summer holidays of James 
Bridges and Marilyn Jenkins. 

q Harold W. Battis, jeweler, 701 Washing- 
ton Building, recently named worthy grand 
patron of the Grand Chapter of Massa- 
chusetts, Order of the Eastern Star, will 
head delegates to the 26th triennial as- 
sembly of the General Grand Chapter, 
which has world-wide jurisdiction of the 
order. at Toronto, Ontario, Aug. 8 to 11. 


Apex Watch Case Company 
Formally Opens New Plant 

A large turnout attended the formal 
opening ceremonies of the Apex Watch 
Case Mfg. Company's newly-constructed 
modern plant in Greenwich, Conn., on 
July 20. The firm, which was formerly 
located at 304 E. 45th St., New York, re- 
cently moved to their new plant which con- 


tains some 25,000 square feet of floor 
space. 
= | 


is Your diamonds 
look better 
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" WALLACH 


MOUNTINGS 





A FULE LINE 
oe oe .. | 
GOLD and PLATINUM | 
MOUNTINGS ~ 
me lothe™ | 
' WHOLESALE ‘TRADE 


WALLACH JEWELRY 
M F G. CO. 


213 SOUTH BROADWAY 
LOS ANGELES 12, CALIF. 
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Richard Jaccarino founded the Apex 
Watch Case Mfg. Co. in 1920 and is still 
actively engaged in the business. 


Award Twelve Fellowships 
To Silversmithing Conference 

Twelve teachers of metal work in univer- 
sities, colleges, art schools and high schools 
in the United States and Canada have been 
awarded fellowships to attend the third 
national Silversmithing Workshop Con- 
lerence for teachers to be held this month 
(August 1-26, 1949) under the sponsorship 
of Handy and Harman, refiners of precious 
metals, at the Rhode Island School of 
Design in Providence. 

Baron Erik Fleming, Court Silversmith 
to His Majesty, the King of Sweden, will 
conduct the conference, which will be 
under the direction of Margaret Craver, 
consulting silversmith to Handy and Har- 


man. Baron Fleming holds the highest 
international honors for his work which 


is represented in museums here and _ in 
Europe. 

This is the first year the conference has 
been open to high school teachers. This 
is also the first conference at which Canada 
has been represented. 


J. W. Wolfenden Corporation 
Opens Factory in Attleboro 

A new concern has been added to the 
long list of jewelry manufacturers already 
doing business in Attleboro, Mass. 

The new firm is the J. W. Wolfenden 
Corp., manufacturers of sterling — silver 
hollowware and specialties, including chil- 
dren’s goods, steak sets, etc., in the popular 
price range. The factory occupies a new 
steel and brick structure at 43 Forest St., 
designed for straight line production. 

John W. Wolfenden, president of the 
new concern, was formerly a partner of R. 
Wolfenden & Sons. George E. Ryan, 
treasurer and general manager, was for- 
merly assistant to the executive vice presi- 
dent of Evans Case Co. Robert L. Ryder, 
vice president and sales manager, was with 
G. H. French & Co. and Watson Co. Robert 
.. Ratte, vice president in charge of pro- 
duction, was with Evans Case Co. and 
American Metal Crafts Co. 

Present representative include Frederick 
B. Platt. New York; Samuel Feldman & 
Sons, Chicago: Herman Hirsch, Los An- 
geles; Larry Lawrence, South, and Herbert 
C. Johnson, New England. 





Jewelry Items Are Included 
In Mexico's Ban on Imports 


In order to safeguard the stability of the 
new par value of the Mexican peso (8.65 
pesos to one U. S. dollar), the Mexican 
government has issued a list of 207 items 
which may no longer be imported into 
that country. 

Although the bulk of the new items 
affected by the import prohibition are tex- 
tiles and clothing, a number of jewelry 
products are also banned under the decree. 
The most significant items of jewelry 
included are: (1) all products with adorn- 
ments or accessories of gold or platinum, 
and (2) jewels and all kinds of silver with 
fine stones or pearls. 








HOT DOLLAR ITEM! 
Fast. Moving! Traffic ITEM! 











SILVER HAND MADE 
PICKLE FORK or OLIVE SPOON 


Ideal for Brides, YOUR COST 60c. 
Anniversaries, $7.20 A DOZEN 
Hostesses,s Home. 1 DOZEN MINIMUM 


HENRY MARSHALL CO. 
333 Washington St. 


Boston, Mass. 










PEARL 


RESTRINGING 
For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 
WE COMPLETE YOUR WORK 


THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 































A WEDDING 
RING 





“THE BETTER 
KIND” 








¢ Coronet Jewelers in the City Line Center 
—Philadelphia’s new $5,000,000 shopping 
development—is one of the sponsors of a 
beauty and talent contest. The unusual 
promotion is seeking the most beautiful 
girl within a five-mile radius of the City 
Line Center to represent them in the “Miss 
Greater Philadelphia” contest. Winner of 
the latter goes to Atlantic City for the Miss 
America Pageant in September. The final- 
ist will be chosen during elaborate outdoor 
ceremonies held at the City Line Center. 

q Barr’s five stores received some prestige 
publicity in connection with an article 
which appeared in the magazine section of 
the Philadelphia Inquirer on Sunday, July 
3. The article was titled “Why Diamonds 
Are Cherished Possessions” and included a 
picture of “Diamontologist Myer Bb. Barr, 
president of the Diamond Council of 
America” with more than a million dollars 
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land Ave. are leaving early in August fo; 
a vacation in New Orleans. A spokesman 
for the store mentioned that a decided in. 
crease in newspaper advertising within the 
past year has proved sufficiently profitable 
to justify continuing increased use of thi. 
media. 

q Mr. and Mrs. C. Edward Best of 62] 5 
o2nd St. are enjoying a prolonged vaca. 
tion at an unidentified recreation center a 
this writing. A spokesman for the store re. 
fused to divulge their location “so they 
can get a real vacation.” 

q The former Miss Ann Jagielky, niece of 
the well-known Louis Jagielky, Jr., was 
married to Louis Joseph Buckman of 
Philadelphia on June 22. Mrs. Buckman 
will continue as advertising manager of 
the Louis Jagielky store at 1603 Walnut 
St. 

q June romance busted out all over the 
Jagielky store. Just before Miss Jagielky 





worth of newly mined diamond crystals. 


became Mrs. Buckman, Miss Nanette 
Cuillo announced her engagement to Al- 
The wedding date has not 


Available in Platinum, 


Palladium, Yellow Gold 


q The Benz and Cagno store at 7118 Ger- 
mantown Ave. is still feeling the flurry of 
teen-age excitement caused by the display 


bert Perseo. 


BYARD F. BROGAN 


805 SANSOM STREET “Saeus 
PHILADELPHIA 


Styles Nos. DW713 and Mé/ 9 Illustrated | 























WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 


Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 





CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


+ Wholesale Jewelers 
134 So. 8th St. Phila. 7, Pa. 

















BOWMAN 


Technical School 
**Help Yourself to a Better 
uture’’ 

Courses for Success for 
Watchmakers 
Engravers Jewelers 
Write for free booklet, 
JOHN J. BOWMAN, Director 


Bowman Blidg., Lancaster, Pa. 





60 Years’ Service 























LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Established School—Est. 1894. Approved 
for P.L. 16 Veterans & 346 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept. “K’’? Ill’d Cataleg 
BAldwin 9-1376 








Art’ TT. Johnson, Principal 








of a Normandie watch along with an- 
nouncement of the contest through which 
it was awarded. The Miss Abbotts teen-age 
contest through which a Miss Teen-Age 
for each of 12 communities in the Phila- 
delphia area has been selected, was com- 
pleted the last week in July. A_ spokes- 
man for the radio station sponsoring it, 
WFIL, claims that a considerable percent- 
age of teen-agers who are just beginning 
to become jewelry customers and will be 
the jewelry customers of the future, have 
become gem _ conscious and_ especially 
watch conscious through this contest. 

q Nathan Kinckner, “Nat” to his friends, 
celebrated his 83rd birthday and his 40th 
year with M. Sickles and Sons during the 
past month. 

q Congratulations are being extended to 
Mr. and Mrs. Paul Kraus who were mar- 
ried on May 14. Since they returned from 
their honeymoon, the couple have moved to 
a beautiful ranch type house “on a hill 
with a view” in Feasterville, Pa. Mr. Kraus 
is affliated with Aisenstein & Gordon, Inc. 
q A spokesman for Aisenstein & Gordon, 
Inc., announces that the company has been 
appointed distributors for the Forstner 
Chain Corp. and the L. E. Waterman Co. 

q At the annual picnic of the Retail Mer- 
chants’ Credit Association held on June 
16, Louis Neff of 740 Sansom St. and Lewis 
Dewolf of 1 S. 8th St., entertained the 
boys with a diving exhibit. Mr. Neff is a 
former national diving champion and Mr. 
Dewolf was once the middle Atlantic div- 
ing champion. 

q The Jay-Kay Sales Corporation, 108 
South Eighth St., Philadelphia, has been 
appointed distributor for the new line of 
“Howdy Doody” watches especially de- 
signed for boys and girls. 

q Mr. and Mrs. Thomas Rafter, proprie- 
tors of the two R. S. Milner & Son stores 
at 1319 Point Breeze Ave. and 6434 Wood- 





yet been set. 

q C. Fred Muth, Sr., well-known in jewelry 
circles for several generations, once in- 
formed this column that he had retired, 
Apparently he is occupied with the only 
type of retirement a jeweler who once 
owned eight stores would find suitable. 
After a strenuous winter assisting his son, 
C. Fred Muth, Jr., of Jenkintown, he has 
re-opened his summer shop at 826 Board- 
walk, Ocean City, N. J. A spokesman for 
the store reports that he manages and 
actively participates in the work of the 
shop from ten to twelve hours a day—a 
schedule many a youngster would find too 
heavy. 

q More pre-eminent in the conversation of 
local jewelers these days than sports or the 
theater are tales of the annual picnic of 
the Philadelphia Retail Jewelers Associa- 
tion. It was held on June 28 at the Wood- 
crest Country Club, Haddonfield, N. J. 
with approximately 200 members and guests 
attending. At golf, Edward Malmud re- 
ceived a ten dollar gift certificate for the 
first low gross score of 86. George Bovard 
scored first low net of 72 for which he 
keeps the association trophy for one year 
and a personal cup permanently. Milton 
Smith scored a second low gross of 97 for 
which he received a putter. Jack Green is 
the proud possessor of a five dollar gift 
certificate for tying Charles K. Heine. 
Charlie is cooling off with the ice bucket 
he won. Guests who distinguished them- 
selves included James T. Gonnoud with a 
first low gross score of 82 and E. Wingert 
who took home a bronze trophy for a first 
low net score of 72. Frank Dutcher made 
a second low gross of 83 and A. Prigozen 
second low net of 73. Luncheon and din 
ner, cards and other diversions filled the 
day and delighted the crowd. 

q The following students graduated from 
the Philadelphia College of Horology dur- 
ing July: Gennaro Battaglia, Joseph Bo- 
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land, Richard Kelly, John Mossback, and 


Norman Quednow, all of Philadelphia ; 


Charles Bryan, Cologne, N. J.; Robert 
Dougan, Lansdowne; Edward — Fowler, 


Moorestown, N. J.; William Loader, North 
Hills, Pa.; Carlo Pirri, Bristol, and Ray- 
mond Barker, Wildwood, N. J. 

45S. C. Little of 510 W. Chew St. is 
‘nereasing advertising in neighborhood and 
church papers as an effective and inex- 
pensive means of bringing in business dur- 
ing the summer months. 

4 Joseph Fahrman and George Bb. Cola, 
owners of the Ferguson Jewelry store al 
9428 Kensington Ave. have added their 
names and “established 1897” to their 
larger ad in the Bell Telephone Directory. 
It is still too early to report whether the 
desired increase in confidence will result 
from this step but the féw customers who 
have already called and mentioned the ad 
seem to indicate it will be a success. 

4 Thomas H. Duff will return to Philadei- 
phia on vacation from his studies at the 
University of Washington August 19, with 
Mrs. Duff. He will then take his father’s 
place in the Thomas C. Duff and Son store 
at 1001 Chestnut St. while his father goes 
on a well earned vacation. 

q “The Jewel Box of North Philadelphia” 
is the slogan J. H. Myers and Co. have 
adopted. The slogan will be added wherever 
the Myers name appears. 

q Mr. and Mrs. Bruce Byall are exhibiting 
a slightly reddish tan from their recent 
vacation in Cape May. Mr. Byall is the 
owner of the C. R. Smith & Son store at 
18th and Market Sts. 

q Irving Huttner of Gurwood Jewelers, 
817 E. Allegheny Ave. returned from a 
vacation in the Poconos the last week in 
July to his new home. He has purchased 
a new duplex apartment. 

q Reggie Resnick, who bought the late 
Albert Sabul’s store less than a year ago, 
is planning to use tie-ins with moving pic- 
ture stars in the fall. Photos of the stars 
wearing jewels similar to those sold by 


the “Styler’s” store at 142 South 15th St., 











will help to move merchandise in this shop. 
q The Herbst and Klein store at 1035 
Chestnut St. is promoting the regular 
watch trade-in sale which this shop fea- 
tures every few months. Others who are 
featuring trade-in watch sales as an annual 
event each summer include: Christian J. 
Van Den Bergh of 5869 Germantown Ave. ; 
Harvey-Roberts of 5611 Chester Ave.; 
John J. Schellberg of 4925 York Road, and 
William E. Talbott of 4005 Lancaster Ave. 


a D 


Make Bid for Gift Business 
With Dignified Newspaper Ad 


Chapman & Fischer, Inc., retail jewelers 
of Syracuse, N. Y., made a bid for giil 
business with a dignified, institutional 
type of newspaper ad which emphasized 
the importance of fine gifts. 

The ad was headed by the caption: “A 
Gift For Every Occasion.” Copy read: 

“Nothing adds so much to the enrich- 
ment of living as a love of fine things. 

“A beautiful piece of jewelry or silver- 
ware, made from the precious metals, rep- 
resents the finest in workmanship and 
value—-a joy iO possess. 

“A gift, chosen in the quiet atmosphere 
of our shop will receive our individual at- 
tention, and be genuinely appropriate for 
the occasion. Jewelry for personal adorn- 
ment and lasting satisfaction. Silverware 
for everyone who loves a home.” 


Norma Fair Trades Pencil 
From Wholesaler to Retailer 


Samuel Jacobs, president of the Norma 
Pencil Corporation, 137 West 14th St., New 
York, recently announced that the Norma, 
the mechanical four-color pencil, is now 
fair traded from the wholesaler to the re- 
tailer. The pencil had previously been 
fair traded from the retailer to the con- 
sumer under the Feld-Crawford Act. 

Mr. Jacobs stated that all retailers will 
receive the same discounts per given quan- 
tity purchased. 








MEMBERS OF 24-K. CLUB 





REVEL AT FIRST BANQUET 


Fun reigned supreme at the first banquet of the Twenty-Four Karat Club of Philadelphia 
held recently at the club's new headquarters in the Benjamin Franklin Hotel. Approximately 
60 members attended the affair which was limited to the membership only. A gold key was 
presented to A. Leon Sickles of M. Sickles & Sons, Inc., in appreciation of his services as 
first president of the organization which was founded this year. The club is in the midst of 
planning a gala outing for an unannounced date in September. Golf, baseball, and "what- 
ever the boys want"’ will be added to the types of entertainment that made the first banque? 
such a grand success. 
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eeve & 
itchell 


Kalls aud Gage 


Never was there a 
silverware container so 
popular as the six-piece 
place setting roll! It is 
handy to use—lasts in- 
definitely—is good look- 
ing and low in cost. Your 
name label on each con- 
tainer is a lasting adver- 


tisement for your store. 


Sample on request. Please 
mention color or _ color 
combinations you prefer. 


NoteNew Address! 
Reeve & Mitchell Co. 


1898-1949 


300 Spruce St. 


PHILADELPHIA 6, PA. 
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We Have Moved 





the 





BUILDING 
20 Hopkins Place 


just one block south of our old 
location. Stop in to see the 
jewelry industry's newest and 
most up-to-date wholesale or- 
ganization. 


rw SEWEL EP 


BALTIMORE |!, MD. 
































BEAUTY YOU CAN SEE .. QUALITY YOU CAN TRUST 


DIAMOND 
RINGS 















If You Want T 
Sell More Diamonds 


»e YOU WANT TO 
SEE “Peerage” AND 
THE PROMOTION 
PLAN BEHIND IT! 


WRITE TODAY 
FOR FREE .,... 
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PEERAGE MEANS “PERFECT” 
DIAMONDS... Created By 


©} 








WHoLesaLe JEWELERS 


y | és 4m insTiTUTION 


oF DEPENDAB)()7, 


BALTIMORE ST. 
MARYLAND 
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q The L. Daiches & Son Jewelry store of 
Laredo, Texas, recently celebrated its 50th 
anniversary, receiving greetings from _ its 
many friends and patrons in the city and 


surrounding area. The _ store’s founder, 
Leon Daiches, together with his son 


Leonard, recently taken into partnership, 
and a number of other family members. 
formed a registration line at the store to 
receive friends. Assisting in receiving were 
two long-time employees, Mrs. Carlota 
Salinas, who has been with the store 30 
years, and Valentin Cruz Rivera, an em- 
ployee of 38 years. 

q Feder’s Jewelers, Inc., El Paso, Texas, 
will open in the near future in quarters 
at the Bassett Tower at the corner of 
Texas and Stanton Sts. 

q Meyer’s Jewelry store, New Orleans, La.. 
has moved from 1233 Decatur to new and 
larger quarters at 913 Decatur. 

q Myron E. Freeman & Bro. Co., Inc., 
jewelers, formerly located at 210 Broad St., 
Rome, Ga., have moved into a new loca- 
tion at 338 Broad St., in the same city. 
The new location provides much larger 
facilities. Additional space enabled Free- 
man’s to carry additional lines, including 
china and crystal as well as a larger se- 
lection of jewelry, watches and silverware. 





Texas RJA Meets in Galveston, 
Elects |. Gattegno President 


[. Gattegno of El Paso was elected 
president of the Texas Retail Jewelers 
Association at the annual convention of 
that group held in Galveston on June 5 
and 6. Pleas McNeel, San Antonio, was 
chosen first vice president and John Lopez, 
Galveston, second vice president. 

Directors chosen to serve for the ensuing 
year were: E. T. Harker, San Antonio; W. 
Tim Welch, Dallas; J. Jacobs, Port Arthur; 
B. O. Perdue, Crockett: M. L. Barnett, 
Mineral Wells; Albert F. Sidoti, Dallas: 
M. T. Blackwell, McAllen; C. E. Mulhol- 
land, Austin, and Chase Holland, Jr., San 
Angelo. 

B. C. Clark, Jr., vice president of the 
Southwestern region, American National 
Retail Jewelers Association, was unable to 
attend the convention because of personal 
business and was replaced on the program 
by Myron Everts, former president of 
ANRJA. Mr. Everts outlined the compre- 
hensive program of service and industry 
representation provided by ANRJA. 

In a discussion of price, inventory and 
turn-over experiences, I. Gattegno was 
chosen to discuss “diamonds”; Charles A. 
Moore, Dallas, discussed “general jewelry” ; 


Ben Swartz, San Antonio, discussed 
“silver,’ and Myron Everts talked on 
“watches.” 


All four speakers revealed that in their 
own organizations they were meeting the 
present day situation by watching carefully 
the accumulation of inventory and the con- 
trol of overhead expense. 

Pleas McNeel, newly elected first vice 


> THE SOUTH 


president, gave an interesting account of 
his recent visit to Washington where he 
appeared as a witness before the Congres. 
sional Investigating Committee which is 
prob:ng the unfair competition of PX and 
Ships Stores. 


H. Shyer, Nashville Jeweler, 
Appointed to Governor's Staff 

Harold L. Shyer, well-known jeweler of 
Nashville, Tenn., was recently commis. 
sioned a colonel on the staff of Tennessee 
Governor Browning. He is the third Nasb- 
ville resident to receive this honor and js 
the 34th Tennesseean to be appointed to 
the Governor’s staff. 

Mr. Shyer, who has been in the jewelry 
business for 35 years, is a past president 
of the Nashville Retail Jewelers Associa. 
tion. In his younger days he was one of 
the organizers of the Junior Chamber of 
Commerce where he has served for four 
consecutive years as a member of the 
board of directors, and three consecutive 
years as vice president. 

Long active in civic life, Colonel Shyer 
has for many years sponsored amateur 


sports, including baseball, football and 
bowling. For 26 consecutive years, ama- 


teur teams played under his backing. 


Jewelers Board of Trade 
Reports Drop in Liabilities 

While the number of financial embarrass- 
ments in the jewelry industry during the 
first six months of this year showed an 
increase of approximately 72 per cent over 
the same period of last year, total financial 
liabilities were significantly less, according 
to a report issued by the Jewelers Board 
of Trade. 

The 132 failures so far in 1949 compare 
with 76 in the first half of last year, but 
the liabilities involved this year amount to 
$2,343,000 as compared to $2,602,000 last 
year. 

The decrease in liabilities, it is pointed 
out, is accounted for mainly by the fact 
that in 1948 there were eight manufac- 
turers in difficulties, with liabilities totaling 
$847,000, and in 1949 there were 14 with 
liabilities of $248,000. 

The breakdown of the failures 
that 85 of the total were retail 
jewelers, 11 retail installment jewelers, two 
repairers, 20 wholesalers and 14 manufac- 
turers of jewelry. 


shows 
cash 


California Business Index 


Shows Fractional Gain For May 

Monthly summary of business conditions 
in Southern California shows volume 
maintained comparatively well. The Se- 
curity-First National Bank of Los Angeles 
reports their seasonally adjusted business 
index, after declining from an_ all-time 
peak of 289 last August to 263 in Febru- 
ary, to have moved gradually upward for 
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W.P.H.I. GRADUATES FIRST ‘CHRONOGRAPH REPAIR’ CLASS 





Commencement exercises of the world's first chronograph technician graduates, using the 

Esembl-O-Graf method of chronograph repair, were held on June 20th in Pittsburgh, Pa. 

Each graduate was presented with a diploma, a class pin and a complete Esembl-O-Graf 

library of 22 volumes. President Wm. O. Smith ane Dr. H. D. Maxwell made the presentation 
speeches. 


Graduation exercises were held on June 
20th for the first class of 45 students of 
chronograph repair to graduate under the 
G. I. Bill of Rights at Western Pennsyl- 
vania Horological Institute, Pittsburgh, 
Pa. Using the step-by-step Esembl-O-Graf 
service guides. the course covers servicing 
of chronographs. date-o-graphs, calendo- 


| 


graphs and other complicated watch mech- 
anisms. 

A graduation banquet at the Hotel 
Roosevelt, Pittsburgh, was attended by 
approximately 100 persons who witnessed 
the presentation of diplomas, class pins 
and a 22-volume set of Esemb]-O-Graf man- 
uals to each graduate. 





three successive months to stand at 268 
in May. 

This latter figure is 4.6 per cent below 
that for the same month a year ago. Dur- 
ing the first five months of 1949, the busi- 
ness index has averaged 4.7 per cent 
under the corresponding 1948 period. 

Available data suggest that business ac- 
tivity declined somewhat more sharply in 
this area than in the United States as a 
whole, during the early months of the 
current adjustment period. On the other 
hand, it appears that during the past 
three months, activity has been maintained 
somewhat better locally than nationally. 





Pen and Pencil Makers 
Elect Tefft President 


From the standpoint of attendance, this 
years meeting of the Fountain Pen and 
Mechanical Pencil Manufacturers’ Asso- 
ciation unquestionably surpasses any the 
association has ever held. The meeting was 
held on June 23rd at the Hotel Statler, 
New York. 

An interesting pregram included an 
address by George C. Kierman, executive 
editor of Premium Practice and Business 
Promotion, who chose as his topic “The 
Premium Market—What It is and How to 
Sell It.” Executive Secretary H. L. Moody 
reported on the past. present and con- 
templated activities of the association. 

An “open forum” was conducted at 
which many industry topics were discussed 
by the members. 

An election of officers and executive 
committee of the association for the year 
beginning July 1, 1949, was held and the 
following were chosen to serve: President, 
Ivan D. Tefft. The Parker Pen Co.: Vice 
President, Louis M. Brown, Eberhard Fa- 
ber Pencil Co.: Treasurer, Clinton E. 
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Marshall, Marshall & Meier, Inc.; Secre- 
tary, Bertram A. Strauss, Columbia Pencil 
Co., and Chairman of the Executive Com- 
mittee, Charles K. Lovejoy, Moore Pen Co. 
H. L. Moody was again elected executive 
secretary. 

Members of the executive committee in- 
clude: George E. Bartol, Jr., C. Howard 
Hunt Pen Co.; A. H. Berwald, Eagle 
Pencil Co.; Robert E. Blythe, B-B-Pen Co.; 
J. R. Frank, American Improvel Products, 
Inc.; Vincent F. Haggerty, Paramount Pen 
Co.; Samuel Jacobs, Norma Pencil Corp.; 
Thomas Johnson, Welsh Manufacturing 
Co.: Julius M. Kahn, David Kahn, Inc.; 
C. A. Little, Scripto, Inc.; Horace B. Van 
Dorn, Rite-Rite Mfg. Co.; W. Frank 
Wallace, Aladdin Fountain Pen Mfg., Inc., 
and Frank D. Waterman, Jr., L. E. Water- 
man Co. 

The association’s retiring president, 
James V. Carmichael, president of Scripto, 
Inc., was absent from the gathering due 
to illness. 


ee 


Diamond Club of Los Angeles 
Officially Opens New Clubrooms 


Members of the Diamond Club of. Los 
Angeles officially opened their new club- 
rooms in the Spring Arcade Building, 541 
South Spring St., on Tuesday, July 12. 

Formal invitations signed by Arthur V. 
Ballard, president of the club, urged those 
invited to “observe the splendid facilities, 
features and comforts the Diamond Club 
has to offer its membership.” 

In addition to President Ballard, other 
officers of the new club are: I. Temianka, 
vice president; Frederick A. Kane, secre- 
tary; Akim Riskin, treasurer, and Isadore 
Glatt, sergeant-of-arms. 

Members serving on the board of gov- 
ernors are: Herbert May, Adolph Milner, 
Harry Rosenberg and Nat S. Tarlo. 
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Master Craftsmen 
IN THE ART OF RESTORING 


SILVERWARE 


ANTIQUE & MODERN 

REPAIRING REFINISHING 

REPLATING LACQUERING 
SPECIAL ORDER 
Complete Facilities 


EXPERIENCED STAFF 
FOR JEWELRY & SILVER 


ge SEND FOR PRICE LIST 


LOUIS J. MEYER, Inc. 


Silversmiths — Platers 
205 So. 9th St. 
PHILADELPHIA 7, PA. 




















For rapid turnever—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Siver, Gold 
Plated, and solid 10K Gold. Packaged iin attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 




















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY ° 
5 HOPKINS PLACE, BALTIMORE, MD. 




















JADE 


AND OTHER SEMI-PRECIOUS 
STONES 
ORIENTAL JEWELRY 


F. R. GABBOTT & CO., LTD. 
P. ©. BOX 232 HONGKONG 
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LOST 


“Valuable time, detail- 
ed accuracy, and indi- 
vidualized identity be- 
cause I failed to use 
the NEWALL-IZED 
fy ‘Finger-Print’ System in 
hea Swiss Watch 
Material.” 


Don’t let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 

THE NEWALL MFG. CO. 


Chicago 2 illinois 




















Gold=Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 






































WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 





603 Metropolitan Blidg., Detroit 26, Mich. 











ESTABLISHED i911! 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


5 So. WABASH AVE., CHICAGO 3, ILL. 





CENTRAL WATCH CO. 


ON AMERICAN AND SWISS WATCHES 














STOP SILVER TARNISH 


One simple application of Pro-Terx- 
Sil will protect beautiful silver from 
tarnish for many w 


FREE TEST SAMPLE 
WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 28, Chicago 47 


























Chicago Institute of Watchmaking 


is pleased to announce a six months’ course 
in Jewelry and Advanced Watch Repair 
A ven benches are available in our 

egular course in watch repair 

CHICAGO INSTITUTE OF WATCHMAKING 

Appreved for Veterans. 

Aocoredited by (.H.A.4. @nd Certified by H.1.A. 

Dept. JC-8, 7 S. Pulaski Rd., age 24, Ill. 
Telephone Sacrament ° 2-6660 
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q Dee Division of Handy and Harman 
showed their new film, “Karat Golds” at a 
special showing at their plant at 1900 West 
Kinzie St., Chicago, on July 7th. The 
narrative color film, which was preceded 
by a short introductory talk by “Doc” Wil- 
son, covered the various steps involved in 
the alloying of karat gold, so that the 
finished product has the necessary physical 
properties to perform its particular duties 
in the jewelry industry. Mr. Wilson an- 
nounced that the film will be available for 
private showings and that they plan on 
producing more of these short subjects on 
such operations as casting, annealing, etc. 
After the showing of the film, he intro- 
duced H. C. Radix, vice president; John 
Shell, plant metallurgist, and Myron Tin- 
ker and Steve Monohon, local Handy and 
Harman salesmen. The serving of cock- 
tails concluded the festivities. 

q M. A. Mead & Co., Inc., held a com- 
bined sales meeting and outing from June 
24 to June 29 at Lolie’s West Bay Resort 
in the Land O’Lakes region in Wisconsin. 
In addition to Jack and Mead Montgomery, 
and company salesmen, Jack Keenan and 
Freddy Orr of Hamilton Watch Co., and 
Dave Coey of the George Hartman Adver- 
tising Agency, attended the outing. Lou 
Goldberg, Mead’s Milwaukee man, won 
the main fishing prize which consisted of a 
top-notch rod and reel. 

q Claude Wheeler, Mid-west advertising 
representative for THE JEWELERS CIRCULAR- 
KEYSTONE for 32 years until his retirement 
on May 1 of this year, and George Sim- 
mons, who has been a manufacturer's rep- 
resentative in the jewelry trade around 
Chicago for some 50 years, were made 
honorary members of the Golden Roosters 
of Chicago at the meeting of the Board of 
Governors on June 14. 

q The Chicago Jewelers Association held 
their annual outing at the Elgin Country 
Club on June 16, and for a change, were 
favored with a beautiful day. One-hundred- 
seventy-five members and guests turned out 
to enjoy the excellent program arranged 
by Mead Montgomery, chairman of the 
committee, and his able assistants, Al 
Long, Bob Gottlieb, and Irv Jensen. Al 
Long (J. R. Wood & Sons), and Otto 
Starke (Star Watch Case Co.), tied for low 
gross with neat 78’s. These two star per- 
formers cut cards for the special prize of 
an Elgin watch donated by John Biggins 
and Al was the winner. Tom O’Connel, 
Jr, took the prize for guests with a low 
gross of 74. Jim Shennon (Elgin National 
Watch Co.) drew the lucky number which 
gave him a set of matched irons. 

q Fred Gottlieb (Frederick M. Gottlieb & 
Co.) made the headlines during July by 
being selected as the subject for Mal He- 
bert’s Daily News column on Personalities 
which appears in the financial section of 
that paper. The article covered Mr. Gott- 
lieb’s 45 years in the diamond industry 
and mentioned sons Robert and Richard. 
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Golden Roosters of Chicago 
Initiate Eleven New Members 


Well over 100 members of the Golden 
Roosters of Chicago attended the annual 
outing of that group held on June 30 x 
the Acacia Country Club and watched the 
nine resident and two non-resident candj. 
dates go through the all-day incubatioy 
period which only good Roosters can take 

At dinner time, Bob Lieberman, chair. 
man of the Wrecking Crew, counted nose; 
and found all eleven men still kicking and 
ready for the final hatching which was 
accomplished and _ the following ney 
Roosters emerged—Resident members: 
Samuel Bitkower (Wyler Watch (Co): 
W. H. Buckmaster (J. R. Wood & Sons): 
W. E. Comiskey (THE JEWELERS’ Circuzap. 
KrysToneE) ; Robert Finkler (R. Haefliger 
& Co.) Norman W. Friedberg (Marathon 
Co.) ; Earl Hall Gordon (Evans Case Co.); 
Vincent J. Healy (Baker & Co.); Ber 
Sager (Paramount Wedding Ring Co), 
and Arnold Schloss (manufacturer’s repre. 
sentative). Non-resident: Ralph L. Grif. 
fith, Jr. (R. L. Griffith & Son Co.), and 
Sidney Phillips (Elgin National Watch 
Co.). 

Kenneth J. McLeod (Evans Case Co.) 
was also accepted to non-resident member- 
ship but was unable to be on hand to “en 
joy the initiation. 

Al Long (J. R. Wood & Sons) continued 
his reign as king of the Rooster golfers by 
copping low gross with a 76. Tom Me 
Mahon (Dee Division of Handy and Har. 
man) not only shot a very commendable 
80 but proved the “luck of the Irish” is no 
myth by pulling the winning number in 
the prize drawing. 

Non-resident members who came in to 
enjoy the big day included: Alex McKay, 
Detroit manager of Stein & Ellbogen; Jake 
Levin, Kansas City wholesaler; Willis 
Patrick, St. Louis representative of 
Frederick M. Gottlieb & Co.; Art Elliott, 
Cleveland wholesaler, and Jos. M. Kucera 
of Dixon, Ill., retired Ball Co. employee. 





Indiana Watchmakers Assn. 
Elects Sheddrick President 


Approximately 400 watchmakers at- 
tended the 16th annual convention of the 
Watchmakers Association of Indiana held 
on June 26th in the Antlers Hotel in In- 
dianapolis. 

Paul R. Sheddrick, Middletown, was 
elected president, succeeding T. S. Banta, 
Waveland. Other officers elected were 
Richard Osborn, Bloomington, vice presi 
dent. and Harold K. Calvert, Indianapolis, 
re-elected secretary-treasurer and mat: 
aging director. 

Banta automatically became a member 
of the board as the retiring president, and 
J. Hershell Monroe, Princeton, was elected 
as a member of the board of directors, 
replacing Herman L. Lodde. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


a la al i 





Serres Poms Neg Oe 








den 
nual 
0 at 
| the 
indi- 
tion 
ake, 
lair. 
OSes 
and 


ed 
by 
(c- 
ir 
le 


in 
to 
y, 
1s 
if 








CE Eee ees Bago eM 











Dr. A. B. Carlile of the department of 
education of Butler University, who was 
one of the convention speakers, advocated 
the use of scientific, physiological tests to 
determine the aptitude of students of 
horological schools. He stated that the 
tests would be an effective method in vo- 
cational guidance in other fields. 

Other convention speakers were George 
Sims, Terre Haute, president of the Terre 
Haute School of Watchmaking; Howard 
L. Beehler, New York, dean of the Joseph 
Bulova School of Watchmaking; Richard 
W. Slaugh, Lancaster, Pa., head watch- 
maker of the Hamilton Watch Co., and 
Clifford Rigsbee, Indianapolis, assistant in 
charge of timing and scoring at the 
Speedway. 


———————————————— 


Frech Named Board Chairman 
Of Eisenstadt Mfg. Company 


Albert Frech, who recently observed his 
65th year of continuous service with the 
Eisenstadt Manufacturing Co., St. Louis, 
Mo.. was named chairman of the board of 
directors of the firm at the annual stock- 
holders’ meeting held on June 13th. James 
Hetzel, formerly vice president, replaces 
Mr. Frech as president of the company. 

Other officers elected at the meeting 
were Albert Hopmann, first vice _presi- 
dent: Nelson Hagnauer, second vice 
president, and J. G. W. Schoenthaler, re- 
elected secretary-treasurer. Two new mem- 
bers were added to the board of directors, 








Henry Freudenstein and Clarence Krueger. 

“Jim” Hetzel entered the employ of the 
Eisenstadt Manufacturing Co. in 191] at 
the age of 17. He started as an office boy 
in the manufacturing division and in a 
short time had worked in all other depart- 
ments of the company. For 11 years he 
was a sales representative for the firm, re- 
linquishing that post in 1924 to become 
general sales manager. In 1931 he was 


JAMES HETZEL 


New President 
of Eisenstadt 
Mfg. Company 





made a director and vice president and 
six years later was named senior vice 
president and general manager. 

Mr. Hetzel is a director of the National 
Wholesale Jewelers’ Association, Jewel- 
ers’ Vigilance Committee, Jewelry Industry 
Council, and the Jewelry Research 
Foundation, Inc. He is on the ad- 
visory board of the Jewelers’ Security Al- 
liance and is a member of the 24-Karat 
Club of the City of New York. 











All Aboard For New York 





Part of the five hundred employees of R. Wallace & Sons Mfg. Co., silversmiths, boarding the 
special excursion train at Wallingford, Conn., which took them to New York City for a day's 
recreation on June I Ith. 


Five hundred employees of R. Wallace 
& Sons Manufacturing Co., of Wallingford, 
Conn., descended en masse on New York 
City on Saturday, June 11th, for a day of 
recreation arranged by the company. <A 
special train of the New York, New Haven 
& Hartford Railroad brought them into 
the city at 10:40 A.M. where cool, sunny 
weather provided a perfect day for sight- 
seeing. Headed by William W. Rich, presi- 
dent of Wallace, the New England silver- 
smiths and their guests did the town and 
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returned home on the same special train 


by 11:00 that night. 


At Grand Central the party divided into 
smaller groups. The biggest contingent 
attended the Giants-Pittsburgh Pirates 
game at the Polo Grounds, while others 
held reservations for the Ice Show at the 
Center Theatre, Radio City Music Hall, 
and “High Button Shoes.” A feature of 
the train trip was musical entertainment 
and accompaniment for group singing pro- 
vided by the Wallace Athletic Association, 
which sponsored the affair. 











24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 


LIKE FACTORY NEW 
FINEST WATCH REPAIRING 


ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 














FREDERICK J. ESSIG & COMPANY 


Importers & Cutters 
Precious & Semi-Precious Stones 
— Established 1869 — 


7 W. Madison St., Chicago 2, Ill. 
LAPIDARY WORK 


Drilling — Cutting — Encrusting 
Specializing in Zircons, 
Opals and Star Sapphires 




















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 




















hich Case Fepaning 
Our work costs no more 
than ordinary work @ 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 











ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 


20 years 
6956 North Ashland Ave., Chicago 26 

















CAPITAL, Custom-Made 


INITIAL RING 


“‘An initial suceess.’’ In 2 
or 3 letters. Plain or stone 
set. Prompt delivery. Pop- 
ularly priced. Write for il- 
lustrated price list. 


CAPITAL MFG. CO.,15 W.47th St.,N.Y.19 
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We SPECIALIZE... 


in special ender a 4 Sad us your 
specifications. W. ia sohenit a design 
withoul obligation. 





SCHUMER BROTHERS CO. 


4 ( / 
Manufac lu ring Jewe ot ae 


5 EAST THIRD STREET - CINCINNATI, OHIO 














PROMPT SERVICE ALWAYS 
THE 


GERWE BROWN CO. 


Wholesale Jewelers 
CINCINNATI 
NEW ORLEANS 














DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 


114 West 6th Street hate 


Cincinnatl: 








700 EAST MCMILLAN ST. CINCINNATI 6, OHIO 











SCRAP GOLD 


We are buyers and refiners of Gold, Silver and 
Platinum offering the following prices for your 
scrap gold and gold-filled: 
22K $1.48 per dwt. or $29.60 per oz. 
18K 1.21 per dwt. or 24.20 per oz. 
14K §6.94 per dwt. or 18.80 per oz. 
10K .67 per dwt. or 13.40 per oz. 
Gold-filled optical 1.60 per oz. 
20 yr. G.F. watch cases 1.25 per oz. 
25 yr. G.F. watch cases 2.00 per oz. 


Silver and Platinum at current prices. Small 
or large lots. Prompt and reliable service. 
All shipments held subject to your approval. 
Ship your next lot of scrap to us. 


A & A GOLD REFINERS 


Scrap — Filings — Sweeps 
323 West 5th St. Los Angeles, Calif. 
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q Edward L. Spitznagel of George H. 
Newstedt and Co., Louis B. Grassmuck of 
William F. Grassmuck Sons, Inc., and 
Charles E. Richter of the Richter Jewelry 
Co., are a few of the many local retailers 
who will attend the ANRJA convention in 
New York City. 

q A varied sports program, highlighted by 
morning and afternoon softball games, fea- 
tured the annual picnic of the Gerwe 
Brown Co. on July 9 at Pat’s Grove, near 
Coney Island. Nearly 100 persons, includ- 
ing employees and members of their fami- 
lies, were present. The only recorded win- 
ners were Pete Hughes of the shipping 
department, who led the horseshoe pitch- 
ers, and Walter Bleska of the office staff, 
who was the pinochle champ. 

q Williams Cutlery, Inc., has been incor- 
porated to manufacture and sell stainless 
steel, hollow-ground cutlery, and has pur- 
chased the plant, machinery and equip- 
ment of the Williams Knife and Tool Co., 
Seaman, Ohio. Officers of the new corpo- 
ration are Harold B. Stoner, president- 
treasurer: Attorney Arthur W. Gordon, 
secretary, and Wilbur V. Williams, factory 
superintendent. The concern will main- 
tain headquarters in Dayton, Ohio. 

q Julius D. Jacobs of the D. Jacobs Sons 
Co., wholesalers at 811-813 Race St., left 
with his family late in July for a one- 
month vacation at Cape May, N. J. Ed- 
ward Jacobs of the same firm, and his 
wife, spent a month’s vacation at Barkers, 
Maine. 

q Tom Nolan, wholesaler in the Neave 
Building, spent a three weeks’ vacation 
late in July at Belleriver, Canada, accom- 
panied by his brother, Edward, who oper- 
ates the Nolan retail store in Detroit, Mich. 
Another brother, John. who operates the 
Nolan retail store in suburban Norwood, 
Ohio, spent a week recently in Chicago. 
q Sylvia Zolkereing, bookkeeper for the 
Klein Brothers Co.. wholesalers in the 
Enquirer Building, has returned from va- 
cation. and company salesmen, Ray Eibel 
and Albert Wehry, have returned to their 
territories after several weeks in the office 
preparing their fall lines. 

q With all salesmen present, the annual 
sales meeting of the Gerwe Brown Co. was 
held during the week of July 4 in the 
company headquarters in the Temple Bar 
Building. Among others present were Paul 
Seibel and Fred Orr of the Hamilton 
Watch Co., who showed and explained the 
new Hamilton line of watches. 

Katz. president of the 
Gruen Watch Co., has been appointed to 
the National Council of the Joint Defense 
Appeal. fund raising division of the Amer- 
ican Jewish Committee and the Anti-Defa- 
mation League of B’nai B'rith. 


_@ Mark P. Herschede of the Frank Her- 


schede Co.. retailers at 8 West Fourth St.. 
has been elected commander of the Cin- 
cinnati Chapter, Military Order of the 


| World Wars. 


q Recent Cincinnati visitors included Louis 


CINCINNATI 


Radt, diamond merchant of New York 
City: Jack Hagel, retailer of Washington, 
Ind.: Willis “Pat” Patrick, diamond dealer 
of St. Louis, Mo., and Ed Utz of the 
Western Clock Co. 

q Boris and Max Litwin of Litwin ang 
Sons, Inc., manufacturers at 114 Weg 
Sixth St., have returned from a month’s 
trip to the diamond markets in London, 
Paris, Antwerp. Amsterdam and _ other 
European cities. The Litwin plant was 
closed during the week of July 4. 

q Frank T. Garrett, retailer at 504 Broad. 
way, has been elected commander of Cip. 
cinnati Chapter No. 1, Disabled American 
Veterans, and was installed at impressive 
ceremonies on July 22. Mr. Garrett is a 
veteran of the first World War, and for 
many years has heen interested in the 
affairs of disabled veterans, of which he 
is one. 

q During a two-weeks vacation period late 
in July, the plant and offices of the Kauf. 
man-Kassel Co.. manufacturers at 434 Elm 
St.. were extensively remodeled to accom- 
modate the company’s increased business 
and personnel. 

q Mr. and Mrs. Herman Rauch returned 
early in July from a six weeks’ vacation 
in the Caribbean, and Mr. and Mrs. Wil- 
liam Rauch spent the last two weeks of 
July in Florida. Both men are associated 
with C. and H. Rauch. Inc., wholesalers 
at 530 Walnut St. 

q Jack Eckerle of the E. J. Eckerle retail 
store at 6104 Vine St. in suburban St. 
Bernard. attended the Baltimore and Ohio 


Railroad watch inspectors convention at 
Baltimore, Md. 
q Richard Aukenthaler, retailer at 3644 


Warsaw Ave., left the middle of July for 
a three weeks’ vacation in Alaska. He was 
accompanied by his daughter, Mrs. Robert 
Reeves. 

q Al Schneider, retailer at 3936 Spring 
Grove Ave., and his sons, Al, Jr., and Jack, 
are staggering their vacations from late in 
July through September. 

q William L. Garrett of Carlton, Ga., and 
Richard O. Brady of Lotta, S. C., salesmen 
for the Harry Greenwold Co., wholesalers 
at 18 West Seventh St., spent two weeks 
in the office during July. E. S. Uthe and 
Cherington L. Fisher of the Greenwold 
office staff. were on vacations during July. 
q E. M. Gries of Gries and Flotemersch, 
retailers at 12 East Sixth St., spent the 
last two weeks of July at Dunes Park, Ind. 
q Gus Kuhnheim, popular salesman for D. 
Jacobs Sons Co., who has been confined 
to his home since breaking an ankle last 
January, is getting along nicely and ex- 











TAKE TOPFLIGHT 


More and more new uses and users every day 
make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply. 
Costs less per day. 


TOPFLIGHT TAPE CO. YORK, PA. 
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pects to return to his job early in the 
Shei Spevack, formerly in the retail 
jewelry business in Miami, Fla., visited 
friends here during July. He formerly was 
in business in this city. 

4 John A. Gerwe of the Gerwe Brown Co. 
yacationed during July at Lake of the 
Woods, Canada. He was accompanied by 
Richard T. Welling, retailer of suburban 
Lockland, Ohio. 

q Many prominent Cincinnati manufac- 
turers, wholesalers and retailers sent tele- 
grams and letters to Ohio Senators and 
Congressmen early in July urging repeal 
of the excise tax on jewelry. 

4 John Bihl of Bihl Brothers, manufac- 
turers at 123 East Eighth St. in suburban 
Newport, Ky., spent three weeks during 
July on a fishing trip to Miami, Fla. 

4 Douglas E. Dawn, formerly with Frank- 
lin Jewelers, has been added to the sales 
staff of Alvin’s Jewelry, retailer at 3049 
Madison Road. 

q W. J. Barker, retailer at 435 Main St., 
enjoyed a two weeks’ vacation during July 
at the family summer home in Omena, 
Mich. 

4 Henry Doepke and Brother, retailers at 
40 West 12th St., closed their store for 
vacations from July 18 to August 1. 

4 Bob Nichlos, jeweler with Louis Michael- 
son, manufacturer in the Lyric Bldg., spent 
a July vacation in Oregon. 

4 Harvey Faller, retailer in the Enquirer 
Building, was on a fishing trip to Canada 
the first two weeks in July. His store was 
closed during this period. 





q Frank Krohme, salesman for Litwin and 
Sons, Inc., has returned to the job after 
having been ill at home for a week because 
of the heat. 

q Howard Rosfelder of Rosfelder Brothers 
and Co., manufacturers at 413 Race St., 
spent a two weeks’ vacation in Florida 
during July. 

q Victor Youkilis of the Victor Corpora- 
tion, wholesalers in the Enquirer Building, 
and his wife, were on vacaiion at Spring 
Mills State Park, Ind., during the first 
two weeks of August. 

q Members of the Greater Cincinnati Re- 
tail Jewelers Association held a_ business 
meeting following dinner in Hotel Sinton 
on August 3. 

q Ira A. Selevan, wholesaler in the Provi- 
dent Bank Bldg., and his wife, spent two 
weeks at Miami Beach, Fla., during July. 
q Carl Leser, retailer at 4144 Hamilton 
Ave., closed his store for 10 days during 
July, so he could enjoy a vacation with 
his family. 

q Henry Schulz of the Mouch Jewelry 
Store in suburban Covington, Ky., vaca- 
tioned with his family in the Great Smokey 
Mountains during July. 

q Ed Sohngen, retailer at 6217 Mont- 
gomery Ave., was on vacation with his 
family during July. 

q George Hook, retailer in the mercantile 
Library Building, closed his store from 
July 2 to 9 for a vacation period. 

q All retail jewelry stores on Fourth St. 
are closing at noon on Saturdays during 
the summer period. 





Student Awarded First Prize 
in Workmanship Competition 





Paul Sonnenberg, center, receives the 
annual Hagans Award for Excellence as 
the 1949 grand prize winner in the national 
student workmanship competition for stu- 
dent watchmakers sponsored each year by 
the United MHorological Association of 
America. 

Orville R. Hagans, right, donor of the 
award and national executive secretary 
of the UHAA, gives the Hagans Award 
plaque to Sonnenberg while Robert S. 
Nolan, assistant director of the American 
Academy of Horology, Denver, Colo., 
watches the presentation. | 

Sonnenberg, a native of Donnybrook, 
N. D., is a watchmaking student at the 
American Academy. He served with the 
United States Army Air Force during the 
war before enrolling in the watchmaking 
course. 

Sonnenberg’s prize winning entry - was 
an escapement model made entirely of 
brass and aluminum moving parts, hand-cut 
and tooled from raw stock. Sonnenberg 
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designed the movement and drew the blue 
prints for his model. The entire project 
represented about 500 hours of laboratory 
and bench work. 


IMPORTANT 


Manufacturers — Importers 
and Wholesalers 


Thousands of questionnaires re- 
questing information and _ illustra- 
tions for the Sixth Edition of 
TRADE MARKS OF THE JEWEL- 
RY AND KINDRED TRADES, 
now in preparation, were mailed to 
concerns throughout the industry. 
This is the most widely used book 
in the trade and consequently it is 
imperative that the trademarks and/ 
or registered trade names used by 
every concern in the jewelry and 
allied trade be included in this new- 
est edition. 

These marks and trade names will 
be published at no obligation to 
you. 

Have you returned your question- 
naire? If not, please do so at once. 

If you failed to receive a ques- 
tionnaire one will be sent to you im- 
mediately on receipt of your request 
written on your business letterhead. 


THE JEWELERS’ CiRCULAR-KEYSTONE 
100 East 42nd Street 
New York 17, N. Y. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 




















Largest Selection of 14 K Earring 
and Scarf Pin Mountings. 
For Immediate Delivery 
Plan to see us when in Chicago 


JACK T. GOLDMAN & CO. 


29 E. MADISON ST., CHICAGO 2, ILL. 

















DURA-KLEEN Gy 


Vig Mining fine ET 





Order Dura-Kleen through your wholesaler today! 
Distributed by: H. W. Burdick Co., 1010 Euclid Ave., 
Cleveland, Ohio; Michigan Jewelers Supply Co., 
1022 Michigan Theatre Bidg., Detroit, Mich. In- 
quiries invited from wholesalers serving other areas. 


Write to 


JENKINS SALES, HAMILTON, CANADA 
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Where to Buy 
China and Glass 











PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 














WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE | 
GRAFTON BONE CHINA | 














MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware iRiSH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 


sans BOOTHS 


Fine English Tableware | 


Send for illustrated literature | 


MIDHURST IMPORTING CORP. 


129 FIFTH AVENUE NEW YORK 3, N. Y. | 


























TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 

















». importers of | 

7 ENGLISH CHINA 
and 

EARTHENWARE 


BStoek and Import 


FONDEVILLE & CO., INC. 


E 
149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 























ROYAL DOULTON | 


Sucacliish Bone Chima and Harthenware 


DOULTON and CO., Ine. 


Successors To 
WM. 8. PITCAIRN CORPORATION 


e12 Fifth Ave. New Yerk, N. Y 


| 
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OBITUARY 


A. W. ANDERSON, 75, chairman of the 
board of directors of the National Jewel- 
ers’ Mutual Life Insurance Company of 
Neenah, Wis., died on June 22nd after a 
six-year illness. Mr. Anderson was one of 
the founders of the company and had 
served as its secretary from 1913 until his 
retirement in 1948. A life-long resident of 
Neenah, he began his business career in 
Nelson’s Jewelry store which was later 
known as Nelson and Anderson, Jewelers. 
He left the retail jewelry business in 1916, 
however, to devote himself to secretarial 
and insurance work. Mr. Anderson was 


A. W. ANDERSON 





secretary of the Wisconsin Retail Jewel- 
ers Association from 1910 to 1945. He 
also served as secretary of the American 
National Retail Jewelers Association from 
1913 to 1928, relinquishing that office to 
become treasurer. He held the latter office 
until 1944 when he retired because of 
illness. In addition to his sister, he is 
survived by several nieces and nephews 
among them are I. W. Anderson, secre- 
tary-treasurer of the National Jewelers’ 
Mutual Fire Insurance Co.; and G. M. 
Jeffrey, underwriting manager of the same 
company. 

Henry Astor, 65, president of H. Astor, 
Inc., retail jewelers at 1512 Third Ave., 
New York, died July 8th at his summer 
home in Loch Sheldrake, N. Y. Born in 
Swenciany, Russia, Mr. Astor came to the 
United States in 1906. He had been a 
jeweler in Yorkville for 40 years. He 
had also served as a vice president of the 
New York State Retail Jewelers Associa- 
tion; president of the Metropolitan Retail 
Jewelers Association, and treasurer of the 
Executive Board of Retail Jewelers Asso- 
ciations of Greater New York. Surviving 
are his widow, two daughters, a son and a 
brother. 

Louts BENDHEIM, 86, for 46 years a sales 
representative for R. L. Griffith & Son Co., 


LOUIS BENDHEIM 





9 Maiden Lane, New York, died on June 
14th, three days after he had attended 








the annual summer outing of the Maiden 
Lane Outing Club of New York. Mr 
Bendheim was well-liked and extremely 
popular in the New York area where he 
had made a host of friends and acquain- 
tances during his long and active Career 
in the jewelry industry. In addition to the 
Maiden Lane Outing Club, he was algo 
a member of the Jewelers Fraternal Aggo. 
ciation. He was a charter member of a 
New York auxiliary police force organized 
during World War I. Surviving are his 
three daughters and three grandchildren. 


ALpHEus L. Brown, 88, president of the 
watch firm bearing his name, of 15 Maiden 
Lane, New York, died in South Orange, 
N. J., on July 13th. Mr. Brown had been 
in the watch business for 72 years, estab. 
lishing his own firm in 1895. Prior to that 
he had been associated with the firm of 
Wheeler, Parsons & Hayes from 1877 to 
1888 and with Hayden W. Wheeler & Co, 
from 1888 to 1895. Long active in jewelry 
trade associations and fraternal organiza- 


ALPHEUS L. BROWN 





tions, Mr. Brown was an honorary member 
and former president of the 24-Karat Club 
of the City of New York. He served as 
president of the Jewelers Security Alli- 
ance from 1924 to 1928 and was a director 
of that organization from 1903 to 1934. 
For many years Mr. Brown was treasurer 
of the Jewelers Vigilance Committee and 
was president of the Maiden Lane His- 
torical Society in 1940. He is survived by 
his son Alan L. Brown, who will continue 
the business. 


S. P. Dayton, horologist of national 
note, died at the age of 73 years at his 
home in Garvey, Calif. Mr. Dayton served 
his apprenticeship in the craft in Penn- 
sylvania in 1896, and became well-known 
through his work in Eastern stores. In 
1910 he went to California and established 
the Dayton Clock Co. of Los Angeles, and 
when he went into semi-retirement, oper- 
ated a trade shop in his home. During 
both World War I and II, he trained vet- 
erans in the horological craft for the gov- 
ernment with great success. At the time 
of his death, he was Horological Editor 
for Pacific Goldsmith. 


Frank C. Osmers, 76, president of the 
Frank C. Osmers' Co., jewelers at 45-West 

















SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y. 
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45th Si. New York, died on July 1ith in 
Park Ridge, N. J. Mr. Osmers, who lived 
‘n Haworth, N. J., was born in New York 
and founded the jewelry company in 1904. 
In 1911 he was elected a Councilman 
‘n Haworth, and the following year he 
was elected Mayor. He was a former mem- 
ber of the 24-Karat Club of the City of 
New York and a past president of the 
Columbia County Association of New 
York. Surviving are a son, Frank C., Jr., 
former representative in Congress and in 
1934 Mayor of Haworth, and a daughter, 
Mrs. Frank V. Buck. 

Frank P. Somes, 75, for more than 50 
years a jeweler’s representative on Maiden 
Lane, New York, died on June 22nd in 
Montclair, N. J. Mr. Somes recently cele- 
brated his 50th year on Maiden Lane, 
where he had offices at No. 15, as New 
York sales representative of Budlong 
Docherty and Armstrong, jewelry manu- 
facturers of Providence, R. I. He is sur- 
vived by his widow, six daughters and 
two sons. 

Gitpert T. WoopHuLL, 78, a jeweler in 
business for 26 years at 542 Fifth Ave., 
New York, died June 30th. Mr. Woodhull 
was born in Newark, N. J., and had been 
in the jewelry business for 60 years. He 
started with Randall, Barrymore & Billings 
and from 1897 until 1923 was a partner in 
Mount & Woodhull, both New York firms. 
In World War I he was on the Federal 
Diamond Committee and was war director 
of the National Jeweler’s Board of Trade. 
He was treasurer of the American Jewel- 
er’s Protective Association. His widow and 
a sister survive. 


~-—_ ——_— —_—___ 


Rhode Island Jewelers 
Report On Business Trends 


Rhode Island retail j}ewelers—particularly 
those who do a big volume costume jewelry 
business—are counting on doing more 
business dollarwise in 1949 than they did 
in 1948. 

It means that they are looking to busi- 
ness in the last half of the year staging 
a real comeback. The first half of °49 
has not been up to expectations. June— 
the month of graduations and weddings— 
fell short of the mark too. 

June did give a few merchants a little 
bolstering for their optimism, however. It 
came closer to matching year-ago figures 
than any month in a long time, they will 
tell you. 

Expectations of large volume costume 
jewelry business means that more units 
will be sold because prices are somewhat 
under a year ago. 

These expectations are not held gen- 
erally. There are many retail jewelers in 
smaller stores that will voice a pessimistic 

















CRYSTAL by BRODEGAARD 


Swedish crystal stemware patterns, all 
carried in open stock — available for 
prompt delivery. Write for our new 1949 
catalog which gives full details. 
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view. They say dollar volume is off, largely 
in the high-bracket merchandise. 

“They are not buying any more than 
they did in the depression,” one moaned. 
He explained that easier credit doesn’t 
seem to lure buyers—that like retailers 
themselves customers don’t want to get 
in over their heads in a declining market. 

Others report that though sales are off 
from last year storewise, it’s not enough to 
get concerned about—just enough to keep 
them cautious. 

Inventories generally have been reduced. 
That has been going on since the first of 
the year and, like manufacturers, the 
retailers have paced purchases to sales. 

It is quite possible that manufacturers 
are right in thinking good fall buying will 
be necessary for the trade—especially in 
the costume line where price adjustments 
have been quickly made to match trading 
down of customers. 

One Providence merchant said he under- 
stands that his store is planning larger 
commitments for fall than they did a year 
ago. He denied that his stocks were ex- 
tremely low and reported they were about 
4.6 per cent over 1948 at the end of May. 

According to Federal Reserve figures 
that is true generally. Sales in costume 
jewelry for April and May were 25 per 
cent or more over 1948, but inventories in 
department stores still ended each month 
ahead of the previous year. 

A lack of sales on expensive merchan- 
dise has particularly hurt the jewelry re- 
tailer. The department store has avoided 
this headache by leaning exclusively on 
cheaper costume lines. But the lack of 
sales in the expensive lines has hit volume. 

What jewelry manufacturers hope—and 
retailers too—is that stylemakers set cos- 
tume jewelry trends in dress fashions that 
will spur the coming season, which in the 
large volume, low markup field seems 
headed for a better-than-a-year ago busi- 
ness. 


Bakersfield, Calif., Jewelers 
Seek Ordinance on Auctions 


Established jewelers and city authori- 
ties have united in Bakersfield, Calif., to 
comhat the abuses in public auctions of 
jewelry in that city. 

In recent months there have been so 
many jewelry auctions, that the City Coun- 
cil at the request of established jewelers 
has requested the City Attorney prepare 
a restrictive ordinance which will limit 
the auctioning of jewelry items to mer- 
chants who have been in business for at 
least one year and desire to reduce their 
stock in order to go out of business. Firms 
planning to take such action will be re- 
quired to apply for an auction permit and 
the city manager will have the author- 
ity to grant or reject such appiications. 
The new law, if adopted, will also forbid 
holding auctions after 6 p. m. and will 
ban false bidding. 

The recent flood of auctions in Bakers- 
field seems to have been caused by large 
jewelry stores in the area trying to clear 
stocks of outdated or over-priced merchan- 
dise on which they had overstocked. 
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Replacing Regulator P ins 


Pp pedis 
oor timing in a watch can frequently be caused by the regulator 


in whi 
Pp hich has been broken or bent. The various steps in removing 


‘- : , 
e old pin and making or replacing a new one are explained here 


by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author) 


Revracinc pins for a breguet regulator is 
easier than furnishing those for a flat helsing The 
pins may be thicker since there are no adjacent wate that 
can contact them. Generally, the space required between 
the two pins of a breguet regulator is not as much as 
between the pin and key of a “flat” regulator. However 
these pins must be perpendicular, parallel to one seats 
and present a smooth appearance. 






Seek ssesee seteettsseesage Fig. 18. Regulator pins 


Sooo ) should be only long enough 
to extend slightly below 


The pins of a bre 
Is guet regulator must not be too | 
— _ protrude down into the lower level of coils. 
o — “ °y must be long enough to contain the wine 
wert er “y shown in Figure 18, where the regulator pins 
- ~- e the overcoil but are long enough to extend onl 
- ‘ y below the bottom of the overcoil ° 
is — — ——— — pins must not be 
sause, as shown in Figure 19, it will be diffi 
7 —_ the overcoil in between the pins. F or toma 
a ~ . Jaren the danger of the lower coils gettin 
; ae . —- of the burr should the watch ceaies 
that wou 
ome 4 cause the lower coils to be jarred 
: = remove any burrs from the inside ends of the pins 
. ne screwhead file is used. To prevent the lower coils 
a getting caught on the burrs and to provide additional 
arance in such a case, the outside ends of the pins 


should be filed and bevelled as shown in Figure 20. This 
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the bottom of the overcoil. 


: ' 
— be done preferably with an Arkansas oilstone slip 
as a file, as a coarse one may raise burrs itself 


eeeeee 
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Jee vvce esse eee e000 0s ores 
Ty 

A IIT LY * 

A ny 
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Fy 
ein 00000000000 0000OOOCE 
eeee 


Loeeieiee nes Fig. 19. Bottom of the pins 
should not be burred as this 

ae could cause lower coils to 
see catch if watch receives jar. 
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The spa 
Phaser _ — —— regulator pins should be 
o brace the hairspring with * not 
able light between the pi ‘ moatra Poreae 
3 e pins and the hairspring b 
en t - ut yet 
~ “a tight that it binds the spring so that any aes 
e regulator index causes the spring to buckle a 
shown in Figure 7. ine 
W - . 
hen the pin holes in the regulator are drilled far 


Fig. 20. Outside end of pi 
is bevelled as shown > a 
vent catching of lower coils. 





sae SO _ the pins appear as shown in Figure 21, these 
p must be brought closer together to comply with the 
seme staled in the previous paragraph. However 

ey must not be bent as shown in Figure 22 as this, ‘a 
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turn, will cause the error that was illustrated in Figure 4. 
When the pins are planted far apart, they may be brought 
closer together by bending these pins so that they appear 
as shown in Figure 23. Of course this operation shortens 
the pins so that this must be taken into consideration 
when the pins are made. 


Fig. 21. Pins placed too far 
apart must be brought to- 
gether to brace the spring. 





To bend the pins as in Figure 23, a special pair of 
tweezers is recommended. These tweezers are shown in 
Figures 24 and 25 and are very useful for adjusting 
breguet regulator pins. Figure 24 shows the tweezer 
into which, a groove (B) is cut in each point. These 
grooves fit partially around the regulator pins. A very 


RR eT ae WS 









Fig. 22. Pins bent together 
as shown will not support a 
hairspring along its width 
and will cause it to shimmy. 


thin strip of mainspring wire “A” is riveted to the lower 
inside of one of the tweezer blades at “C.” 

In operation, the tweezer is placed over the regulator 
pins so that the spring “A” (Fig. 25) is between the reg- 
ulator pins, and the grooves “B” straddle the pins. 
Pressing the tweezer points together will bend the pins 


Fig. 23. Pins should be bent 
together like this so as to 
give full support to spring. 





closer together, the amount depending upon the pressure 
applied. The pins will be upright and parallel. The spring 
tongue “A” keeps the pins from closing altogether or 
from scratching each other. These tweezers can be made 
from an old pair of general work tweezers. The grooves 
are best made by drilling a thin hole downward into the 
points while these are tightly clamped together, each 
point containing half a (deep) hole. The tongue “A” is 
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made from a strip of thin, narrow bracelet mainspring. 
This spring should be no thicker than .07 mm. Other 
details are clearly shown to guide anyone interested jp 
making up a pair. 












Fig. 24 Special tweezers are 
necessary like these shown 
for adjusting pins in 
breguet regulator, 








When regulator pins are bent as shown in Figure 26, 
these may be straightened with the regulator pin-tweezer 
by inserting the tongue blade between the bent pins and 
the grooves around the pins and twisting the pins to an 
upright position. Pressure upon the tweezer will rectify 
any small errors still existing. 
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Fig. 25. Showing how 
the tweezer is placed 
over the regulator pins 
with spring [(A) be- 
tween pins 














When regulator pins must be spread apart, this may be 
done with a needle ground flat, sharp and very gradually 
tapered. The sides should be rounded off and the flat 
tapered surfaces of this blade should be highly polished 
to prevent scratching the inside of the pins. This minia- 
ture screwdriver-like blade is inserted in between the 
pins in a light wiggling motion, making sure that the pins 
are not being bent away during this operation. 

Figure 27 shows a type of regulator used with breguet 
hairsprings. This has the key or “boot” of a regulator 

(Please turn to page 286) 
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New deth Thomas Model 


FOR EARLY FALL BUYING 












y LYNTON ...a graceful, well-proportioned, self-starting elecuric striking 

. a clock especially designed for narrow mantels, bookcases, and cabinets. 
Handsomely finished rich brown mahogany case with lighter band of 
mahogany along base. Bright brass frames the smartly patterned dial 
Te with decorative motif. Hands and numerals are brown. Strikes hours 
it and half-hours. Height, 8%”; width, 1634"; depth, 4”. Approx. wt. 6 Ibs. 
bra Retail price $27.50, tax extra. 
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ae HOMESTEAD . . . an appealing re- 
production that reflects the fine char- 
acteristics of an early banjo clock. 
Has self-starting electric time move- 
ment ...rich brown mahogany case. 
Black numerals and hands. Ht., 2434”; 
wth., 614”; dth., 234”. Approx. wt. 
8 lbs. Retail price $29.95, tax extra. 















FREE GIFT-LITE DISPLAY 


















HAMPSHIRE a truly beautiful reproduction built by craftsmen. Has self-starting 
electric Westminster chime movement encased in genuine mahogany with 
srained panels of selected crotch mahogany. Decorative scrolls, carved rosettes, 
pillars and finial give the clock added charm. Floral decorations in color enhance 
the dial. Roman numerals, serpentine hands are black. Height, 72”; width, 17”; 
depth, 9”. Approx. wt. 100 Ibs. Retail price $295, tax extra. 


Seth Thomas 


“Te fires veare in checks 


Products of GENERAL TIME Corporation 


Spotlights best-sellers with a popular sales theme; 
‘Give Time... the Lasting Gift’’ 












Photo shows the Seth Thomas Buckingham on mini- 
ature stage (center part of display) with intermittently 





flashing light that casts a pleasing glow on this good- 
looking. fast-selling mode!. Other Seth Thomas elec- 
tric and spring-wound clocks are attractively grouped 
around with separate cards suggesting them as timely 
gifts. 





Display is ideal for window or counter and is espe- 
cially suitable for gift-buyving seasons. Get one... now. 
They're designed to help increase sales. Ask your 
wholesaler or write directly to us : Seth Thomas Clocks, 
Thomaston, Conn. 
















*Trade Mark Reg. U. S. Pat. Off. 





SEE YOUR WHOLESALER OR WR'!TE US FOR YOUR COPY OF NEW 





FALL CATALOC, SETH THOMAS CLOCKS, TEOMASTON, CONN, 
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[Y ON-INFLAMMABLE CLEANER—I would like you 


to recommend a really non-inflammable liquid for 
cleaning clocks. I am using half-and-half carbon tetra- 
chloride and benzine, but am afraid of fire. I don’t like 
the fumes, especially in winter when the store is shut up, 
as I don’t think they are healthful to breathe. (Question 


No. 6152) I. R. G. 
Amnswer—We know of no non-inflammable solvent 
that is really good for this use. A liquid that is less in- 
flammable that would clean clocks, but not as quickly 
and thoroughly as some of the petroleum distillates, is 
denatured alcohol. This also costs considerably more 
than naphtha, gasoline, dry-cleaners’ fluid, etc., which 
are among the petroleum products that are especially 
good for clock cleaning. Denatured alcohol evaporates 
more slowly than the lighter petroleums, and may possi- 
bly emit fumes less disagreeable to you, although some 
persons think the alcohol fumes more unpleasant than the 
others. This is a matter of personal feeling, of course. 
Practically, a rule is that the more volatile (fume produc- 
ing) a liquid is, the better it is for cleaning; we just 
can't get away from this. Perhaps your best way would 
be to use a good volatile liquid and arrange ventilation 
so the fumes are not confined in your shop room; or 
save up clock-cleaning jobs and do them a lot at a time, 
or in a separate room, not open to your store. 


TAMPING SILVER—We have a customer with a 


large number of pieces of silver he wants marked 
for identification and by a less costly method than en- 
graving. We tried etching the lettering with nitric acid, 
but this is not satisfactory. What other way would you 
recommend ? (Question No. 6153) T. D. 


Answer—We believe that the most economical way 
to letter a name on a large number of pieces of silver- 
ware would be to stamp the lettering with a steel stamp. 
This would be far quicker to do, and would make sure 


of clearness, than to attempt to do the work by any 


process of acid etching. You could either have a solid 
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QUESTIONS 
AND | 
ANSWERS 


steel stamp specially made or could buy a holder-stamp 
and an alphabetic set of steel letters with which any 
variety of words could be set up and stamped. Any of 
these steel stamps can be purchased from J. H. Matthews 
& Co., 2334 Forbes Street, Pittsburgh 13, Pa., or The 
Parker Stamp Works, Inc., 655 Franklin Avenue, Hart- 


ford 1, Conn. 
LASS STEAMING—What can be done to prevent 


sweating of the glass in show windows in cold 


weather? (Question No. 6154) G. P. 


A nswer—We suggest that you try rubbing both sides 
of the glass with a thin film of pure glycerine. Before 
doing so, wash the glass thoroughly with warm water 
and Ivory soap, or other pure soap, and dry thoroughly 
before rubbing on the glycerine. Whatever you do, it 
may occasionally be difficult to prevent sweating (con- 
densation of moisture in the inner air when the outside 
temperature becomes cooler), usually when a sudden cold 
spell follows humid wet weather but we believe the 
simple glycerine treatment will take care of ordinary 


conditions very well. 


EY WIND CASE—Where can I get an old-fashioned 
key wind watch case of 18k gold, about 16-size, 
altered to hold a high-grade American movement, stem 
wind, for a customer who has inherited the old watch? 


(Question No. 6155) F. M. S. 


Answer—The old key wind watch case could be 
altered to fit an American stem wind movement by any 
of the shops specializing in watch-case making and re- 
pairing such as: N. J. Felix & Sons, 71 Nassau Street, 
New York 7, New York; Wendell & Company, 55 East 
Washington Street, Chicago 1, Illinois; or Becker-Heck- 
man Company, 29 East Madison Street, Chicago 2, 





Illinois. 
We suggest that you first obtain the movement you 


wish and send it along with the case for fitting to play 
safe on the results, rather than depend upon fitting to a 
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1,000.00 IN CASH PRIZES 


WINDOW DISPLAY CONTEST DURING 


WESTCLOX WEEK SEPT. 24 - OCT. 1 








FREE! 


Beautiful window display 
in 6 colors free with 12 
or more Westclox, as- 
sorted. Great “silent 
salesman’’ for your store! 
Wholesaler ships mer- 
chandise from his stock 
—display comes from 
factory prepaid. 


nnn oS 
ERE PIT IS 


$1,000.00 CASH PRIZES 


for best window displays during 


WESTCLOX WEEK 


(Read easy rules at right) 


Five Groups 


Group A—Jewelry Stores 

Group B—Independent 
Drug Stores 

Group C— Hardware Stores 

Group D—Chain and Dept. 
Stores 

Group E—Electrical Stores 


9 Prizes in Each Group 

lst Prize —$80 
2nd Prize —$40 
3rd Prize —$20 

Six others—$10 each 











In case of ties duplicate 
prizes will be awarded 


Westclox Week is 


NATIONALLY ADVERTISED 
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Tie-in with this profitable promotion 
You'll sell more clocks— you may win a cash prize! 


Westclox Week is a ‘“natural’’ for 
clock sales! Comes in the natural 
clock season, when demand is great- 
est—vacations are over, schools are 
opening, mornings are darker. 


Proved successful— Westclox Week, 
instituted in 1931 but withdrawn 
after ten consecutive years because 
of abnormal conditions, always 
proved a whopping success and 
made money for dealers everywhere. 
Tried and proven, the big promo- 
tion this year will be bigger— 
stronger than ever. 


Prize contest open to all retailers 
Just follow these 3 simple rules: 


1. Make sure you have an adequate 
quantity of Westclox on hand. 


Check your stock— place your order 
with your wholesaler today. 

2. Install a Westclox window during 
Westclox Week—September 24th to 
Oct. Ist. Use the display material 
furnished by Westclox, or if you 
prefer you may use your own ma- 
terial. 

3. Take a picture of the window—in- 
stalled during Westclox Week. (A 
snapshot will do). Mail the picture 
of your window to Westclox, La 
Salle, [ll., by midnight Oct. 8th. 


WESTCLOX 


LA SALLE-PERU, ILLINOIS 
DIVISION OF GENERAL TIME CORPORATION 











standard “case-block” owned by the shop. In selecting 
a movement, remember that the shop can alter the case 
to fit a movement slightly larger than the recessed 
shoulder in the case but if such a movement cannot be 
obtained, then take one smaller in diameter than the 
recess is, and the shop will make an adapter-ring to fit 
both movement and case; a better job than to cut any 
more than a trifle out of the recess now in the case. 


— TUBES—I am going into the clock business 
and need information about metais for chime tubes 
and rods, what materials are best to use, and how to cut 
and temper them for good tone. Or, what firm could fur- 


nish me these products? Can you recommend a book on 
this subject? (Question No. 6156) B. M. 


Amswer—Your letter asks for advice on metals for 
tubular and rod chime clock gongs, and about sources of 
supply. For this, you can have the advantage of perhaps 
the most thorough research ever made in the matter in 
question by writing to J. C. Deagan Co., Inc., 1770. 
Berteau Street, Chicago, Ill. This firm would also be the 
best source of supply for metal stock for rods or tubes and 
for technical directions for manufacturing the gongs; 
or they would no doubt furnish gongs in finished form if 
you prefer buying them that way. 

There is a great difference in the acoustic properties 
of various bronzes or bell-metals, and since you are 
apparently planning to make considerable numbers of 
clocks, it seems important to have assurance of good re- 
sults by making use of the experience of a firm like the 
Deagan Company 


ALLET STONE “RUN”—I heard two watchmakers in 
our shop, where I am apprentice, arguing about 
escapements, and using a word “run,” I don’t know 
meaning of, and for my own reasons I don’t want to ask 
anyone here about it. Please explain. (Question No. 


6157) W. 0. S. 
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Answer—tThe term “run” is a rather rarely used 
word, meaning the slight movement of a pallet-stone (in 
lever escapement) from the instant when an escape-wheel 
tooth falls onto the stone (at “drop-lock”’), until the 
further movement of the stone is stopped by the fork- 
lever coming to rest against a banking-pin. This move- 
ment of a pallet-stone is downward in the direction of 
the escape wheel center. The mostly-used term for this 
action is “slide.” The amount of slide, or run, is regu- 
lated by changing the bankings. It should be no more 
than will permit freedom of action of the escapement; 
any excess slide causes a waste of the power that should 
be devoted to keeping the balance in motion. 


ATCH STOPS—A watch on our rack, an old Elgin 
watch, about 6-size, stops during nights, when the 


shop does really get cold. Can you give us an idea of 
what may cause this? (Question No. 6158) C. L. G. 


Answer—lIf{ the watch has a compensating balance 
with bi-metallic rim, and some other part of the move- 
ment stands very close to the outer ends of the balance 
screws, then when lowered temperature causes the rim 
to bend outward, this may bring the longest screw of the 
rim of the running balance into contact with the other 
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part, which would of course stop the watch. What should 
be done then is, obviously, anything that would give more 
clearance to the balance; exactly what to do would de. 
pend upon the details of design of this particular watch, 

The other likely cause would be that the oil at balance 
pivots and escapement is of a kind or condition that 
thickens easily in cold temperature. Maybe the oil there 
is more or less thickened by age, regardless of the matter 
of the temperature, and increases in thickness quickly jn 
colder weather. In this case, the remedy is to clean and 
re-oil the watch. But if the type of oil is one that remains 
fluid better in ordinary temperatures than in extreme 
cold, then a different oil should be used. This question 
you would have to take up with your material dealer or 
with some of the manufacturers of oils. 





Regulator Pins 
(From page 282) 


used with a flat hairspring and has two straight pins 
which contain the breguet overcoil. The regulator is, of 
course, a breguet type of the conventional two pins but 


Fig. 26. Regulator pins bent 
as shown may be straightened 
with the special tweezers. 





with the key added to keep the overcoil from escaping 
from the pins should the watch be jarred. Repairs to this 
type of regulator are made according to the combined 
instructions given for both flat and breguet regulators. 
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Fig. 27. Type of regula- 

tor used with a_ breguet 

hairspring, with key of a 

flat spring regulator used 

with two springs for bre- 
guet overcoil. 


Bibliography and Reference Material: 


Practical Benchwork for Horologists............ Levin 
Practical Course in Horology.................. Kelly 
Watch Repairers Manual...................... Fried 


Modern Watch Repairing and Adjusting, 
Bowman and Borer 
American Horologist, September, 1948. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














a atl Be 














fODGE 


om pe 
MELAORN = pp al INES 


= RAINS HS OPENID DATE. 
Se Leen: SPi SE RS SPIES 
B ANDEGSOR GEWEELEY Shoe! 


IN] CURRENCY EXCHANGE 


A REAL INVESTMENT in the future of your business 
—that is what remodeling your store with Pitts- 
burgh Products will mean to you. Here is an ex- 
cellent example of the modernization of a jewelry 
store in Champaign, Ill., with Pittsburgh Products. 
An open-vision design has been utilized which 
makes the entire store interior an eye-catching, 
sales-producing display. Plan now to do an ad- 
equate modernization job on your store. It’s the 
proven way to greater success. 


“PITTSBURGH” 





G 


PITTSBURGH 


FOR AUGUST, 1949 





PAINTS - 





Me 





@ Merchants from coast to coast have prov- 
ed that the store that is “tailored” with Pitts- 
burgh Products is the store that is always 
well-dressed. And where a thorough remod- 
eling job has been done (not a half-way 
measure! ) both inside and out—they have 
been rewarded with the immediate attrac- 
tion of more customers, and their sales and 
profits have increased. Equally important, 
these merchants have found that this has 
been a sound investment in the future of 
their businesses—not an expense. 

These same rewards can come to you. And 
now is the time for you to give serious thought 
to the remodeling of your jewelry store with 
Pittsburgh Glass and Pittco Store Front 
Metal. 

Ask your architect for his ideas on the best 
possible application of Pittsburgh Products 
to your particular needs. He knows all about 
these materials and will see to it that you get 
a design that is well-planned and economical. 
Both of you can count on our fullest cooper- 
ation. And should you prefer it, the Pitts- 
burgh Time Payment Plan is available to 
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you for arranging payments to suit your 
convenience. 

Right now, though, why not send for a free 
copy of our store modernization book, “Mod- 
ern Ways for Modern Days”? It contains a 
wealth of material, including illustrations 
and descriptions of remodeled stores, pro- 
jected designs by some of the world’s fore- 
most architects... with many other valuable 
features of interest to retailers. Simply fill 
in and return the coupon below and your 
copy will be sent immediately. 


Pittsburgh Plate Glass Company 
2226-9 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a 
FREE copy of your book on store modernization, 


| 

‘Modern Ways for Modern Days.” | 
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"Feature Lock" Readies Adv. 


A new national advertising and promo- 
tion program to back up retail promotions 
of “Feature Lock” Diamond Ring Mount- 
ings has just been announced by Mr. 
Henry Peterson, president of the Feature 
Ring Co., 126 West 46th Street New York 
City. 

The advertising schedule is a completely 
packaged promotion—carefully planned to 
give retailers a powerful tool in educating 
the public. Ads are scheduled for such 
important class and mass magazines as: 
Look, New York Times Magazine, Seven- 
teen, Photoplay, Charm, Vogue, Modern 
Screen, and True Confessions. The first 
ad will break in a September issue of 
Look and will be followed up by monthly 
insertions in the rest of the publications 
to reach more than 60,000,000 readers. In 
addition, a new combined sales promotion 
kit and newspaper mat service for Fall 
and Winter has already been completed 
and is now in the mail. 

Of particular interest to jewelers will 
be the new television series created for 
Feature Lock, with provision for retailer 
identification locally. 

Another powerful sales aid is the new 
ivory-plastic presentation box originated by 
Feature Lock. It combines all the sales 
action of a ring box, a gift box and a fine 
display box in one. 





Sentinel Watch Deal and 
Counter Display 


Ingraham Sentinel offers the new small 
Silent Salesman counter display box il- 
justrated with two pocket and two wrist 
watches under clear plastic window. Deal 
offers 18 items for total $38.25, selling at 
$61.25, profit $23.00 or 37142%. Bottom 





storage drawer holds entire stock. National 
advertised items included are eight Click 
Pocket Watches, six plain and two radium, 
retailing at $2.50 and $2.95; four Autocrat 
Pocket Watches retailing at $2.75; three 
Diamond Gold Wrist Watches, two plain 
and one radium, retailing at $4.95 and 
$5.50; three Diamond Chrome Wrist 
Watches, two plain and one radium, re- 
tailing at $4.50 and $4.95. Order through 
Sentinel Distributor, or The E. Ingraham 
Company, Bristol, Conn., for forwarding. 
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"Inspection Time" Ad and 
Display Feature Rockwell Art 


Full color page advertisements of The 
Watchmakers of Switzerland in leading 
consumer magazines during September will 
feature a painting by Norman Rockwell, 
outstanding American illustrator, which 
also will be used in a four-piece window 
display for retail jewelers during “Watch 
Inspection Time,” Sept. 12-17. 











The advertisement is headlined “What 
Makes It Tick?” and the picture used as 
the center piece of the display shown here. 

The painting is one of the few recently 
done by Rockwell for advertising purposes, 
and the text is devoted primarily to an 
explanation of the skill needed to make a 


_jeweled-lever Swiss movement, and points 


out to the consumer the necessity of having 
a fine watch cared for and repaired by a 
reputable jeweler and his “repair crafts- 
man.” 

The advertisement will reach millions of 
readers in Life, Saturday Evening Post, 
Time, Country Gentleman, and Farm Jour- 
nal. 

Two small easels are also furnished with 
the display. One shows a diagram of a 
quality jeweled-lever Swiss watch move- 
ment, and is head-lined: “Has your watch 
been checked lately?” The other is il- 
lustrated with two drawings, one of a 
jeweled-lever escapement, and the second 
of a cheap watch escapement. It is head- 
lined, “Ask about the difference.” Bases 
for the easels tell the consumer, “It’s 
Watch Inspection Time . . . Check Up— 
Then Dress Up Your Watch.” 

The Watchmakers of Switzerland is also 
furnishing retailers with an idea booklet on 
Watch Inspection Time offering suggested 
window layouts utilizing the Rockwell dis- 
play as well as other ideas such as radio 
spots, ad copy and direct mail. 





Jay-Kel Participates on Radio 


Jay-Kel, Inc., 307 5th Avenue, New 
York, has been participating on the Mutual 
Network program “Sing For Your Supper,” 
by contributing a set of Jay-Kel costume 
jewelry to the winning contestant. Jay- 
Kel jewelry products have also been used 
on various WPIX television give-away pro- 
grams as well as local participations in 
large cities, including Milwaukee, San 
Antonio, Syracuse and Houston. “Best 
Girl,” the WOR John Reed King program 
will also use Jay-Kel costume jewelery as 
a prize. 








Flex-Let Sales Conference 


Flex-Let’s annual summer sales confer. 
ence was held recently at the Park Shera. 
ton Hotel in New York. Heading the cop. 
ference of all Flex-Let sales representatives 
and company officials was Jack R. Storti, 
Flex-Let vice-president. 

Fourteen original band numbers of the 
new Flex-Let Fall line were displayed and 
Edwin L. Frankenstein Co., the Flex-Let 
advertising agency, outlined the new Flex. 
Let Fall advertising and sales promotion 
campaigns. 

Jules Hochman, Flex-Let sales manager, 
announced that in addition to nearly 6000 
retail jewelers featuring the Flex-Let line, 
Flex-Let Bands are now standard equip. 
ment on the watches of three of the most 
widely know watch lines in the country, 


Wiesen-Hart Offers Two 
Christmas Promotion Aids 


Two separate syndicated Christmas pro- 
motions are being offered to jewelers this 
year by Wiesen-Hart, Cincinnati, Ohio. 
One is a catalogue which looks and reads 
like a magazine but which actually sells 
merchandise in both text and ad spreads. 
The other is a full color deluxe Christmas 
catalogue rendered in fresh new art tech- 
niques with a prevailing theme throughout. 

The magazine, which has color on every 
page, is titled “With Our Compliments” 
followed by a space for the jeweler’s name 
and address. Though it has a large page 
size (9” x 11”) it folds easily into a com- 
pact piece for mailing. 




















The catalogue provides for many “spe- 
cials” and has the unique “single address- 
ing” feature, originated by Wiesen-Hart, 
which saves the jeweler time and money. 

Both the deluxe catalogue and the cata- 
logue magazine will be offered to jewelers 
as an exclusive in their communities. Since 
the “Compliments” Magazine emphasizes 
layaways, it is particularly suitable for 
early Fall mailing, with the catalogue fol- 
lowing later, if the jeweler so wishes. 
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KNOW YOUR VIBRATOR / 


SERVING MANUFACTURERS & JOBBERS SINCE 1935/ 
OUR NECESSARY EXPANSION NOW PERMITS GREATER 
ACCOMMODATIONS. INQUIRIES INVITED. 


Flat $1.75 
Breguet $2.50 
. 
Fitted to bridge... 
No leveling neces- 
Tela 


Heavy mailing er 
velopes and con- 
tainers sent on 


request. 


wAIKSPRING VIBRATING CO. 


CHARLES THOMAS : 
P. O. Box 330 406 32nd St. Union City, N. J. 


Formerly in charge ot Hairspring Dept. for Bulova Watch Co. 














Prices Reduced 209% on 
Ring Clasps 






The only clasp on the 
market that will clamp 
two rings firmly together. 


Has tested and proven it- 

self over a period of years 

@ Easily Applied 

@ Prevents Rings 
turning 

@ Prevents wear be- 
tween Rings 





Retail Price $2.75 F.T.1. 


Leading Material Houses 
GUARANTEED AGAINST BREAKING 


Retailers Don’t Be Misled — Insist on 
C&G Dual Ring Clasps 


Manufactured By 


FRANK R. CAMPANA CO. 


704 Market St. San Francisco 2, Cal. 
Wholesale Distributors 


M. J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N.Y: 
F. H. NOBLE & CO., 559 W. 59th St., Chicago, III. 





The C&G Dual Ring Clasps Are Sold By All | 
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‘‘salesman”’ 
to your staff 








* 


MILLICENT 


The popular 
*“grandmother'' 
ot its charming 


best. 70” hig 


h. 


Retails for $195 


plus tox. 





A Revere Chiming Clock, operating in your 
store, sells more than itself. Its authentic 
Westminster Chimes, its eye compelling 
beauty tell an impressive story about your 
excellence in selections, your awareness of 
today's trends. Strengthen the claims of your 
store as an outstanding shopping center by 
featuring these distinguished clocks. There 
are floor, grandmother, and mantel models— 
all Westminster Chiming — a selection that 


answers every gift or room problem. 











Send for catalog showing the 
wide range of designs. 


West Coast Prices slightly 
higher. 


R-951 is the stunning mantel 


clock illustrated. Retails for 
$42 plus tax. ; 


% CHIMES OF =, WESTMINSTER 


J Je 4/ SCL CCK TCH ; Mle CE a 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 


NEW YORK OFFICE: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 
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Bruner-Ritter Radio “Chance 
of a Lifetime" $500,000 Prizes 


A new half-hour radio program, unique 
in that it is one of the first ever designed 
with a format that can be applied directly 
to television with no alternations, will 
premiere over the American Broadcasting 
Company starting Sunday, July 31, from 
9:30 to 10 P.M., EDT, offering both the 
studio and listening audience the opportu- 
nity to participate for prizes valued at 
$500,000. 

“Chance of a Lifetime,” the new ABC 
Sunday evening radio extravaganza, will be 
sponsored by Bruner-Ritter, Inc., on behalf 
of their Bretton watch bands, bracelets and 
other jewelry items, starting Sunday, Sept. 
4, from 9:30 to 10 P.M., EDT. Raymond 
Spector Company, Inc., of New York, is 
the agency under this 52-week contract 
which covers 187 stations on the network. 

John Reed King will be the master of 
ceremonies on “Chance of a _ Lifetime,” 
which will travel extensively about the 
country to permit local participation. 

With a giant, electrically lighted board 
featuring all the letters of the alphabet, 
serving as a highly photogenic backdrop, 
“Chance of a Lifetime” will ask its con- 
testants to select three letters from the 
board. As these are lighted up on the 
board, the emcee will put the correspond- 
ing question to the contestant. Correct 
responses to questions leading up to the 
jackpot query will be signaled to both the 
studio and kistening audience by a series 
of staccato buzzes and a giant bell will 
be rung to signify that the contestant has 
qualified for a try at the question which 
will open the program’s jackpot. 





Wire and Sheet Rollers 
Combined in Single Unit 


Not new in performance, but new in 
compactness of design is a wire and sheet 
roller for precious metal built especially 
for small manufacturers. Requiring only 
4 square feet of space, it is about 4% feet 
high. The rollers are 4% inches wide by 
2% inches thick. The set of wire rollers 
can be disengaged and shifted while the 
sheet roller is in operation, vice versa. 

Hand operated smaller units are also 
available as well as large machines for any 
required duty, distributed by Fred J. 
Kiefer, 42 W. 48th Street, N. Y. 19, N. Y. 





Universal Carries on Campaign 


A triple threat “Push Plan” designed to 
promote Universal Portable Electric Ap- 
pliances at the point of sale was disclosed 
recently by R. M. Oliver, general merchan- 
dise manager, portable electric appliance 
division, at the Universal display at the 
Housewares Show. 

The Universal Coffeematic program, 
which is being promoted to the tune of 
$1,000,000 during the year is spearheaded 
by advertising in Holiday Magazine, Life, 
Ladies’ Home Journal, McCall’s, Good 
Housekeeping, Redbook, House & Garden, 
House Beautiful, Farm Journal, Bride’s 
Magazine and Sunset together with an 
activity on the nation’s leading audience 
participation shows, plus newspaper cam- 
paigns in 150 leading markets. 
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Lovebright Extends Contest 


So successful has been the $15,999 Love- 
bright Diamond Ring Word-Building Con- 
test that Henry Israels, Vice President of 
A. Edward Fisher & Company, 580 Fifth 
Ave., N. Y., has just notified all Lovebright 
dealers in the country that the contest 
would be extended for another month. 

A. Edward Fisher, president of the firm, 
personally stated that this contest has been 
one of the greatest boons to the diamond 
dealer since the year began. He also said, 
“If we had but known how terriffic the re- 
sponse was going to be, we certainly would 
have gone into promotion of this sort 
months ago.” 

The contest itself is an extremely simple 
one. Contestants were requested to build 
as many words as they could from the 
words “Lovebright Diamonds.” Included 
in the prizes were a Pontiac 4-Door Sedan; 
a $2,000 Lovebright Diamond Ring; 
a $1,000 Lovebright Diamond Ring; a $750 
Lovebright Diamond Ring; $500 in cash; 
a trip to New York, with all expenses paid, 
for two; a $250 Lovebright Diamond Ring; 
25 Lovebright Diamond Rings worth $150 
each; and 50 Lovebright Diamond Rings 
worth $100 each. 


Palomar Watches Given 
On Hollywood Radio Shows 


Presentation of Palomar watches by Jay 
Stewart of the “Surprise Package” radio 
program which originates in Hollywood 
and is broadcast over the American Broad- 





casting Company’s Western network. This 
program features Palomar watches and 
Phyllis Jewelry in its jackpot and for spe- 
cial prizes. George Fisher, who does a 
broadcast on Hollywood personalities, also 
gives Palomar watches for prizes on re- 
views of the movies. 





Kestenmade Goes On 
Coast-to-Coast TV 


Kestenmade Watch Bands are now being 
promoted on television advertising on a 
coast-to-coast basis, according to an an- 
nouncement by Kestenman Bros. Mfg. Co. 
of Providence, watch band manufacturers. 

A one-minute sound film has been created 
for showing on a nationwide schedule in 
the following cities across the country: 
Buffalo, New York, Boston, Philadelphia, 
Baltimore, Cleveland, Los Angeles, San 
Francisco, Seattle, Detroit, Chicago, Mil- 
waukee, Fort Worth, New Orleans, and 
Atlanta. 

This Kestenman promotion is designed to 
direct consumers to retail jewelry , stores 
and was created by Gordon Schonfarber & 
Associates, Inc. 





New Catalogue Marks 
Luria’s 51st Anniversary 


A giant new 60 page, two-color catalogue 
featuring hundreds of illustrations, descrip. 
tions, and prices is now being distributed 
by L. Luria & Son, Inc., wholesale jewelry 
firm with offices and showrooms in New 
York, Atlanta, and Miami. The book, pub. 
lished to celebrate the 5lst Anniversary 
of L. Luria & Son, Inc., is a directory of 
nationally advertised goods, special pro. 
motions, and giftwares. Among the lines 
included are silverware, flatware, cameras, 
clocks, watches housewares, electrical ap. 
pliances etc. 
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Manny Gould, Advertising Manager of 
Luria, states that copies of the catalogue 
will be sent to bonafide dealers. Regueses 
should be sent to L. Luria & Son, Inc., 160 
Fifth Avenue, New York, N. Y. 





New "Howdy Doody" Watch 


The Patent Watch Co., Inc., located at 
31 W. 47th St., New York City, has just 
introduced the “Howdy Doody” Wrist 
Watch, with the movable eyes, featuring 
television’s delightful puppet. 





“Howdy Doody” is the famous television 
puppet character, created by Bob Smith, 
televised from 5:30 to 6 P.M. on 14 NBC 
stations. The youngsters just love this 
puppet who talks their language. 

The Patent Watch Co., Inc., has the sole 
rights to manufacture the “Howdy Doody” 
Wrist Watch. The dial features the face 
of the puppet, whose eyes move with the 
rotation of the hands. The watch has a 
1 jewel Swiss movement, nickel case with 
plastic strap supplied in 4 colors. Boys’ 
watch retails at $6.95 and smaller girls’ 
watch at $7.95 plus tax. Distributed 
through wholesalers. 
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YOUR STAKE IN THE 


Fsembl-O-Grag 


— and money saved | 
Every watchmaker, every jeweler has a real stake in the Green has provided i] 
revolutionary new Esembl-O-Graf method of servicing elecwophating cenie- 


Set up a plating de- 
partment of your 
own. It will quickly 


pay for itself in time 





chronographs. The popular market for complicated move- 
ments has grown and will continue to grow to such an 
extent that the average watchmaker can no longer ignore 


it nor will he want to. to jewelers for over | 
Chronograph repair by the Esembl-O-Graf method is a 90 yous. The units | 
profitable undertaking. Finishing a job in only a fraction described herein are | 


of the time formerly required, the watchmaker can realize all you need for a 
a far greater return for his services. Similarly, many 
watchmakers whose crowded schedules have not permitted 


profitable plating de- i 
chronograph repair at amy price can now take on this partment. HI 
profitable activity without slighting their regular watch , i] 
repair business. Jewelry department traffic is thereby in- | 
creased. H| 


As a dependable, fool-proof technique, the Esembl-U-Graf 
method is a valuable prestige builder. Every customer tor 
whom a chronograph is serviced quickly and satisfactorily 


ment and supplies | 








Iking, talking billboard for th hmak 
— =" talking billboard for the watchmaker MODEL 1540 
Put Esembl-O-Graf profits in your watch repair depart- RECTIFIER 


ment now. Inquiries answered in detail. | 


Evsemll-O- 


A foolproof 
power supply 
for electroplat- 
ing. Silent oper- 
ation. Nothing “9% 
to replace. “%@# 








DESK 18, 807 RIDGE AVE. PITTSBURGH 12, PA. Completely 
The Esembl-O-Graj method of chronograph repair is currently safe. 10 am- 
taught at Western Pennsylvania Horological Institute, Pitts- | peres. Three 
burgh, Pa. | voltages for 





plating, clean- 
ing, stripping. 








A New Swiss-TyeeE Lapping MACHINE 


LL YO 








Curvature Lap- 
ping, Round, 
Flat Facets, for 
Watches, Rings, 
Bracelet Parts. 








ACCESSORY VOLTAGE CONTROL 


Powerstat Transformer. Provides 
continuous voltage control from 


A quiet running zero to 15 volts. ; 


machine, 


We have developed a 
New Alloy for lapping 
Stainless Steel Watch {. 
Cases to a Mirror Finish, a 


_ | SAL-HYDE PLATING 
20 er ee ¥. SALTS AND ANODES 


Tel. Flushing 3-6125 
































Salts require only the addition of 
water to provide full strength, cor- 
rectly proportioned solutions. Pure 
anodes for perfect plating. 









Sete 


FOR OVER A CENTURY 
WILLIAM F- 














<q FREE! the SAL-HYDE 
PLATING MANUAL 


Explains the operations 
of electroplating. electro- 
cleaning and _ stripping, 
and gives complete in- 
structions. Regularly sells 
for 50¢ a copy. It's yours 
free for the asking. Write 
on your own letterhead, 
please. 
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NEW BE W. GREEN ELECTRIC COMPANY, INC. 
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130 CEDAR STREET. NEW YORK 6, N. Y. 
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‘Evening Star’ Readied for 
September 1 


“Evening Star’—the new Community 
silverware pattern, available after Sept. 1, 
will be packaged in a unique “Dream 
Chest” made of molded plastic and lined 
with the patented tarnish-resisting Kenized 
cloth. 

The chest utilizes a spring-principle 
rather than the common tuck-in placement. 
Deep recesses, arranged in a curved or 
crescent shape, require only the slightest 
pressure to securely lock the pieces in 
easily accessible racks. 





An extensive advertising campaign 
launching this new Community silverware 
pattern, was announced recently by Harley 
H. Noyes, vice-president and director of 
advertising for Oneida Ltd. 

This campaign will utilize 13 consumer 
magazines, all of which will arrive on the 
newstands during the 30 days between 
Aug. 15 and Sept. 15. The announcement 
advertisement will appear in full color 
pages only in all of these magazines, eight 
of which will carry the announcement on 
the back cover, three in second cover posi- 
tion and the others in preferred position. 

The announcement campaign in Septem- 
ber issues will be followed by full page 
advertising in all thirteen magazines dur- 
ing October,.November and December. 

Coincident with this program, a second 
campaign, beginning in October and using 
House & Garden, Vogue, Harper’s Bazaar, 
House Beautiful and House Beautiful’s 
Guide for the Bride, will be launched on 


Community hollowware. 


Bead Restringing Cord 
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W.R.C. 
BEAD CORD 


an alias CORDON HAN 


The new Nylon Bead Restring Cord 
brought out by the W. R. Cobb Co., of 
Providence, R. I., is put up on individual 
cards, cellophane wrapped, 24 cards to an 
attractive colorful counter display. Each 
cord has a needle attached for ease in re- 
stringing. 
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Brogan Revives 
"Princesse Pearls 


Byard F. Brogan, of the firm of Byard 
Brogan, 805 Sansom Street, Philadelphia, 
announces that they have received their 
first post-war shipment of fine cultured 
pearls and consequently now have a com- 
plete line of “Princesse” Cultured pearl 
necklaces and jewelry, which had such a 
fine reception throughout the trade before 
the war. 


Telechron 
Market Moar. 


Russell T. Woodward 
Manager of 
Marketing, 

Telechron, Inc. 





Russell T. Woodward has been named 
manager of marketing of Telechron, Inc., 
Ashland, Mass., A. F. Fisher, president of 
the firm announced. 

In his new capacity, he will be respon- 
sible for all Telechron sales, advertising 
and promotional activities including the 
Standard Clock, Advertising Clock and 


Industrial Motor and Timer Divisions. 


Gruen to Sponsor $25,000 
Giant Jackpot Radio Quiz 
The Gruen Watch Co., Cincinnati, Ohio, 


will sponsor a new NBC quiz program, 
which will feature top motion picture stars 
and a $25,000 jackpot, according to Ben- 
jamin S. Katz, Gruen president. 

The “Hollywood Calling” (7:00 to 7:30 
EST) show broadcast each Sunday will be 
carried by 164 stations in all important 
markets in the United States. NBC expects 
the show to attract twenty million listeners 
each Sunday. 

“We are buying this show to increase 
store traffic—to add new customers—not 
only for watches, but for all jewelry items 
in the retail store,” Katz said. 

The giant jackpots will be won by listen- 
ers who give the correct title to the “Film 
of Fortune,” a motion picture from which 
clues are dramatized on the air. 

A traffic builder is a free “Clue Record 
Booklet” which is to be provided in quan- 
tities to Gruen jewelers. On each broad- 
cast, an announcement will be made urging 
listeners to go into a Gruen jeweler’s store 
for a copy of the “Clue Record Booklet.” 

Bernard M. Kliman, Gruen advertising 
director, is preparing an elaborate program 
of window displays, counter cards, mats 
and other retail tie-in material. 

Two top movie stars will appear on the 
show each Sunday, with MGM star, George 
Murphy, as the master of ceremonies. 

Listeners who are awarded Gruen watches 
each Sunday will be requested to call for 
their prizes at the Gruen jeweler they 
designate, giving the retailer an opportun- 
ity to get local publicity. 








New Haven Introduces 
New Jeweled Travel Alarm 


“Everything is New at New Hayen— 
from Management to Prices!” is the new 
motto of the New Haven Clock and Watch 
Company. Star feature of the firm’s plans 
is the introduction of New Haven’s Jeweled 
“Bon Voyage” Travel Alarm Clock to retail 
at only $9.95, in addition to the regular 
“Bon Voyage” at $7.95. 

The new president and chairman of the 
board is Larry Robbins, who has brought 
his vast experience with retailers and de. 
partment stores throughout America to the 
job of streamlining the sales and merchan.- 
dising policies of New Haven in keeping 
with the new times—and of establishing 
new efficiency in keeping with New Haven’s 
132 year old tradition of quality, 

“To show jewelry buyers that we mean 
business—and that it’s good business to 
feature New Haven Clocks and Watches,” 
declared Mr. Robbins. “I will personally 
be in New York August 15-18 to welcome 
the trade. That’s when we'll introduce to 
New York what was the talk of Chicago— 
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New Haven’s new ‘Bon Voyage’. 





Two New ASR Vice-Presidents 





Victor P. Strite E. B. deMesquita 

Milton Dammann, Chairman of the Board 
of the American Safety Razor Corporation 
of Brooklyn, N. Y., announced the follow- 
ing appointments as vice presidents of the 
corporation: 

Victor P. Strite has been appointed Vice 
President and Director of Sales. Mr. Strite, 
who has been with the corporation for 27 
years, was West Coast Supervisor prior to 
becoming General Sales Manager in Jan- 
uary of 1944. 

Edwin B. deMesquita has been ap- 
pointed Vice President and Assistant to 
the President of the corporation. Up to the 
time of this appointment he was assistant 
to the Executive Vice President. 


1881 Rogers Fall Advertising 


A Fall advertising schedule on 1881 
Rogers Silverplate aimed at the young 
homemaker on a budget, was announced 
recently by Oneida Ltd. 

The patterns, Plantation, Del Mar, Capri 
and Surf Club will be nationally advertised 
in a strong merchandising tie-in program 
featuring a new streamlined storage chest. 

The magazines will have a total guaran- 
teed circulation of 17,725,000. They include 
Life, Look, Redbook, True Story, True 
Confessions, Photoplay, Experiences, True 
Love Stories, True Romances, Motion Pic- 
tures and Movie Story. 
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A. H. Pond Wins Ad Awards 


Four first awards for national advertis- 
ing excellence were recently won by the 
A. H. Pond Company, Syracuse, N. Y., 
makers of Keepsake Diamond Rings, at 
the eighteenth annual national conference 
of the National Advertising Agency Net- 
work. The meeting, annually sponsored by 
the Network’s member agencies, took place 
at the Hotel Northernaire, Three Lakes, 
Wisconsin. 

Keepsake Diamond Ring 
was honored with the premier award for 
a direct mail campaign, and, in addition, 
received awards in three other classifica- 
tions, General Magazine Advertising Cam- 
paign, Integrated Advertising and Mer- 
chandising Campaign, and Television Pro- 


advertising 


gram. 
Competition was among four hundred 


and ten advertising campaigns submitted 
by agencies throughout the country, and 
representing forty-two million dollars’ 
worth of advertising. 

All of the prize-winning Keepsake en- 
tries were prepared by Flack Advertising 
Agency, Inc., of Syracuse, New York. 


Davidson & Sons Expands 


Henry Davidson, president of Davidson 
& Sons Jewelry Co., Inc., announced the 
enlarging of their present factory, office 
and showroom space by over 50 per cent. 
This was made possible by acquisition of 
the offices next door to their present 
quarters. “The added space coupled with 
the new air-conditioning system,” says Mr. 
Davidson, “is expected to contribute much 
toward our service to our customers and our 
continued progress as well.” 


Dated Monogramming Foil 


All monogramming foil made by the 
Kingsley Stamping Machine Co., Holly- 
wood, Calif., is now packed in dated cans. 
This new development in the dating of foil 
gives extra protection to Kingsley dealers, 
who can now be sure that they use up 
older foil before starting on a new stock. 





These foil cans, especially designed for 
use with the Kingsley machine, are made 
to preserve foil until it is used up. The 
outside of the can is moisture resistant and 
the inside is absorbent. A tiny hole in each 
end of the can provides exactly the right 
amount of ventilation. It is claimed this 
combination construction avoids excessive 
Sweating” or drying out under extreme 
climatic conditions. 

Complete details on the new Kingsley 
dated foil can be obtained from Kingsley 
Stamping Machine Co., 1606 Cahuenga 
Blvd., Hollywood 28, Calif. 
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New Mido-Multifort Display 


As part of a great Fall promotion drive 
to stimulate retail sales of watches, a new 
mechanical display featuring the unique 
qualities of Mido Multifort Superautomatic 
watches is being made available to Mido 
dealers, it was announced by Louis Aisen- 
stein & Bros., Inc., sole U. S. distributors. 
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Compact and attractive, sized for window 
or interior display, it is operated by a 
guaranteed, self-starting electric motor. 

The display consists of a moving hand 
mounted on a wood background. A Mido 
watch is positioned on the wrist and the 
hand carries it back and forth through a 
container of water. The motion keeps the 
watch wound. Thus the display dramatically 
promotes the self winding and waterproof 
features of the Mido watch. The new dis- 
play is offered at no charge as part of 
a merchandising assortment. 





Cologne with Dresser Sets 


Ira Levitz, Inc., jewelry-jobber at 33 
Court Street, Buffalo, N. Y., has announced 
a unique merchandising plan. 

Levitz in conjunction with his fifth busi- 
ness anniversary, will highlight a complete 
line of famous-make, beautifully-boxed 
dresser sets. With each set sold, consist- 
ing of five pieces or more, the retail jeweler 
will receive an attractive four-ounce bot- 
tle of cologne, to pass on to the customer, 
aimed at increasing the sale of dresser 
sets for the retail jeweler. 





Engineer for 
All Swank Divs. 


Raymond W, Miller 
Industrial Engineer, 
Swank, Inc. 





Raymond W. Miller has been appointed 
industrial engineer for Swank, Inc., manu- 
facturers of men’s jewelry, leather, and 
other accessories, it has been announced by 
J. Carlton Bagnall, executive vice-president. 

Miller begins his duties immediately 
with offices in the Attleboro plant. He will 
be responsible for industrial engineering 
at both the Attleboro jewelry manufactur- 
ing plant and the Taunton plant, where 
the leather and pearl divisions are located. 





Bosca Inaugurates 
National Ad Campaign 


With a program starting in the August 
issue of JEWELERS’ CircULAR-KEYSTONE, the 
Hugo Bosca Co., Inc., of Springfield, Ohio, 
is starting the first national advertising 
in its 33-year history. 

The company has long been known to 
its clientele as a source for favorably 
priced high quality billfolds, briefcases, 
briefbags, ringbinders, ladies’ handbags 
and small leather goods items. Now, ac- 
cording to Orsino H. Bosca, the firm in- 
tends to bring its line to the attention of 
other buyers throughout the nation via 
the columns of JEWELERS’ CirCULAR-KEY- 
STONE and a small, select list of other trade 
papers in other fields. 

Future plans call for an expansion of 
the trade advertising program and, even- 
tually, consumer advertising. 


"Stop the Music” Display 
To Be Offered By Speidel 


To provide retail jewelers with an out- 
standing display for the Fall and Winter 
selling season, Speidel Corporation, Provi- 
dence, R. I., has produced a new revolving 
unit, complete with flashing lights, action, 
and a real-life atmosphere. The display 
has been conceived to accomplish the job 
of clearly identifying a jewelry store with 
Speidel’s famous “Stop the Music” radio 
show, and at the same time, to provide a 
glamorous presentation setting in which to 
introduce the new Speidel “Sir Galahad” 
watchband for men. 
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This new Speidel counter and/or window 
display has all of the elements, excitement 
and interest of a miniature revolving stage 
with a setting of rich red velvet. One side 
of the center unit shows a relief figure of 
Bert Parks, MC of “Stop the Music,” at 
the microphone with one hand outstretched 
and a telephone in the other. This illumi- 
nated center unit revolves continuously to 
reveal, on the other side, the new “Sir 
Galahad” watchband in its dramatic her- 
aldic gift box. 

This new Speidel motion display is now 
available to retail jewelers as part of the 
“Speidel Grand” Unit which includes 
other merchandising displays and a selec- 
tion of famous Speidel watchbands in gift 
packages. The cost of this unit to the re- 
tailer is $256.73. The display was designed 
and manufactured for Speidel by W. L. 
Stensgaard and Associates, Inc., Chicago 
and New York. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
we 


“Help Wanted’’—‘“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 


Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

Not subject to agency commission. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








MASTER salesman; expert window trim- 
mer. Address “L., 2862,’’ care J C-K. 





WATCH material man; capable, with best 
references ; wishes New York City con- 
nection. Address ‘‘A., 3285,’’ care J C-K. 





WATCHMAKER;; retail salesman; Elgin 
graduate; 14 years’ experience; Mid- 
west preferred. Address “S., 3297,” 
care J C-K. 





WATCHMAKER ; thoroughly experienced ; 
good references; wants permanent 
exam Address “M., 3282,’ care 





WATCHMAKER; 15 years’ experience; 
honest and sober; married; now em- 
ployed; desires permanent position with 
future. Address “G., 3294,” care J C-K. 





PAWNBROKER’S assistant; salesman; 
experienced all around man; married; 
responsible and reliable; best of refer- 
ences. Address “K., 3279,’ care J C-K. 





JEWELRY engraver; several years’ ex- 
perience; veteran; married; in early 
thirties; wishes permanent position. 
Address “K., 3278,” care J C-K. 





JEWELRY designer; part time or free 
lance; all types of jewelry; wax mod- 
els; creative; original. Miriam Levine, 
24 W. 8th St., New York City. 





ENGRAVER: at present employed, desires 
permanent position located in the South; 
can furnish top references. Address 
“H., 3225,” care J C-K. 





JEWELER; A-l, experienced all around 
man, platinum and gold of the highest 
quality ; able to take charge; New York 
only. Address “R., 3236,’ care J C-K. 





FIRST class watchmaker; over 30 years’ 
experience, full charge of repair depart- 
ment; married; best of habits and ref- 
erences. Address “H., 3184,” care J C-K. 





WATCHMAKER; A-l, Swiss trained; 
30 years’ benchwork; age 48; all makes 
of watches; desires all year around 
—* $75. Address “A., 3262,” care 





SALESMAN, junior, 27; single, two and 
a half years’ experience retail field, de- 
sires position with opportunity; best 
~~ Address “A., 3237,” care 





NEW YORK veteran; experienced in 
casting and benchwork, on platinum 
and gold watch cases, attachments, as 
well as rings. Address “S., 3290,” care 
J C-K. 





WATCHMAKER-salesman; finest refer- 
ences; experienced and conscientious ; 
desires position New York City area. 
Samuel Krefetz, 1575 E. 19th St., 
Brooklyn, N. Y 





MAN, age 40, 20 years’ retail experience, 
now managing fine store in the West, 
seeks position in the South-east; open to 
propositions. Address “C., 3265,’ care 
J C-K. 





CHRONOGRAPH watchmaker; repair all 
chronographs on market; veteran; age 
24; married; clean workman; will go 
anywhere in the U. S. Address ‘“S., 
3261,” care J C-K. 





A-1 watchmaker; experienced, sober, cap- 
able of working without supervision or 
instruction; seeking position in first 
class store only. Address “L., 3246,” 
care J C-K. 





THOROUGHLY experienced retail dia- 
mond and watch salesman, desires situ- 
ation with a good store; age 42; mar- 
ried; excellent references. K. Craig, 
3126 Reynolds St., Fort Wayne 4, Ind. 





SEEKING position with future, not just 
an ordinary job; top level credit store 
manager; experienced every phase of 
business; salary and percentage. Ad- 
dress “N., 3257,” care J C-K. 





WATCHMAKER); graduate accredited 
school; two years’ experience; single, 
sober; conscientious; eligible for ‘“‘on- 
job-training’’; A-1 references. Address 
*S., 3193,” care J C-K. 





WATCHMAKER, school graduate, desires 
position; available for “on-the-job” 
training; best references; own tools; 
go anywhere. Address “L., 3230,’ care 
J G-K. 





WATCHMAKER, with 25 years’ experi- 
ence, wants permanent position; Brad- 
ley trained and have Wisconsin, Indi- 
ana and Iowa licenses. Address “E., 
3242,” care J C-K. 





JEWELRY salesman; A-l repair and 
order estimator, seeks position New 
York City, or boroughs; long experience ; 
best references; moderate salary. Ad- 
dress “G., 3272,” care J C-K. 





DIAMOND assorter; experienced; €xce] 
lent references; reliable; extensive 
knowledge of all types and sizes of dia. 
monds; desires position with diamond 
concern. Address “P., 3258,” care J C-K. 





$e 


JEWELRY school graduate of manufac. 
turing, engraving and diamond Setting 
desires to — position to acquire ex. 
perience; salary secondary. Ad 
‘““A., 3176,” care J C-K. ees 





SS —————_ 


ESTIMATOR; on high grade watches 
and jewelry; thorough knowledge of 
silverware ; 18 years of experience: ref. 
erences furnished on_ request. Address 
“H., 3251,” care J C-K. 








DEPENDABLE, sober, efficient; experi. 
enced watchmaker seeks employment in 
better type jewelry store; timing ma. 
chine essential. Address “G., 3244” 
care J C-K. 








WATCHMAKER; 12 years’ experience: 
sober; conscientious; capable of doing 
first class watch repairing and some 
jewelry repairing ; salary expected, $100 
per week. Address “J., 3245,” care J C-K, 





JEWELER; first class on _ ladies’ and 
gents’ fancy rings, special order work 
and general repairing; seeks perma- 
nent position. Address “E., 3004,” care 
J C-K 








SALESMAN; young, married; ambitious; 
retail credit jewelry experience; thor- 
ough knowledge of diamonds; seeks 
position with future; Metropolitan New 
York. Address “L., 3280,” care J C-K. 





WATCHMAKER, manager, salesman, 
Swiss and American expert; chrono- 
graphs; B.T.S. graduate; 20 years’ ex- 
perience; best of references ; sober; per- 
manent job only. Address “K., 3247,” 
care J C-K. 





SALESMAN; young, single, ambitious; 
thorough knowledge jewelry business; 
desires selling position or other oppor- 
tunity with wholesale house, or watch 
importing firm. Address “Q., 3259,” 
care J C-K. 





MY many years’ experience assorting, 
selling and buying diamonds and jewel- 
ry, plus proven ability managing an 
office, should be an asset to you; em- 
ployed; excellent references. Address 
“C., 3239,”’ care J C-K. 








JEWELER; A-1 man, with 25 years’ ex- 
perience on platinum and gold, special 
orders, sample and model making, also 
repairs, desires permanent, responsible 
position; New York City preferred. 
Address “H., 3275,” care J C-K. 


——— 








OPPORTUNITY for reputable chain or 
individual to acquire immediate services 
top flight, enviably experienced store 
manager; results absolutely guaran- 
teed: finest references. Address “B., 
919,”’ care J C-K. 





DIAMOND assorter; young, married; €X- 
tensive working knowledge of diamonds ; 
student of detailed gemology course, 
ambitious; desires permanent position 
Metropolitan New York. Address ‘“M., 
3281,” care J C-K. 


OD 





294 


THE JEWELERS’ CIRCULAR-KEYSTONE 





aT,oes 


Ce 
fh 
™ 
38 


2 tt Fe @ 











SITUATIONS WANTED—Continued 


a 








TIVE; young; thorough knowl- 

a ahalentla jewelry and watch im- 

porting ; experienced at supervising 

watch production, repair department, 

distribution, inside sales; stock control. 
Address “R., 3126,” care J C-K. 





MAKER: European trained; age 

bee gonn F fast and accurate on all 
makes, desires position in _ better class 
store, where good work is first con- 
sideration ; best references. Address “G., 


3052,” care J C-K. 











TCHMAKER;; G. I. graduate of West- 
ba Pennsylvania Horological Institute ; 
two years’ experience, also experienced 
in using Watchmaster and cleaning ma- 
chine. Kindly write, Anthony Faldowski, 
1308 Orchard Ave., New Kensington, 
Pa., or phone New Kensington 1025-R. 











—————- 


MANAGER-salesman ; retail credit jewelry 
store, preferably in New York City, or 
vicinity; thorough knowledge of all 
phases of credit jewelry business; pres- 
ently employed; available for inter- 
view from August 26. Address “F., 
3182,” care J C-K. 





BOOKKEEPER; full charge; secretary ; 
unusual executive ability; thoroughly 
experienced all phases office routine; 
desires permanent connection with pro- 
gressive diamond or jewelry concern; 
A-l1 references. Address “B., 3240,” 
care J C-K. 





OUTSTANDING salesman; 13 years with 
leading diamond wholesaler; finest con- 
tacts, Midwest, West Coast retailers, 
jobbers; desires top selling position re- 
quiring sales executive ability ; presently 
employed; highest references. Address 
“A., 3238,” care J C-K. 





TOPFLIGHT jewelry man now avail- 
able; complete knowledge of instafl- 
ment jewelry business; buyer, mer- 
chandiser, credits, collections, sales 
promotions and general manager; 
12 years with large New York chain. 


Address “R., 3215,” care J C-K. 








WATCHMAKER for permanent position; 
size rings and repair jewelry; Elgin 
trained; Louisiana licensed; 16 years’ 
experience; age 37; married; best ref- 
erences; presently employed, but desire 
change ; can furnish material and equip- 
ment; salary or commission. Address 
“R., 3192," care J C-K. 








WATCHMAKER-salesman, thoroughly ex- 
perienced both capacities; three and a 
half years with present employer; good 
appearance; benchwork only, or bench- 
work and selling; tools including 
Watchmaster; prefer South Texas rail- 
~~ * ee Address “D., 3241,” care 








MORE sales and better profit can be 
yours; general manager large retail 
jewelry store, 25 years’ successful ex- 
ecutive experience, certified gemologist, 
gemological institute; registered jewel- 
er, American Gem _ Society; prestige 
Store preferred; minimum $9,000. Ad- 
dress “X., 3029,” care J C-K. 





MIDWEST, Southwest and Chicago re- 
tailers; have you a challenging spot for 
exceptionally well qualified, capable, 
productive executive, 40; experienced 
management, buying, promotion; inde- 
pendent, chain, department store back- 
ground. Address Circular 148, Room 
1415, Heyworth Bldg., Chicago 2 





WATCHMAKER; Bradley graduate, five 
years at bench, also doing light engrav- 
ing and jewelry repairs; neat appear- 
ance; conscientious, sober; age 27; 
married; prefer to locate in Michigan, 
but would consider elsewhere with re- 
liable concern and promising future; 
good references. Address “H., 3216,” 
care J C-K. 





CERTIFIED Master watchmaker by 
H. I. A. training; apprenticeship under 
factory watchmaker; also course in 
watchmaking at Bowman Technical 
School; 15 years head watchmaker; 
capable of managing the purchase and 
sale of new watches; eight years with 
present employer; good reason for 
change; age 41; married, two children. 
Address “J., 3226,” care J C-K. 





WINDOW display man _ available; 
thoroughly trained in every phase 
of retail credit jewelry business; 
have designed, created and installed 
window and interior promotional 
displays, for seasonal and monthly 
trims for several outstanding jew- 
elry chains during the past 20 years; 
photographs of former attention 
getting, sales promoting window 
displays at hand, and further de- 
tails upon request; the very best of 
references. Address “G., 3250,” 
eare J C-K. 





JEWELRY merchandise man; not just a 
buyer, but one thoroughly versed in 
chain jewelry buying and merchandis- 
ing for the greatest amount of turnover 
and profit possible, proven ability to 
sense buying and merchandising trends 
and ability to create jewelry and watch 
promotions for increased store traffic; 
my capability and background, in this 
field, is proven by more than 12 years’ 
experience with one of the larger chains 
of credit jewelry stores; desire connec- 
tion with a progressive firm where a fu- 
ture will be assured, commensurate 
with my ability to produce; references ; 
will go anywhere. Address “A., 2725,” 
care J C-K. 








WATCHMAKER; 20 years’ experience, 
now employed as watchmaker and man- 
ager of watch repair department of 
large, old established firm, desires to 
make a change; I repair repeaters, 
timers, chronographs, and all other 
complicated watches; I use the Watch- 
master, and understand all Swiss and 
American material systems; experienc- 
ed in all phases of the retail jewelry 
business; do ring sizing, and light jew- 
elry repairing, give estimates, and take 
in special order work; am certified by 
the United Horological Association of 
America; sober and dependable; best 
of references; good working conditions 
and top salary expected. Address “W., 
3201,” care J C-K. 








Lines Wanted 








OPEN for reputable lines; gold filled, 
and/or stone set, to wholesalers and 
jobbers; East Coast and West to Pitts- 
burgh. Address “B., 3263,’ care J C-K. 





PACIFIC Coast salesman; have covered 
better stores for over 20 years; desires 
factory line of platinum or 14kt. jewel- 
ry; commission basis. Address “K., 
2829,” care J C-K. 





PACIFIC Coast representative, with fol- 
lowing second to none, desires line of 
better grade jewelry, rings or watches; 
commission basis. Address “M., 2830,’ 
care J C-K. 





MANUFACTURERS’ representative; fol- 
lowing jobbers, Chicago, Midwest, de- 
sires additional line costume jewelry, 
gold filled, rhinestone; popular priced. 
Address Circular 146, Room 1415, Hey- 
worth Bldg., Chicago 2. 





SALESMAN; presently employed, metro- 
politan New York; pleasing personal- 
ity; neat; wishes any of following at- 
tachments; watches, bracelets, ear- 
rings, gent’s jewelry, etc. Address “F., 
3249,” care J C-K. 





DIAMOND lines only; unset and mounted 
pieces on memo basis, for exclusive, 
well advertised and established Florida 
diamond specialist; in New York, first 
wit Address ‘l., 3254,” care 





SALESMAN; Pacific Coast territory, 
open for jewelry and novelty lines, 
to jobbers, from well established 
factory; a producer; no advance 
monies; references. Address “P., 


3191,” care J C-K. 





ORGANIZATION with three salesmen, 
Midwest territory, desires manufactur- 
ers’ lines of plated hollowware, cos- 
tume jewelry, platinum mountings, and 
watches that sell direct to retailers; 
commission basis, with draw. Address 
“E., 3181,’’ care J C-K. 





MR. MANUFACTURER: am open for 
gold filled jewelry line and costume 
jewelry; Denver to Pacific Coast, 
well established trade and follow- 
ing; strictly commission. Address 


“M., 3190,” care J C-K. 





SALESMAN, with 10 years’ following 
among the jewelry wholesalers and 
chains, on the East Coast, between Bos- 
ton and Florida, including Tennessee, 
would like to make connection with re- 
a s* cece Address “J., 3186,” care 





DIAMOND loose goods; Chicago, Mid- 
west; to carry loose diamonds on 
memo from importer, manufac- 
turer; cutting from 20 points to ap- 
proximately one carat; competitive 
prices. Address Circular 150, Room 
1415, Heyworth Bldg., Chicago 2. 





_ 


MANUFACTURERS’ agent, with San 
Francisco office, is open for good fac- 
tory line; watch attachments or popu- 
lar priced jewelry preferred; estab- 
lished following among Pacific Coast 
wholesalers; can furnish business and 
financial references. Address “V., 3017,” 
care J C-K. 





(Continued on page 296) 
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LINES WANTED—Continued 





(Continued from page 295) 





INTERESTED in loose diamond, or 
mounted line, or mounting and wed- 
ding ring line; only established reputa- 
ble house; now calling on _ retailers, 
manufacturers, wholesalers; Louisiana, 
Mississippi, Alabama, Florida, Georgia, 
Texas, Oklahoma; will be in New York, 
August. Address ““W., 3065,” care J C-K. 





JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout. the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gifts, stationery and leather 
Po. stores. Address “H., 2006,” care 


Side Lines 








MARCASITE jewelry salesman; to carry 
complete outstanding line for West and 
Middle West; commission basis. Ad- 
dress “F., 3221,” care J C-K. 





UNUSUAL opportunity, for wide awake 
jewelry salesmen, for nationally ad- 
vertised, gold-filled expansion bands; 
ee Address “R., 3296,’ care 





WATCH salesmen, to sell highly styled 
Swiss watches at competitive prices: 
drawing against commission; state ter- 
ritory desired. Yormark Watch Co., 129 
W. 46th St., New York. 





SALESMEN ; all territories; with estab- 
lished retail trade, to carry small, pro- 
motional line of quality pearls: these 
are “hot’’ tested, volume sellers: 15% 
commission; replies confidential. Ad- 
dress “P., 3287,” care J C-K. 





SALESMEN, with jewelry store follow- 
ing, to carry outstanding line of ear- 
rings, gold and gold filled, together 
with other good selling items; most 
territories open. Address “J., 3075,” 
care J C-K. 





SALESMAN ; with following among bet- 
ter jewelry, department and gift stores, 
for exclusive line of fine Swiss eight 
day 7J and 15J guaranteed alarm clocks, 
as side line; Midwest and Southern ter- 
ritories: commission. Address “G., 
3214,” care J C-K. 





SALESMEN, experienced, with retail 
jewelry store following, to sell old 
established nationally advertised 
watch line; write stating territory 
which you are now covering; re- 
plies strictly confidential. Address 
“E., 3293,” care J C-K. 





SALESMEN; expansion bands, gold 
filled: unusual opportunity offered ‘“go- 
getters ;’’ experienced men calling on 
jobbers and wholesalers; outside of 
New York area; exceptional line, na- 
tionally advertised: full particulars 
i —— Address “T., 3195,’ care 





MANUFACTURER, wants salesmen 
with established trade, to carry line 
of highest grade rosaries, to retail 
jewelers and department stores; 
commission basis; give full particu- 
lars in first letter. Address “R., 
2954,” care J C-K. 





SALESMAN wanted to carry, as a side 
line through the South, Southwest and 
Pacific Coast, a popular priced line of 
diamond ring mountings, diamond wed- 
ding rings, and fancy mountings: all 
platinum; liberal commission; only 
those who have a following, with long 
years experience need apply. Address 
“M., 3231,” care J C-K. 





WELL known manufacturer of ladies’ 
and men’s 10K and 14K gold stone 
set rings wants salesmen with fol- 
lowing, calling on retail jewelry 
stores, on commission basis; good 
opportunity for the right men. Ad- 
dress ““Y., 3168.” care J C-K. 





SALESMAN, with established following 
throughout the states of California, 
Colorado, Washington, Oregon, Arizona, 
to call on the better department and 
retail stores: we manufacture a high 
type 14K line of antique reproductions 
of brooches and earrings; commission 
basis; give all details in first letter. 
Address “U., 3196,” care J C-K. 





IDEAL side line: leather watch straps; 
commission 15%: compact case, 16 Ibs.: 
following territories: New England 
states: Texas, Oklahoma, Arkansas and 
Louisiana: New York and Pennsylva- 
nia: Wisconsin, Minnesota and Dako- 
tas: give territory and present line car- 
ried. Chic Watch Straps, 817 Main St., 
Cincinnati, Ohio. 





SALESMEN: manufacturer of sterling 
silver novelties and outstanding baby 
line ; sold nationally: popular with lead- 
ing jewelers and throughout jewelry 
trade; proven volume sales to depart- 
ment stores; only top notch salesmen 
with strong following: good territories 
open: commission basis. Address “N., 
1253,” care J C-K. 





MANUFACTURER wants salesman, or 
manufacturers’ representative, with 
well established following among ster- 
ling silver trade, to carry a line of 
popular priced sterling silver hollow- 
ware, baby goods, serving pieces, etc., 
to the retail jeweler and department 
stores in the following territories: 
Louisiana, Mississippi, Arkansas, Okla- 
homa, East Texas: commission basis: 
give full particulars in first letter. Ad- 
dress “A., 3302,’ care J C-K. 








Help Wanted 








WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,’’ care 
J C-K. 





WANTED, two A-l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





SPINNERS, silversmiths and _ polishers, 
wanted at once. Address, Circular 147, 
Room 1415, Heyworth Bldg., Chicago 2. 





WATCHMAKER, capable of estj i 
and repairing watches; good reference 
essential. Rost Jewelry Co., 25 N lll 
nois St., Indianapolis, Ind. sit . 





$$ 


EXPERIENCED engraver ; state age ex- 
perience and salary desired ; good Work- 
ing conditions; five-day week; no tools 
necessary. Address “V., 299.” car 
J C-K. , 





a, 


SALESMAN wanted; calling on retai] 
jewelers for southern territory, to carry 
line of sterling hollowware, priced to 
sell: commission basis. Address “). 
3211,” care J C-K. 





SALESMAN, Midwest: established firm 
manufacturing sterling jewelry for gift, 
specialty, resort shops, etc.; car essen- 
tial: commission: references. Kingsland 
Jewelry, 105 Sixth Ave., New York City. 





JEWELRY chaser, with some knowledge 
of jewelry dies, capable of taking charge 
of this department: state experience 
and where in the past employed. Ad- 
dress “M., 3228,’ care J C-K. 





SALESMAN for retail store with Knowl- 
edge of diamond jewelry and _ silver- 
ware: write only for appointment giv- 
ing experience and _ salary wanted. 
Franks, 2343 Broadway, New York City. 





STORE manager: opening in _ Dallas, 
Texas: investigate this opportunity; 
state qualifications, experience and all 
information; absolutely confidential. 
Address “D., 3179,” care J C-K. 





SALESLADY: experienced in_ silverware 


retail store: state age and qualifica- 
tions: prefer girl from small town. 
William Crow, 320 University Bldg., 


Denver, Colo. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week: 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





REPRESENTATIVES for sterling silver 
jewelry manufacturer; excellent line 
for jewelers and department stores, 
South, Southwest, Coast and Midwest; 
commission and territorial rights. Ad- 
dress “L., 3189,’ care J C-K. 





JEWELER; on gold and platinum; one 
with good experience; fine position and 
good city in which to live, with a won- 
derful opportunity for a capable man ; 
give information in detail. Address “J., 
3227,” care J C-K. 





JEWELER wanted; one with sufficient 
experience to operate a shop with a few 
men; experienced in production of 4 
better product; when you reply, state 
fully your ability and experience. Ad- 
dress “B., 3229,” care J C-K. 


—$—$$— 





JEWELER-engraver, must be able to do 
jewelry and engraving work satisfac- 
torily : excellent working conditions with 
good pay in medium sized southern 
town: wonderful climate. Address “Jew- 
eler-Engraver, 3210” care J C-K. 


—_—_—_—_—— 
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7ANTED;; first class, combination repair 
” oe who can engrave, set diamonds 
and general jewelry repairs ; must have 
best of references; permanent position. 
A. & A. Ash, Inc. 201 No. 20th St., 
Birmingham, Ala. 








*SMEN: with following, to handle 
Oe ae fine grade die struck plain and 
engraved 14K gold wedding rings, ex- 
tensive numbers ; competitively priced ; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. 











1A MY TROT ERE 


SALESMEN wanted; one of nation’s lead- 
ing jewelry firms; staple, costume and 
promotion jewelry for retail jewelers, 
department stores and gift shops; pro- 
tected territories open; reply in full 
detail. Address “H., 3053,” care J C-K. 


bt a al Ta tt il baila ; 














———_- — 


WATCHMAKER;; A-1 real mechanic, at 
least 15 years’ experience, first class 
work: Swiss and American, thoroughly 
familiar with Watchmaster; permanent 
job for the right man; old established 
store in New York City. Address “N., 
3286,” care J C-K. 





WATCH salesman; Pacific territory; 
quality, popular priced, nationally ad- 
vertised Swiss watch; excellent oppor- 
tunity for man with following; draw- 
ing against commission; substantial 
earnings for right person; give full de- 
tails. Address “‘P., 3295,’’ care J C-K. 








MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





WHOLESALERS; nationally advertised, 
diversified, fine Swiss watch line, suc- 
cessfully sold direct to retailers for 
many years, now available to a select 
group of wholesalers; no commitments 
required; inquiries invited. Address 
“N., 3256,” care J C-K. 





SALESMAN wanted: southern states; 
large mountings, rings, wedding 
rings, chains, emblems, etc.; no ob- 
jection to non-conflicting line; com- 
mission basis-bonus; excellent op- 
portunity. Address “R., 3289,” 
care J C-K, 





EXCELLENT opportunity: manager for 
a cash and credit jewelry store in a 
town of 60,000 population in Texas; 
must be self reliant, capable, promo- 
tion sales minded and experienced in 
all phases in management of a credit 
wd store. Address “F., 3213,” care 





IMMEDIATE opening for an experienced 
engraver accustomed to fine detail work 
including monograms, chasing, etc., in 
one of southwest’s oldest and largest 
retail jewelry stores; this position per- 
manent for a first class craftsman; 
wk! open. Address “B., 3207,” care 


a 


WATCH salesman for West Coast, with 


following among retailers, wanted by 
established importer for fine, but popu- 
lar priced, complete Swiss watch line; 
liberal commission; no objection to non- 
conflicting line; existing accounts will 
be turned over; state details in con- 
fidence. Address “G., 3222,” care J C-K. 





LIVE wire salesmen, with good follow- 


ing, to call on the retail jewelers, to 
represent an old established jewelry 
firm, manufacturing a complete line of 
10 and 14K jewelry; territories all 
over the United States open; give full 
particulars in first letter: commission 
basis. Address “G., 3183,” care J C-K. 





SALESMEN : costume jewelry, established 


manufacturer, highly styled rhinestones, 
prong-set; line that gets reorders, seeks 
salesmen with following, jewelry and 
specialty stores; excellent’ territories 
open and protected; high commission ; 
references ; no objection to non-conflict- 
ing line. Box 1258, New York 8, N. Y. 





WATCH salesmen; experienced, with 


good retail store following, for na- 
tionally known, reasonably priced, 
up-to-date Swiss watch line; good 
commissions; no objections to non- 
conflicting lines; state territory 
with full particulars. Address ‘“‘J., 
3252.” care J C-K. 





SALESMAN wanted, to make two trips 


per year through west and southwest, 
with fine line of antique jewelry, gold 
and diamond pieces; trade all built up; 
simply require man who can be bonded, 
with good background: non-conflicting 
lines desirable, and liberal commissions 
offered. Address “C., 3043,” care J C-K. 





DEALER; established in China, wishes 


to appoint representatives for sale 
of jade stones, unset, to manufac- 
turing and retail jewelers; prepared 
to furnish capable and _ reliable 
salesmen with limited stock against 
bank or other acceptable guarantee. 
Address “J., 3217.” care J C-K. 





SALESMEN, saleswomen:; to sell unique 


line of costume jewelry, consisting of 
ladies’ glove guards, spec-holders and 
season’s newest, most outstanding 
rhinestone pins; a sure seller in jewelry, 
gift and department stores; all terri- 
tories open and protected; 10 per 
cent, commission. Intercontinental, 141 
S. Robertson, Los Angeles 36, Calif. 





TERRITORIES open for experienced 


salesmen, calling on wholesalers and 
watch material jobbers, to represent 
popular priced watch attachment manu- 
facturer; commission basis, with pros- 
pective drawing against commission; 
give references and full details: replies 
treated in strict confidence. Address 
“D., 3028,” care J C-K. 








WANTED, qualified men and women 


store managers; must be settled and 
willing to take responsibility; have 
openings in both large and small 
units; applicants will be considered 
according to ability; furnish com- 
plete background in first letter to 
Mr. Oliver A. Jenkins, Duval Jewel- 


ry Company, Jacksonville, Fla. 


SALESMAN: with following wanted for 
Louisiana, Eastern Texas and Western 
Mississippi; we carry the finest na- 
tionally advertised jewelry lines and 
are well introduced in Louisiana and 
Mississippi ; must have car; drawing ac- 
count against commission; give full de- 
tails and references in first letter. 
Sommers & Sommers, Candler Bidg., 
Atlanta, Ga. 





SALESMEN; for the Pacific Coast and 
the Southern territories, to represent 
long established concern of the finest 
and best selling line of 14K gold zircon 
and other colored stone jewelry, in 
rings, bracelets, pendants, earrings, etc. ; 
excellent opportunity; no objection to 
non-conflicting line; answer in detail; 
references; commission basis. Address 
“K., 3253,” care J C-K. 





EXCELLENT opportunity ; salesmen call- 
ing on jewelry, specialty and department 
stores, to represent established manu- 
facturer fine costume jewelry, for mid- 
west, except Illinois, east-southern and 
west coast territories; state age, past 
association and references first letter: 
replies confidential; men residing near 
territory preferred; drawing when qual- 
ified. Address “B., 3036,” care J C-K. 





SALESMEN; calling on jewelry, depart- 
ment, leather goods, men’s stores; to 
represent manufacturer of quality line 
of leather watch bands, bill folds, west- 
ern belts and sterling silver buckles; 
jobbers of metal bands; covering the 
Middle West, South, Central States, 
Texas and surrounding states, Colorado 
and adjacent states; good commissions ; 
write particulars. Pacific Watch Attach- 
ments Co., 253 So. Broadway, Los An- 
geles 12, Calif. 





EXPERIENCED; retail jewelry sales- 
man for prominent, high grade, 
popular price store in large Pacific 
northwest city; has excellent posi- 
tion available for very intelligent 
and capable young man; satisfac- 
tory arrangements to right party; 
wartime wizards please do not ap- 
ply; write giving age, former posi- 
tions, experience, marital status; in- 
formation held in strictest confi- 
dence. Address “N., 3300,” care 
J C-K. 





SALESMAN; this territory open for 
a good man with following amongst 
retail jewelers: Pennsylvania, West 
Virginia, Ohio, Kentucky, Michi- 
gan, Indiana, to represent manufac- 
turers of substantial line of plati- 
num and gold diamond rings and 
ring mountings, diamond watches, 
ete.; good commission; no objec- 
tion to non-conflicting side line. 


Address “R., 3260,” care J C-K. 





JEWELRY salesman; experienced sales- 
man with a strong following of his own, 
to represent a 75-year-old established 
firm, specializing in an extensive line 
of platinum and gold diamond rings, 
diamond watches, diamond attachments, 
ete.: territories open are Southwest, 
Middle West and Coast for the man who 
can produce; large stock can be given 
preferably as a side line; write giving 
full details as to qualifications, terri- 
tory and references. Address “V., 3194,” 
care J C-K. 








(Continued on page 298) 
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SALESMAN; to take over well estab- 
lished and lucrative territory, south- 
west and Texas; well known manu- 
facturer of diversified line platinum 
and gold diamond jewelry, with 
large following and friends among 
best retail jewelers in territory; 
man must be well known to trade 
and preferably resident of territory 
or Texas; rare opportunity if you 
qualify. Address “P., 3233,” eare 
J C-K. 





TWO topnotch salesmen with active 
retail jewelry store following; one 
established territory includes _IIli- 
nois, Missouri, Kansas, Oklahoma, 
Iowa; the other established terri- 
tory includes, Virginia, North and 
South Carolina, Alabama, Georgia, 
and Florida; a liberal drawing ac- 
count for the men who qualify; 
write stating territory covered; your 
letter will be held in strictest con- 
fidence. Address “C., 3292.” care 
J C-K. 


HARD-WORKING salesman to sell in 
Southeast; nationally known manufac- 
turer of medium priced quality jewelry, 
located near New York, has an open- 
ing for an alert and experienced busi- 
ness man-salesman, preferably located 
in vicinity of Atlanta, to sell to whole- 
salers and also contact retailers from 
Virginia to Louisiana; your ability, 
judgment, hard work, and sales record 
are more important than specific ex- 
perience, but knowledge of both whole- 
sale and retail jewelry highly desirable ; 
must have earned $8,000-$10,000 net; 
our requirements are rigid, and we 
want a man who will become a con- 
genial and important member of our 
organization ; please write fully includ- 
ing age and income requirements. Ad- 
dress “K., 3188,’’ care J C-K. 


For Sale 


Stores, Stocks and Businesses 











JEWELRY store; in busy town, within 
15 miles of Boston; clean stock and fix- 
tures; $10,000; cash only. Address “E., 
3212,” care J C-K. 





RETAIL jewelry store, Main Street, New- 
port, R. I.; with, or without stock; 
ideal for chain or watchmaker couple: 
cash only. Address “E. M., 3187,” care 


ye 





JEWELRY store, 100% location in Cedar 
Rapids, Iowa; real money maker for 
watchmaker and wife; $12,500 will 
handle; all nationally advertised mer- 
chandise ; new fixtures; air conditioned ; 
thoroughly modern. Address “C., 3209,’ 
care J C-K. 





FINE, modern cash and credit store, in 
New Jersey; city of 9000 population; 
100% location; selling jewelry and ap- 
pliances; inventory about $25,000; re- 
ceivables, $11,000; will sacrifice for 
quick-sale; worth looking into. Address 
“E., 3220,” care J C-K. 




















SMALL town jewelry store; population 
2500, established 32 years; average for 
last five years over $35,000 per year; 
first five months this year $10,775; 
building can be purchased or leased for 
desired length of time. Address “‘A., 
3203,” care J C-K. 





RETAIL credit jewelry and watch repair 
store in New Jersey city of 8,000 to 
10,000, within 50 miles of Manhattan; 
new glass front, modern fixtures; Neon 
signs; reason, jeweler-optometrist wants 
to become optometrist only; $2,500; 
stock and/or accounts optional. Address 
“T., 3298,"’ care J C-K. 





PAWN shop, Hollywocd Boulevard; 
exclusive, non-competitive location; 
pledges obtainable on highest class 
merchandise; recently remodeled, 
modern; clean stock; fixtures; good 
will; priced for quick sale, $12,000. 
Atlas Loan, 5515 Hollywood Blvd., 
Hollywood, Calif. 





FOR SALE: modern, attractive, air-con- 
ditioned store in progressive town, in 
Mississippi; 100% location; long lease; 
best lines watches, silver; clean stock; 
photographic department; ideal loca- 
tion for chain store operation; details 
will be given to reliable and interested 
parties. Address “‘N., 3248,” care J C-K. 








OUTSTANDING store in fast growing 
Florida City; complete stock of jew- 
elry, watches, diamonds, | silver, 
china and glass; sales last year 
$100,000; can be greatly increased ; 
price about $125,000, but can be 
adjusted; best reason for retiring; 
principals only; no auctioneers. 


Address “B., 3204,” care J C-K. 





MIAMI, Florida opportunity; wholesale 
watchmakers material and jewelry sup- 
ply business; established 25 years, same 
location; commercial business district; 
low rental; fine local and State trade; 
large complete stock and equipment; 
have most desirable national factory 
contacts as source of supply; enjoy best 
credit; owner retiring; apply with full 
information; will respond with same. 
Address “M., 3243,” care J C-K. 





JEWELRY store in one of Southern 
California’s fastest growing cities of 
over 40,000 population; one owner 16 
years in same location near Los An- 
geles; Hamilton, Elgin, Gruen and 
Parker franchises; new fixtures and 
clean up-to-date stock; store has ex- 
cellent reputation with mostly cash 
business; good lease; about $35,000 
mostly cash; owner retiring. Address 
“T., 2540,” care J C-K. 





MOST attractive jewelry store in Wis- 
consin; excellent corner, long lease, new 
fixtures and air conditioning; leading 
watch and silver franchises; cash and 
credit of the highest type; prestige, 
advertising and expensive’ displays 
make it possible to go either to cash 
or credit operation; book value about 
$75,000, including everything, will sell 
at sacrifice, with complete stocks and 
receivables, or will reduce to suit buyer ; 
our carefully detailed monthly reports 
prove moneymaking past of this store. 
Address “D., 3267,’ care J C-K. 























ONE of the oldest jewelry stores in 
North Carolina, for sale; optical 
watch and jewelry repair depart. 
ments; clean, standard merchan. 
dise; building 20 x 88 feet; built 
for a jewelry store in 1941; stoker 
steam heat; lease on store and fn. 
tures arranged, contingent on Sale 
of merchandise; good location: 
about $20:000, based on actual 
value inventory. Bernau Jewelry 
Co., 216 N. Elm St, Greensboro, 
N. C. 


SRI TBI REIL E CARD , AIEDILIDLL ELE ESE: EL LO GIONS 5 


For Sale 


Tools, Equipments 











USED tools, benches, lathes, 
machines, staking tools, ete. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 


cleaning 
R. P 





FOR SALE; important and rare watch 
collection, including first watch ever 
made; collection on display in public 


museum since 1915; also key collection 
for sale. Address “‘D., 3219,’ care J C-K. 





ARCH CROWN celluloid and _ parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 


JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enve- 
lopes with call checks; printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manyfactur- 
ers, Printing, Engravers, 31 East 22nd 
St., New York 10, N. Y. Algonquin 
4-2174. We ship open account, parcel 
post, or express to any part of the 
United States. 


ERE EERIE TEENIE DIDIER LEN EAE EDEL ODE, 


Business Opportunities 


a 











EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





——_<—$$————— 





MANDELL E. Lewis, world’s famous dia- 
mond and jewelry auctioneer; wire oF 
write for date and terms. 200 W. 90th 
St., New York City. 








JEWELRY stores wanted by chain store 
organization seeking to expand its Op- 
erations; will consider every store lM 
any city; all replies confidential. Ad- 
dress “J., 2740,” care J C-K. 


— 





_ 


WANTED: established jewelry store in 
Mid West town 15,000 population, oF 
over, with good lease; 10 to 15 thousand 
cash. Address Circular 149, Room 1415, 
Heyworth Building, Chicago 2. 


—— 
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<< 
BUSINESS OPPORTUNITIES—Cont. 
——— iinitieoe 
LRY store wanted; about $15,000; 
—S be within 100 miles of New York 
City ; consider partnership in going con- 
cern; prefer credit type operation. Ad- 
dress “N., 3232,” care J C-K. 

















———— 





WILL pay cash for credit jewelry store, 

’ in live industrial Ohio, or Indiana city 
of 40 to 90 thousand population ; advise 
all particulars. Address “Y., 3202,” care 
J C-K. 








HIGHEST cash buyers of jewelry stores, 
stocks, fixtures, good will, accounts re- 
ceivables; high type personnel; coast 
to coast; all correspondence confidential. 
National Capital Co., 545 Fifth Ave., 
New York 17, N. Y. 





GORDON Bros., oldest and largest 
cash buyers of jewelry stores and 
surplus stocks; established 1903. 
18 Province St., Boston 8. Contact 
collect. Capital 7-1728. 


AUCTION for profit: auction sales con- 


ducted anywhere in the country; the 
finest bank and jewelers references 
furnished ; stocks bought. Herman 


Schwadron, 386 Fulton St., Brooklyn, 
: 


_ . 


WANTED; retail jewelry store; cash 
or credit operation; in southern 
city, 35,000 population or larger; 
doing a volume over $125,000; 
send full details. Address °“‘J., 
3277.” care J C-K. 


a —$$——$——— 


AUCTIONEER; eight successful sales 
conducted in 1948; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 





WE can make 1949 a successful year; 
our auction sales bring cash and 
new customers to you; stocks bought 
for cash or sold on commission. 
B. Schwadron, 89 S. 9th St., Brook- 
lyn 11, N. Y. 


COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St.., 
Boston, Mass. 








SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





AUCTIONEERS with 30 years of leader- 


ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben _ Tipp, 
Seattle; Noack-Hardger, Sacramento, 


Calif. ; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers: 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 


























AUCTIONEERS interested in liquidat- 
ing stocks profitably; we purchase 
inventories and conduct dignified 
profitable auctions; 25 vears’ suc- 
cessful experience, disposing of 
jewelry stocks; finest references. 
Gabriel Flutie, 310 West End Ave., 
New York City. 





ATTENTION: watchmaking students; 
open your own watch crystal fitting 
trade shop; we can supply complete 
blank and popular finished glass 
systems, all types, and plastics; your 
opportunity to start a rapid growing 
business in a field not overcroweded, 
having a good income from a small 
investment; can easily work into 
other trade services. For details 


write, “F., 3271,” care J C-K. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat saie 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





ARE you going out of business; I can 
guarantee you the cost of your mer- 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
eash for your entire store with or 
without fixtures; write for my prop- 
osition; all correspondence confi- 
dential; best of references through- 
out past 30 years. Harry Weisz, suc- 
cessor to Herman Nathan, 59 E. 
Madison St., Chicago. Ill. Dearborn 
1684. 





AUCTIONEERS: V. C. Kelley and As- 
sociates; for over 20 vears America’s 
most successful jewelry auctioneers; 
rich in experience, outstanding in 
ability ; capable of handling the big- 
ger stocks and the finer goods; and 
above all, we posses the skill to get 
the most for your stock; recently 
sold over $350,000 for the five fol- 
lowing stores; Brackins, Pensacola, 
Florida; Sterling, Cincinnati, Ohio; 
Dame & Wilson, Richmond, Indi- 
ana ; Stewarts, Little Rock, Arkansas; 
Shaws, Lima, Ohio; best references. 
Write or wire V. C. Kelley, 6956 
No. Ashland Ave., Chicago, III. 





MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 











A. E. GATES & Associates, jewelry 
auctioneers; if you are retiring 
from business, or wish to reduce 
your stock, a dignified auction con- 
ducted by experts in selling jewels, 
art objects, all classes of goods car- 
ried in first class stores, with the 
ability to describe each piece cor- 
rectly and convincingly, inspiring 
the most discriminating customers 
to buy during and long after your 
auction is over; our proven ability 
of many years’ successful selling, 
for leading jewelers throughout the 
United States, will also apply to you; 
we can sell all or any part of your 
stock, quickly and profitably; write 
or wire for terms and dates. A. E. 
Gates, 580 Fifth Ave., Room 605A. 
New York 19, N. Y. Tel. Plaza 
7-3245. 





WOULD you like to retire from busi- 
ness, if you were given a responsible 
guarantee that your stock, accounts 
and fixtures would be sold for more 
than the wholesale cost; our service 
will secure a cash buyer for your 
store as it stands today as a going 
concern; your good-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewelry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used our ser- 
vices recently; no store too large 
or small to use this service; write 
for competent appraisals and com- 
plete details without obligation. Mc- 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chi- 
cago, IIl. 








Wanted to Purchase 











CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





UNUSUAL outstanding costume jewelry, 
wanted by wholesale jeweler. Cornell 
Anthony Hacker, 8827 W. Olympic 
Blvd., Beverly Hills, Calif. 





WANTED. used sterling flatware or hol- 
lowware; inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise not scrap. 
Vroman’s Silver Shop, 520 W. 7th, Los 
Angeles, Calif. 





WANTED to buy, for cash; surplus stock 
of watches, jewelry and diamonds at 
highest prices; bank references; all 
correspondence confidential; call or 
wire collect. London Watch Co., Ince., 
2 E. 45th St., New York 17, MU 7-7743. 





HIGHEST prices for 12 and 16 size, 7 to 
21 jewel American movements; check 
mailed immediately ; estimate subject to 
your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill 





(Continued on page 300) 
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(Continued from page 299) 





SPOT cash for your surplus stock 
watches, diamonds and _ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 


e 





SURPLUS jewelry stock wanted; best 
prices paid for your surplus, dead 
stock of jewelry, diamonds, gold 
scrap, bracelets, cuff links, emblems, 
watch cases, stones, broken jewelry, 
odds and ends; prompt remittances; 
all shipments held intact pending 
approval; satisfaction guaranteed. 
Bonded. Lewis’, Dept. CK., Inter- 
national Bldg., St. Louis, Mo. 





CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled scrap, silver, gold and any 
other precious metals and jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; references; 
National Bank of Commerce, Mem- 
phis, Tenn.; Jewelers Board of 
Trade, Dun & Bradstreet. Wein- 
man’s, Dept. K, 108 Beale Ave., 
Memphis, Tenn. 








Watch Work, etc., for 
the Trade 








WE specialize in repairing chronographs 
and repeaters. Richard Flauto & Co., 
48 W. 48th St., New York 19, N. Y. 





WATCH repairing for the trade, jewel 
setting, plate and balance jewels; price 
list upon request. M. J. Gallo, 922 N. 
Plum St., Lancaster, Pa. 





L. M. MAYRHOFER;; fine watch repair- 
ing for the trade; mail orders; 30 years’ 
experience ; prompt delivery. Room 324, 
215 W. Fifth St., Los Angeles 13, Calif. 
MU 8566. 


a 





SPECIALIZING in _ repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
orders attended to promptly. I. Kunnel, 
2 W. 47th St., New York City. Phone 
Lu 2-3163. 








BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109B Summer St. 


COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





ROY A. RAMSEY & Son, Room 710, 
Western Saving Fund Bldg., Philadel- 
phia 7, Pa.; finest quality trade watch 
repairing; regulated and tested on 
Western Electric Watchmaster. 





WATCH repairing for the trade; price 
list upon request; work guaranteed; 
Watchmaster timed; mail orders in- 
vited. Joseph Bares, Jeweler, 4409-30th 
Ave., Astoria, L. I., N. Y. As 8-7072. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 
48th St., New York 19, N. Y 





COMPLICATED and plain watch repair- 
ing; chronographs our specialty; cases 
polished; 23 years’ experience; prompt 
service ; reasonable prices; mail orders 
invited. H. Shlifstein, 131 Main St., 
Hempstead, L. I., Phone Hemp. 2-9000. 





KNOW your vibrator; mail direct; same 


day service; flat $1.75; Breguet $2.50; 
free services; restud, recollet; write 
for free envelopes and containers. Hair- 
spring Vibrating Co., P. O. Box 330, 
406 32nd St., Union City, N. J. 





EXPERT watch repairing; we specialize 


in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster; time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 





PERFECT watch repair service, 323 W. 


Fifth St., Room 201, Los Angeles 13, 
California; 18 years’ experience: mem- 
ber Jewelers Board of Trade; chrono- 
graph and repeater specialists; Watch- 
master tested for perfection; two to 
three days’ service ; no better workman- 
ship at any price; send us your trial 
order now. 





FINEST watch repairing, with seven 


days, or sooner, service; all work 
guaranteed and protected to and 
from store against loss and damage; 
all watches timed with Watchmas- 
ter; located in the Midwest’s most 
convenient watch repair. center; 
price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 








IMPORTANT: your watch repairs; 


any make, any size watch accurately 
repaired and at today’s most reason- 
able prices; we offer you the finest 
craftsmanship, fully guaranteed 
prompt service and postage prepaid; 
for nearly a third of a century, this 
has been our policy; send us a trial 
package today; prices quoted on re- 
quest. National Watch Repair Co., 
727 Sansom St., Philadelphia 6, Pa. 








TWENTY-FIVE years’ of experience 
in fine watch repairing; Services 
include _ repair on  chronographs 
vibrate hairsprings and all types of 
complicated watch repairing; Watch. 
master machine assures accurate 
timing; work guaranteed, Prompt 
delivery in three to six days; price 
list upon request. H. Spielman (Co, 
9 Maiden Lane, New York 7, N, y 
WOrth 4-3377. 
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Special Order Work and 
Repairs for the Trade 











PEARLS and beads restrung; rosaries 
repaired by experts for the trade; right 
prices ; prompt service ; monthly billing, 
_* 55-B Eddy St., Providence, 





BEADS restrung; all style beads re. 
strung, plain or knotted; prompt ser. 
vice: can furnish references. Mrs. Helen 
E. Stump, 202 State St., Shillington, 
Pa., near Reading. 





FOUNTAIN pen and lighter repairing; 
experts on all makes; authorized ser. 
vice station Parker, Schaeffer, Water- 
man, Eversharp. Personal Pen Co., 333 
Washington St., Boston 8, Mass. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





JEWELRY repairing, diamond setting, 
engraving; new stones supplied: orig- 
inal designs in colors, when estimates 
are given on_ special order’ work. 
Charles F. M. Gibbs, 38 years in the 
jewelry industry; Gibbs Jewelry Repair 
& Art Shop, 1903 State St., Phone 2- 
9058, Harrisburg, Pa. 





To Let 








BENCH space: suitable for jewelers or 
setters, in fully equipped, modern light 
clean shop: 45th St., New York City. 
Call Lu 2-4139. 








For Rent 





| 





FOR rent: desk space; diamond or jew- 
eler; one block Maiden Lane. Thomas 
C. Stearn, 198 Broadway, New York 
City, Room 802. 





Miscellaneous 





Le 








JEWELRY, silverware and plastic en- 
graving taught. - Hemersbach, 
Tutor, 303 Fifth Ave., New York. MU 
4-7572. 





WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send 15c, stamps, for 
sample copy. Dean Co., 116-A Nassau 
St., New York 7, N. Y. 
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Speidel Renews 
"Stop the Music” 


Speidel Company, has signed a 52-week 
renewal contract with the American Broad- 
casting Company covering sponsorship of 
the 8:30 to 8:45 P.M., EDT, segment of 
Stop The Music, ABC’s top rated Sun- 
day evening radio listening favorite. 

The renewal contract effective Sunday, 
Aug. 7, covers 187 ABC stations over which 
Speidel Company presents this portion of 
Stop The Music on behalf of its Ming- 
Tai and Lord Hunt wrist watch bands and 
children’s jewelry. Cecil & Presbrey, Inc., 
of New York, is the agency representing 
Speidel Company which has been sponsor- 
ing this quarter-hour of Stop The Music 
over the ABC network since May 23, 1948. 


New Marshall Lathe 
Presents a New Concept 
The C & E Marshall Company, of Chi- 


cago, recently introduced an entirely new 
concept in watchmakers’ lathes, the Mar- 
shall Pre-Loaded Ball Bearing Watch- 
makers’ Lathe, which, states the company, 
is the result of five years of development. 





Improvements of a wartime development 
of ball bearings produced precision bear- 
ings in the size the Marshall engineers 
wanted. Two years ago tests were begun 
on the new lathe. One of these tests was 
for more than 1100 hours of continuous 
operation . . . without oiling or attention 
of any kind. (These ball bearings are sealed 
for life in oil.) 

The climax of these years of research, 
study and testing came when this new 
lathe had its premier showing at the 
U.H.A.A. Convention in Chicago. Priced 
at $84.50 in enamel and chrome finish and 
$89.50 in polished nickel, it created much 
favorable comment. 





Metro Adds Special 
Order Dept. 


The Metro Jewelry Corporation, 21 West 
46th Street, New York City, recently an- 
nounced they are enlarging their Special 
Order Department. 

This Special Order Department for 
Platinum and Gold is devoted exclusively 
to the satisfaction of every whim and fancy. 
Detailed sketches to specifications of jewel- 
er will be furnished. Complete remodeling 
and setting, of fine craftsmanship, is of- 
fered in this new department. 

A reasonable time limit on such work 
and the lowest possible prices plus com- 
plete satisfaction is guaranteed. 


FOR AUGUST, 1949 














Arrow Manufacturing Company 
Adds 30,000 Square Feet 


The Arrow Manufacturing Company has 
taken over the lower floor of its two-story 
building, adding some 30,000 square feet 
to its manufacturing facilities. This gives 
Arrow a total of some 80,000 square feet. 
With the addition of this space, according 
to the company, Arrow’s facilities are the 
largest in the New York area for the manu- 
facture of jewelry boxes. 


Annual Swank Conference 


The Fall line of men’s jewelry, leather 
and other accessories of Swank, Inc., was 
presented to approximately 125 salesmen 
and sales executives in the ballroom of the 
Sheraton-Biltmore Hotel in Providence re- 
cently. This was part of a five-day sales 
conference. 

Lee Biagi, vice president and general 
merchandising manager, made the pres- 
entation, assisted by Leo Mueller. leather 
merchandising manager; Viola Howard, 
stylist; and members of the company’s 
Development Department. Chester G. Gif- 
ford, general sales manager, was in charge 
of the program. 

“We’re ready for the tough, competitive 
days ahead, and we're confident of our 
biggest selling season in history this fall,” 
J. Carlton Bagnall, executive vice-president, 
told the salesmen. 

A regular, full-sized store front was set 
up in the ballroom. Two display windows, 
displaying the jewelry line in one and the 
leather line in the other, were featured. 

The fall advertising campaign, the largest 
in the history of the company was shown 
by Al Corrigan, of Kudner Agency, New 
York. 

The presentation of the line was followed 
with a meeting addressed by Maurice L. 
Heller, vice-president in charge of sales. 





Above, Paul Gammage, of Houston, Tex. 
(center), receives a check for $1,000 in a 
surprise salesmanship award at the Swank 
sales conference. Presenting the check is 
Chester G. Gifford, general sales manager; 
and looking on, left to right, are J. Carlton 
Bagnall, executive vice-president; Louis 
Pedrolie, district manager, and S. M. 
Stone, president. 





Compact Display Motor 


Compact and light-weight, the Turn-Tell 
Electric Display motor is ideally suited for 
use in the typical small jewelry display 
window. It is designed to support 25 
pounds and the ball bearing drive shaft 
assures smooth flowing operation. Retails 
for $12.50 for 1 to 10 motors, or $11.80 in 
quantities, from Timers Co., 1635 Neadleau 
Street, Los Angeles 1, Calif. 














Elgin Receives Award 
For Outstanding Design 


In recognition of the “exquisite charm 
and high fashion” of the new Elgin 
watches, Elgin National Watch Company 
has been awarded the 1949 gold medal of 
the Fashion Academy, New York arbiters 
of styling. 

Announcement of the award was made 
in New York by Emil Hartman, president 
of the Academy, who each year selects the 
recognized annual list of “ten best-dressed 
women in America.” The Academy is one 
of the nation’s best-known schools of 
fashion design. 





In accepting the gold medal in New 
York on June 10th James G. Shennan, 
Elgin president (shown at left), said he 
considered it “the successful culmination 
of many years’ research in product design, 
during which the company has sought un- 
ceasingly to perfect up-to-the-minute styl- 
ing hand-in-hand with constant improve- 
ments in watch mechanisms.” 


Cort Tie-in Successful With 
National “Toni Twin" Contest 


One of the most successful promotions 
ever effected by the Cort Watch Co. of 10 
W. 47th St., New York, was the recent tie- 
up with the “Toni (Home Permanent 
Wave) Twin” beauty and talent contest 
throughout the nation. 

Through arrangements made by the ex- 
ecutives of the Toni organization with Al- 
min Epstein, president of Cort Watch, 
every girl in the series of “Toni Twin” 
caravans which searched the country for 
“Toni Twins” wore a Cort timepiece. All 
regional winners were presented with Cort 
watches. 


Acc't Exec. for 
Prism-Lite 


William G. Lewis 
Account. Executive 
Prism-Lite Diamonds 





William G. Lewis, well known in the 
jewelry industry as an aggressive merchan- 
dising and promotion expert, has been 
appointed Account Executive for Prism- 
Lite Diamonds, 4 W. 58th St., N. Y. City. 
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Landers, Frary & Clark 


R. M. Oliver, General Merchandise Man- 
ager, Portable Electric Appliance Division 
of Landers, Frary & Clark, New Britain, 
Conn., has announced the appointments 
of Carl McLaughlin; J. J. Diemente and 
QO. H. Hansen as District Managers for 
Universal Portable Electrical Appliances 
in New York City, Upper New York State 
and North New Jersey respectively. 

Also announced was the appointment of 
J. J. Coughlan as District Manager of 
Portable Electric Appliances in Connecti- 
cut, Western Massachusetts and Rhode 
Island. 

The appointments of R. C. Beatty and 
Ralph Moore as District Managers for 
Portable Electric Appliances in south- 
eastern United States was also announced 
by Oliver. Beatty’s territory will be Ten- 
nessee, Georgia and South Carolina. Moore 
will serve as district manager for Portable 
Electric Appliances for the company in 
Virginia, North Carolina and West Vir- 
ginia. 





JOS. A. McGREGOR 
Kramer Jewelry 


J. H. BURNHAM 
General Mills 


Appointment of John H. Burnham as 
branch representative for General Mills 
Home Appliances in charge of Milwaukee 
and Eastern Wisconsin was announced re- 
cently by R. P. Kelly, sales manager. 


Louis Kramer, president of Kramer 
Jewelery, 48 West 37th Street, New York 
18, N. Y., creators of “Diamond Look” 
Rhinestone Jewelry, announced Joseph 
A. McGregor will represent Kramer Jewelry 
in the South East territory. 


Murray Strasburg, formerly with Man- 
hattan Shirts and Cluett Peabody Corp., 
has been named Pacific Coast Manager for 
Swank, Inc., He has recently become a 
a member of the 24 Karat Club of Southern 
California. 


William M. Stockman, who has been 
identified with credit retailing for about 
25 years, has joined Altheimer & Baer, Inc., 
Chicago, as their Eastern Sales Manager 
with headquarters in New York City. 














Following the annual meeting of Swank, 
Inc., Attleboro, Mass., manufacturers of 
men’s jewelry, leather, and other acces- 
sories, James G. Campbell, controller and 
a member of the board, was elected as a 
vice-president, and Mason Merchant, mem- 
ber of the law firm of Hinckley, Allen, 
Tillinghast, and Wheeler of Providence, 
R. I., was elected secretary. Chester G. 
Gifford, general sales manager, was elected 
to the board. 

Re-elected were S. M. Stone, president, 


J. Carlton Bagnall, executive vice-president ; 


John J. McCarte, treasurer; Sam Sampson, 
Maurice L. Heller, J. Carlton Bagnall Jr., 
Lee Biagi, Samuel C. Schriver, and Albert 
L. Heller, vice-presidents. 


John F. Des Reis has been named general 
sales manager of Ronson Art Metal Works, 
Inc., Newark, New Jersey, succeeding 
Frederick W. Osgood. The announce- 
ment of the new appointment was made 
by Alexander Harris, Ronson’s president, 
who at the same time named two additional 
assistant sales managers: John E. Osgood 
and Nathaniel S. Rosengarten. 

Mr. F. W. Osgood, former general sales 
manager and vice-president in charge of 
sales, has retired from active participation 
after more than 40 years of service. He 
will, however, continue with the company 
in an advisory and consulting capacity. 


Fashion 
for Kramer 


Edith Beeson 
Fashion Coordinator, 
Publicity Director, 

Kramer Jewelry 





Edith Beeson, recently Accessories Editor 
for Mademoiselle Magazine, has been ap- 
pointed Fashion Coordinator and Publicity 
Director for Kramer Jewelry, New York, 
creators of “Diamond Look” rhinestone 
jewelry, it was announced by Louis Kra- 
mer, president. 


J. W. Wolfenden Corp., silversmiths and 
manufacturing jewelers of Attleboro, Mass., 
have just announced the appointment of 
Herman Hirsch of 315 W. 5th Street, Los 
Angeles, as their representative for the 
territory west of Denver. His district will 
include the Pacific Northwest and Cali- 
fornia. Mr. Hirsch has been active in the 
jewelry field for over 25 years. 
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... an 
in Conclusion... 


ON TAXES 


It’s your money, which you pay to the government in 
faxes, which in turn hikes the price of commodities to 
‘lévéls which cut down demand and limit markets. 

* Today, taxes, direct and indirect, account for $450 
of the cost of the average medium-priced automobile 
according to a well-known manufacturer. 

You as a jeweler need not be reminded how much of 
the selling price of your items is represented in taxes; 
nor to what degree these taxes dampen a prospect’s en- 
thusiasm for your products. 

Fortunately, the administration in Washington recently 
gave up its six-month long battle to get still $4 billion 
more for the Federal Treasury. 

Fortunately, too, in doing so, it recognized that in- 
creased taxes on legitimate business at this time would 
have the effect of increasing prices, cutting down busi- 
ness volume, and lowering returns from income taxes. 

In giving this nod to an accepted principle of eco- 
nomics, the government turned its head in the direction 
where it cannot much longer ignore our No. 1 industry 
problem—excise taxes. 

For if it is true that the imposition of additional taxes 
at this time would hurt business, then the continuance of 
excessive taxes on a segment of our economy is a dis- 
crimination which no lawmaker can justify. 

Nor can he ignore it, if you direct his attention to your 
personal interest in it. 





INVENTORY TIME 


Store Management should take inventory of expenses 
as often as it takes inventory of merchandise. If they 
would, then expense cuts would be more timely, practical 
and sound. Store Management should beware of “chart 
fever,” the disease which creates an insatiable appetite for 
increasing sales volume. For, in the drive for an ever- 
and-ever upward volume, too many forget the old Chinese 
proverb that “A Tree Can’t Grow up to Heaven.” Store 
Management must be reasonable in its expectations and 
practical in its reason. 

Make gains, level off, consolidate that new position 
from every angle before trying to advance again. 





A GREAT NEW MARKET 


If in 1940, Canada with its 12 million people had 
joined the United States, American business men would 
have hailed such an increase in the size of our domestic 
market with unbounded enthusiasm. Yet, the population 
of continental United States has increased since 1940 by 
17 million people; a 13 per cent increase in eight years. 
A new U. S. market almost half again the size of Canada! 


oaU4 


MORE TAXES—MORE EQUITABLY 


During recent years much has been done to plug up 
the holes by which individuals evade paying their fajy 
share of the money the government receives from income 
taxes. Much publicity attached itself to these corrections. 
yet cooperatives, colleges and charitable organizations 
are today throwing an unfair burden of government ex. 
pense on other taxpayers. 

While the government is operating on the basis of 
deficit financing, and legitimate businesses are burdened 
with time-high taxes, scores of commercial businesses are 
currently operating on a tax-free basis by one means 
or another. 

Briefly, cooperatives do not pay all the taxes which 
burden the individual merchant down the street, and thus 
the price differential between that of cooperatives and 
independents is increased. Colleges accept business prop- 
erties as gifts from manufacturers, then promptly rent 
them back to the business concerns for rentals of less than 
the business paid as taxes. (The college is not taxed.) 
This is good for the colleges and the businesses, but not 
so good for the government’s income, the taxpayer, nor 
the legitimate businesses which must compete under such 
circumstances. 

Congressman Noah Mason (Republican, Ill.) says the 
government could collect more than a billion dollars in 
new taxes from these sources alone. 

He believes this gain should be used to eliminate all 
excise taxes ($800 million annually) and thus put every 
competing business on an equal federal tax basis. 

We find it very easy to agree with him. 





The House Armed Services Committee has postponed 
its resumption of hearings on the PX investigation be- 
cause of its consideration of the Army and Navy pay 
bill. The PX hearings will be resumed, however. So, this 
gives even those jewelers who have put off writing the 
committee or their representatives, a chance to carry out 
their good intentions. 





A “BUYERS" MARKET 


Of course, if you are going to sell, you have to buy. 
You can’t do business in an empty store. 

Which brings to mind an exchange we heard at an 
adjoining luncheon table the other day. Said one man, 
“|. but this is a buyer’s market,” to which the other 
snapped back, “You bet it is, and the storekeeper who 
sits back without buying, or who buys in the same care- 
less way he bought during the past few years won't be in 
business a year from now. Today buying right is just as 
important as selling well. That’s normal. That’s business 
as it should be. So this is a buyer’s market? So good!” 

Perhaps he served this up too quickly for the other man 
to digest, for after a sufficient pause he concluded, “Do 
you get it, or are you going to wait till you’re 65?” 
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TLAS. 1! No Fuss! No Fumbling! 


Extension Tie Clasp $2.50 





FREE! HANDSOME RED 
PLUSH AND BLOND woop 
STAND FOR YOUR COUNTER 





















HERE’S A NEW LINE of men’s initial jewelry, 
boldly styled and boldly executed to make it 







easier and simpler for you! 

Click! Initials snap on with a positive action— 
and they stay on. Due to the special styling of the 
initials and the frame together, they overcome all 
the objections to ordinary small initials that are 
difficult to handle. Gleaming! Impeccably modern 
design! This new Hadley Men’s Initial Jewelry is a 
most attractive offering at a most attractive price, 













A generous assortment of initials with each dozen 


cael items. Order and feature them while they’re new! 












Mats for your advertising furnished free upon request. 
The HADLEY Company, Providence, Rhode Island 
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new pattern 


DREAM CHEST 


EVENING STAR ' Cc ommun ity’ 5 
new chest 


hailed as a smashing success by buyers, editors, decorators 


.. ready for sales to your customers this month! 


Never before has the jewelry industry buzzed with such double excitement! Community 
still sets the pace . . . this time with a beautiful new floral pattern, Evening Star*. . . 
advertised by the greatest campaign ever to introduce a new silver pattern . . . plus a 
spectacular Dream Chest of molded plastic—difterent from any silverware chest ever made! 


Beginning this month, 120,000,000 Americans will see the full-page, full-color (and 
in 11 out of 13 magazines—cover position) advertisements for Evening Star! Display 
this new pattern in your store. And show the new Dream Chest. too. You'll find that 
what the trade is saying is true—Community always makes a hit with your customers! 


COME ALONG WITH 


THE FINEST SILVERPLATE 


HYTRADE MARK OF ONEIDA LTO 





